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A HERO BRAND, INNOVATION IN ACTION



DRIVING 
INNOVATION.
EMPOWERING
THE FUTURE.



. . . . . i t 's  S u p e r c a n !

AT WD-40 COMPANY, INNOVATION ISN’T JUST ABOUT 
NEW PRODUCTS—IT’S ABOUT UNLOCKING NEW 
POSSIBILITIES. WE DEFINE INNOVATION AS CREATING 
NEW AND BETTER WAYS FOR OUR ORGANIZATION TO BE 
SUCCESSFUL. THAT INCLUDES UNCOVERING FRESH USES 
FOR OUR MAINTENANCE PRODUCTS, EVOLVING OUR 
GO-TO-MARKET STRATEGIES, AND STAYING FOCUSED 
ON WHAT MATTERS MOST. IT MEANS OPTIMIZING OUR 
PORTFOLIO, STRENGTHENING CATEGORY LEADERSHIP, 
EXTENDING OUR BRAND WITH PURPOSE, AND SHARING 
KNOWLEDGE ACROSS GLOBAL TEAMS. INNOVATION 
IS HOW WE STAY FUTURE-FOCUSED—AND HOW WE 
KEEP MOVING FORWARD, TOGETHER.
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INNOVATION 
IN ACTION
AT WD-40 COMPANY, INNOVATION IS A MINDSET— 
NOT A MOMENT. IT’S HOW WE STAY CURIOUS, 
CONNECTED, AND COMMITTED TO PROGRESS. 
WE SPARK INNOVATION BY LISTENING CLOSELY, 
LEARNING CONTINUOUSLY, AND CHALLENGING 
OURSELVES TO THINK DIFFERENTLY, ACROSS TEAMS, 
BORDERS, AND BUSINESS STRATEGIES. IT’S A 
CONTINUOUS JOURNEY, GROUNDED IN LEARNING 
AND DRIVEN BY FOCUS, DESIGNED TO CREATE 
IMPACT THAT LASTS.

NOVATIO
HOW WE

COMMIT
VATION

NTINUO
TO TH
ND

HOW WE STAY FUTURE FORWARD
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APPLICATION |  As the world changes, so do our end users’ needs — and new uses for the blue and 

yellow brand with the little red top naturally follow. That’s the beauty of our brands: they stay relevant, reliable, and 

ready for what’s next. Much of this discovery comes from end users themselves. Every day, they find fresh ways to  

put our products to work, revealing possibilities we hadn’t imagined. Harnessing these real-world insights expands  

our innovation pipeline and unlocks opportunities across markets and categories — keeping us ready for what’s next.

OUR GO-TO-MARKET STRATEGY |  Making our products available in 176 countries and 
territories doesn’t happen by accident — it’s the result of thoughtful, flexible go-to-market strategies. We operate 

through two models: direct markets (~80% of sales), and distributor markets (~20% of sales). In direct markets, we’re 

establishing regional “hubs” that serve broader geographies, allowing us to scale more efficiently while staying close to 

our end users. In distributor markets, we’re evolving select regions into “hybrid” models — embedding WD-40 Company 

personnel alongside our partners to promote shared learning and deeper collaboration.

FOCUS |  At WD-40 Company, focus is a form of innovation. By streamlining our portfolio, we’re making 

intentional choices that strengthen brand perception, reduce operational complexity, and increase impact. This ‘few 

things, many places, bigger impact’ approach allows us to concentrate our efforts where they matter most — delivering 

solutions that are trusted, consistent, and widely available. Portfolio optimization isn’t just about simplification — it’s 

about creating space for growth, agility, and long-term value.

CATEGORY LEADERSHIP |  WD-40 Company is the only global brand in our category —  

and we don’t take that lightly. We use our brand power to reimagine what the category can be, creating new value, 

driving growth, and differentiating ourselves in meaningful ways. Category management isn’t just about maintaining 

leadership — it’s about shaping the future. By thinking beyond the shelf and into the lives of our end users, we unlock 

opportunities to elevate the entire category — reinforcing our relevance and expanding our impact.

SHARED LEARNING |  At WD-40 Company, innovation doesn’t happen in isolation —  it’s amplified 

through shared learning. When teams openly share successes, failures, and lessons learned, they help each other 

avoid repeating mistakes and accelerate progress. A solution that works in one product line or geography can spark a 

breakthrough in another. That’s how innovation becomes repeatable, scalable, and sustainable. By building a culture of 

curiosity and collaboration, we turn learning into a strategic advantage.

STRATEGIC BRAND EXTENSION |  We innovate by extending our brand with purpose. 
When we introduce WD-40 Specialist® alongside WD-40® Multi-Use Product, we’re not just adding variety — we’re 

strengthening our brand, capturing new segments, and offering end users more choice without diluting what makes our 

core brand iconic. Strategic innovation within our portfolio allows us to meet evolving needs while staying true to who we 

are. It’s a thoughtful balance of protection and progress — expanding our reach while reinforcing the trust people place 

in our brands.

PRODUCT DEVELOPMENT |  We are committed to our end users and innovate with them at 
the center of everything we do. By listening closely to how they work, we design new products and packaging that 

make tasks easier and open doors to new markets and categories. At the same time, we’re advancing innovation for 

sustainability — from developing more responsible formulations to rethinking packaging with circular design in mind.  

This dual focus keeps our brands relevant, competitive, and aligned with the values that matter most to our customers 

and stakeholders.

INNOVATION THROUGH...
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SHARED LEARNING IS OUR 

At WD-40 Company, innovation doesn’t happen in isolation — it’s powered by the lessons we share. When teams like our 

Global Brand Team share wins, challenges, and lessons learned, we move smarter, grow faster, and become stronger 

together. This team brings together talented individuals from sales, marketing, and digital functions across a variety of 

countries, cultures, and market types. Their cross-functional, global collaboration fuels diversity of thought and drives 

brand-led growth. Shared learning helps us avoid repeating mistakes and sparks ideas that travel across product lines 

and geographies. What works in one market can inspire a breakthrough in another. Innovation isn’t just about one-off 

wins — it’s about building repeatable processes that drive success now and into the future.

PICTURED FROM LEFT TO RIGHT-TOP TO BOTTOM  |  AMY CONGYAN QIU, RETAIL & E-COMMERCE DIRECTOR; APAC  |  BRYONY EVANS, GENERAL MANAGER, BBN; EIMEA  |  CERENE CHEN, BRAND DEVELOPMENT 

MANAGER – ASIA; APAC  |  CHARLÈNE DEVILLARD, ECOMMERCE STRATEGIC ACCOUNT MANAGER; EIMEA  |  CLAUDIA FENSKE, VP, GLOBAL BRAND & INNOVATION; GLOBAL  |  DAMIEN TILLET, GENERAL MANAGER BRAND 

MARKETING; EIMEA  |  ERIN BALA, VP, U.S. MARKETING & AMERICAS INNOVATION; AMERICAS  |  GERD FRANK,  COMMERCIAL DIRECTOR NORTHERN EUROPE; EIMEA  |  GREG KERSHAW, VP, GLOBAL DIGITAL STRATEGY  

& CONSUMER EXPERIENCE; AMERICAS  |  JODY ZHOU, MARKETING DIRECTOR; APAC  |  JOHN LYNCH, HEAD OF MARKETING EMERGING MARKETS; EIMEA  |  ELIZABETH SOTO, MARKETING DIRECTOR; AMERICAS   

|  LOUISA ALEXANDER, MARKETING MANAGER; APAC  |  PAUL GILL, DIRECTOR OF GLOBAL DIGITAL MARKETING OPERATIONS AND CONSUMER PERFORMANCE; EIMEA  |  PAUL TONET, GENERAL MANAGER, CANADA; 

AMERICAS  |  PHILIP TWEED, DEVELOPMENT DIRECTOR GLOBAL COMMERCIAL LEARNING PLATFORMS; APAC  |  RICK SOARES, VP, USA OMNI RETAIL; AMERICAS  |  SOLEDAD RODRIGUEZ KOENIG, DIGITAL MARKETING 

MANAGER EIMEA; EIMEA  |  STEPAN HARMANLIKIAN, BRAND MANAGER, WD-40 MULTI-USE PRODUCT; AMERICAS  |  TODD TATHAM, INSIGHTS & KNOWLEDGE DIRECTOR; AMERICAS

SUPER POWER
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Fiscal year 2025 has been a year of solid momentum 

and strategic execution as WD-40 Company celebrated 

72 years of bringing innovative solutions to end users 

around the world. We have spent more than seven 

decades continuously innovating, expanding, and 

evolving to become a household name known for our 

quality, dependability, utility, value, and performance. 

As I reflect on my third full year as CEO, I am energized 

by what we have accomplished together. This year, we 

made meaningful progress advancing our Four-by-Four 

Strategic Framework. We navigated significant global 

headwinds yet delivered meaningful growth driven 

primarily by strong volumes. Most significantly, we 

exceeded our 55% gross margin target a year ahead  

of schedule, marking a remarkable margin turnaround 

over the last three years. 

In fiscal year 2025, we made significant progress against 

our Must-Win Battles:

MUST-WIN BATTLE #1 |  Lead Geographic Expansion.  
Geographic expansion represents our most significant 

long-term growth opportunity. In fiscal year 2025, global 

net sales of WD-40® Multi-Use Product reached $478 

million, up 6% over the prior year, with solid growth across 

all three trade blocs — 8% in EIMEA, 4% in the Americas, 

and 6% in Asia-Pacific. We delivered particularly strong 

growth in India with 20% growth, 14% growth in France, 

12% in Latin America, and 10% in China. 

But here’s what really matters: we’ve achieved only 25% 

of our benchmarked growth opportunity. We estimate the 

global attainable market for WD-40® Multi-Use Product to 

be approximately $1.9 billion worldwide — representing a 

growth opportunity of roughly $1.4 billion and revealing 

significant land and expand possibilities across the globe. 

Our confidence in capturing this opportunity has never 

been stronger, and it’s rooted in proven success. Brazil 

continues to exemplify what’s possible. Following our 

move to a direct market model there in fiscal year 2024, 

we achieved our ambitious two-year goal of growing from 

$2 million to $15 million in sales. This wasn’t luck; it was 

strategic execution. Similarly, our hybrid business model 

implementations in Indonesia, Japan, and Vietnam are 

accelerating growth and demonstrating that we have 

multiple pathways to unlock value across diverse markets. 

When we see India approaching compound annual growth 

rates of 20% and witness the Mexico playbook working 

brilliantly in Brazil, we know we have game-changing 

opportunities ahead and the capabilities to capture them. 

MUST-WIN BATTLE #2 |  Accelerate Premiumization.  
Premiumization continues to be a major contributor to 

our revenue growth and gross margin expansion. We saw 

particularly strong momentum in EIMEA and Asia-Pacific 

this year. And while we’ve made significant strides, we 

recognize there’s still substantial growth potential. Less 

than 40% of our units are sold in premium formats, 

which means considerable runway remains, especially 

in our distributor markets and in Asia-Pacific where 

premiumization penetration is lower. We are continuing 

to take action to accelerate growth in these areas. On a 

forward basis, we will be targeting a compound annual 

growth rate for net sales of premiumized products of 

greater than 10%.

MUST-WIN BATTLE #3 |  Drive WD-40 Specialist® 
Growth. Through our WD-40 Specialist® product line, we 

aspire to achieve category leadership and increase our 

market share by leveraging our core brand equity. For 

fiscal year 2025, net sales of WD-40 Specialist® reached 

$82 million, up 11% over the prior year, with solid growth 

across all three trading blocs. As the numbers increase 

each year, we’re building toward WD-40 Specialist® 

DEAR FELLOW STOCKHOLDERS
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becoming a $100 million revenue stream — remarkable 

progress from a very small base just over a decade ago.

The potential ahead is even more compelling: we’ve 

achieved only 12% of our benchmarked growth opportunity 

for this product line. We are laser-focused on the top 

products within this category that drive the majority of 

volumes, demonstrating our commitment to “few things, 

many places, bigger impact.” On a go-forward basis, we 

will be targeting a compound annual growth rate for net 

sales of WD-40 Specialist® of greater than 10%.

MUST-WIN BATTLE #4 |  Turbo-Charge Digital 
Commerce.  We view digital commerce as the accelerator 

for all of our other Must-Win Battles. Our digital commerce 

strategy is not just about driving online sales; it’s about 

building our brand in the digital space and accelerating 

growth across all channels. For fiscal year 2025, we saw 

10% sales growth in our e-commerce channel globally, with 

particularly impressive momentum in Asia-Pacific and EIMEA.

A highlight of our digital efforts this year was the continued 

expansion of global campaigns like the Repair Challenge 

and Training the Trades program. The Repair Challenge, 

now active in more than 40 countries, inspires millions 

of doers to use our products to extend the life of their 

tools, equipment, and everyday items, keeping them in 

use longer. Our digital platforms have also helped expand 

our reach in technical education and hands-on training, 

growing from support for thousands of U.S. tradespeople 

a decade ago to millions worldwide today. Together, 

these initiatives demonstrate how we use digital tools to 

strengthen our brand globally, promote sustainability, and 

help to unlock the nearly unlimited potential for usage 

innovation of our core products.

Our Strategic Enablers collectively reinforce and drive  

the success of our Must-Win Battles.

STRATEGIC ENABLER #1 |  Ensure a People-First 
Mindset.  At WD-40 Company, our greatest asset is our 

714 employees spread across our global footprint. This 

year tested our resilience like few others, yet our people 

responded with exceptional teamwork and execution. 

When tariffs emerged as a significant challenge, our teams 

leveraged unprecedented levels of global collaboration to 

implement supply chain initiatives to offset those impacts.

Our success is accelerated through our bold ambition to 

become a world-class learning organization. As the world 

becomes increasingly complex, we now check in with 

our people more frequently to ensure we’re consistently 

creating an environment where everyone can bring their 

best selves to work. I’m proud to report that we achieved a 

93% employee engagement rate with 96% participation — 

a testament to our strong culture and the opportunities we 

provide for our people to learn, grow, and succeed.

STRATEGIC ENABLER #2 |  Build an Enduring Business 
for the Future.  When I took the reins as CEO, I shared 

that pivoting the company towards a more environmentally 

sustainable future would be one of my three priorities 

during my tenure. We are committed to operating our 

business in a manner that balances economic growth, 

environmental responsibility and social impact. We’ve 

made significant strides in our sustainability efforts—we’ve 

invested ahead of the curve with a dedicated sustainability 

team and implemented a global innovation lens, 

requiring all new product development to pass through 

an environmental sustainability filter. I’m excited to share 

that in fiscal year 2026, we’ll launch our first bio-based 

multi-use product in EIMEA under the WD-40 Specialist® 

line. Designed to meet ISO 14067 standards, it reduces 

environmental impact and carbon footprint while delivering 

the trusted performance of the WD-40® Brand.

STRATEGIC ENABLER #3 |  Achieve Operational 
Excellence in Supply Chain.  This year marked a new 

level of global collaboration within our supply chain. We’ve 

taken a truly global approach that has led to significant cost 

reduction opportunities and efficiency gains. We delivered 

several million dollars in economic value through cost-

reduction initiatives such as packaging enhancements, 

logistics efficiencies, and strategic sourcing — fully 

offsetting tariff impacts and contributing significantly to our 

gross margin recovery. Operationally, in fiscal year 2025, 

we achieved global on-time delivery of 96.4%, above our 

current target and inventory levels of 99 days on hand, 

coming closer to our target of 90 days.

STRATEGIC ENABLER #4 |  Drive Productivity through 
Enhanced Systems.  We’ve applied our “few things, many 

places, bigger impact” philosophy to our IT systems with 

excellent results. By partnering with leading technology 

companies, we’re implementing AI-enabled systems like 

D365 and Salesforce to enhance productivity, strengthen 

our global brand, and foster collaboration across our 

teams. By adopting globally aligned, AI-ready platforms, 
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we’re replacing disparate local systems to gain efficiencies 

in licensing and administration, positioning us to accelerate 

productivity and decision-making as we scale.

INNOVATION |  Our Superpower Driving Us Future 
Forward.  In summary, our focus for fiscal year 2026 is 

clear: innovation is our superpower, driving us forward. 

From new product uses to high-performance offerings, 

optimized portfolios, and shared global learning, we 

turn ideas into solutions that grow our brand, strengthen 

markets, and deliver lasting impact worldwide. We turn 

go-to-market strategies into creative solutions that unlock 

value in high-potential markets while taking care of our 

people, who are the key to our success.

Jack Barry—the CEO who took us public in 1973—

warned against being, “a blind dog in a meat house.” His 

wisdom remains today: disciplined focus on what matters 

most drives WD-40 Company’s success. With abundant 

global opportunity still ahead, proven playbooks for 

emerging markets, and innovation embedded in everything 

we do, our most exciting chapters remain unwritten.

As we advance into fiscal year 2026 and beyond, we do 

so with clarity of purpose and confidence in our strategy. 

I want to thank our employees for their dedication and 

hard work, our users of our products for their loyalty, 

and you, our stockholders, for your continued support 

and trust. Together, we’re building a future powered 

by innovation, grounded in focus, and driven by the 

exceptional people who define WD-40 Company.

Cheers to unlocking further value and bringing our blue 

and yellow brand with the little red top to more end 

users worldwide.

Steve Brass
PRESIDENT AND CHIEF EXECUTIVE OFFICER

“YOU HAVE ALMOST 
UNLIMITED POTENTIAL 
FOR USAGE INNOVATION 
ON YOUR CORE PRODUCT.”
BRYAN GILDENBERG, MANAGING DIRECTOR, RETAIL CITIES
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As I reflect on fiscal year 2025, one word comes to mind: 

focus. Focus is power in business, and our sharpened 

focus on what matters most has driven meaningful results 

across every metric. This has been a year of strategic 

execution and disciplined growth that positions WD-40 

Company for an exciting future. We’ve delivered strong 

financial performance, achieved critical milestones ahead 

of schedule, and reinforced our commitment to creating 

sustainable stockholder value. 

In fiscal year 2025, WD-40 Company achieved net sales 

of approximately $620 million, representing a solid 5% 

increase over the previous year, with 82% of that growth 

coming from volume gains on a currency adjusted basis. 

This organic growth reflects the strength of our brand 

and our ability to turn go-to-market strategies into creative 

solutions that drive results.

I’m exceptionally proud that we exceeded our 55% gross 

margin target a year ahead of schedule, with full-year gross 

margin reaching 55.1%, an impressive 170 basis point 

improvement over fiscal 2024. This recovery was driven by 

favorable input costs—partly due to enhanced operational 

efficiencies—and higher average prices, supported by our 

premiumization strategy. Our income from operations grew 

8% to $103.8 million, and diluted EPS increased 31% to 

$6.69. Diluted EPS was positively impacted by $0.87 from 

a one-time income tax adjustment. Non-GAAP diluted EPS 

increased 14% to $5.82, despite a volatile macroeconomic 

environment marked by tariffs, geopolitical tensions, and 

policy uncertainty.

Our capital allocation strategy continues to be a key 

differentiator, enabled by our asset-light business model. 

In fiscal 2025, we paid down a portion of our short-term, 

higher interest rate debt, providing strategic flexibility for 

future growth investments. We returned substantial capital 

to stockholders, repurchasing approximately $12.3 million 

in stock and increasing our quarterly dividend to $0.94 per 

share. We completed the divestiture of our United Kingdom 

homecare and cleaning brands, allowing us to sharpen our 

focus on core products that deliver higher growth rates and 

superior margins. Our return on invested capital reached 

26.9%,1 well above our 25% target and improving from 

25.5% last year. From a balance sheet perspective, we 

couldn’t be in a better position.

As we move into fiscal year 2026, our priorities center 

on operational discipline, strategic growth in our top 

markets, and continued margin expansion. Innovation is 

our superpower—and we’re harnessing it across every part 

of our business, from optimizing portfolios that sharpen 

our competitive edge to experimenting with new business 

models that accelerate growth. We’re being strategically 

disciplined about where and when we invest, because we 

don’t need to do everything at once—thoughtful pacing 

fuels sustainable growth.

In closing, I want to recognize our global finance and 

accounting teams and colleagues across the organization 

who are driving real results at WD-40 Company.

Fiscal year 2025 was outstanding, and I’m even more 

enthusiastic about the opportunities ahead. Our robust 

balance sheet, strong margins, disciplined strategy, and 

talented team create a powerful foundation for continued 

success, and I’m eager to keep you updated as we execute 

on our collective vision. Thank you for your continued 

confidence in WD-40 Company.

Sara Hyzer
VICE PRESIDENT, FINANCE AND 

CHIEF FINANCIAL OFFICER

DEAR FELLOW STOCKHOLDERS

1 Excluding the positive impact of one-time, non-cash income tax adjustment in 2QFY25. 
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15% 19% 26.9%
RETURN ON SALES1

1 Calculated as net income for 

fiscal year 2025 divided by net 

sales for 2025.

RETURN ON ASSETS2

2 Calculated as net income for 

fiscal year 2025 divided by total 

assets at 8/31/25.

RETURN ON 
INVESTED CAPITAL3

3 Calculated as net operating profit after tax 

divided by average total assets less cash and cash 

equivalents, short-term investments and noninterest 

bearing liabilities. Excludes the impact of a one-time 

income tax adjustment that affected the Company’s 

fiscal year 2025 income tax rate.

GROSS MARGIN (percent)

2025

2024

2023

2022

2021

NET SALES (millions of dollars)

2025

2024

2023

2022

2021

SALES PER EMPLOYEE (millions of dollars)

2025

2024

2023

2022

2021

DILUTED EARNINGS PER SHARE (in dollars)

2025

2024

2023

2022

2021

WEIGHTED AVERAGE SHARES OUTSTANDING (millions)

2025

2024

2023

2022

2021

NET INCOME (millions of dollars)

2025

2024

2023

2022

2021

53%

51%

49%

54%

590.6

537.3

518.8

488.1

NET SALES (millions of dollars)

0.92

0.88

0.89

0.90

5.11

4.83

4.90

5.09

13.6

13.6

13.7

13.7

69.6

66.0

67.3

70.2

55% 620.0

0.87 6.695.824

13.6 91.079.14

4 During the second quarter of fiscal year 2025, the Company released an uncertain tax 

position, resulting in a one-time favorable income tax adjustment that increased net income 

by $11.9 million and diluted earnings per share by $0.87.
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The following graph compares the cumulative total stockholder 

return on the Company’s Common Stock to the yearly weighted 

cumulative return of a peer group of companies, the Standard 

& Poor’s 500 Composite Index (“S&P 500”) and the Russell 

2000 Composite Stock Index (“Russell 2000”) for each of the 

last five fiscal years ending August 31, 2025.

The Company uses the same peer group for the Company’s 

five-year performance graph as the peer group of companies 

used by the Compensation and People Committee 

(“Compensation Committee”) of the Board of Directors for 

purposes of benchmarking executive compensation. 

During fiscal year 2025, Chase Corporation and Livent 

Corporation were removed from the peer group due to changes 

in their public company status. Specifically, each company was 

either acquired, taken private, or merged into a new entity, and 

as a result, is no longer publicly traded. Accordingly, Chase 

Corporation and Livent Corporation are excluded from the 

2025 performance graph presented below.

The below comparison assumes $100 was invested on August 

31, 2019, in the Company’s Common Stock, and in each of 

the indices, and assumes reinvestment of dividends.

PERFORMANCE GRAPH

•  American Vanguard 

Corporation

• Balchem Corporation

• Beyond Meat, Inc.

• e.l.f. Beauty, Inc. 

• Hawkins, Inc.

• Ingevity Corporation

• Olaplex Holdings, Inc.

•  Prestige Consumer 

Healthcare Inc.

•  Sensient Technologies 

Corporation

• The Vita Coco Company, Inc. 

• XPEL, Inc.

• YETI Holdings, Inc. 

 

(1) WD-40 Company’s 2025 peer group is comprised of the following 12 companies:

FY 2020 FY 2021 FY 2022 FY 2023 FY 2024 FY 2025

WD-40 Company 100.00 118.59 95.05 109.96 136.49 114.01
S&P 500 100.00 131.17 116.44 135.01 171.64 198.89

Russell 2000 100.00 147.08 120.78 126.40 149.74 161.97

Peer Group 100.00 140.85 91.64 90.40 93.73 94.39

Baseline 100.00 100.00 100.00 100.00 100.00 100.00

* $100 invested on 8/31/20 in stock or index, including reinvestment of dividends. 

Fiscal year ending August 31.

Copyright© 2025 Standard & Poor’s, a division of S&P Global. All rights reserved.

Copyright© 2025 Russell Investment Group. All rights reserved.

COMPARISON OF 5 YEAR CUMULATIVE TOTAL RETURN*
Among WD-40 Company, S&P 500, Russell 2000, and a Peer Group

 FY 2020 FY 2021     FY 2022     FY 2023     FY 2024     FY 2025

WD-40 Company Russell 2000 BaselinePeer GroupS&P 500
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CORPORATE INFORMATION

BOARD OF DIRECTORS

Eric P. Etchart

Non-Executive Chairman

Former Senior Vice President

The Manitowoc Company, Inc.

Steven A. Brass

President and Chief Executive Officer 

WD-40 Company

Cynthia B. Burks

Former Senior Vice President  

and Chief People and Culture Officer

Genentech, Inc.

Daniel T. Carter

Audit Committee Chair

Former Executive Vice President  

and Chief Financial Officer 

BevMo! Inc. 

Lara L. Lee

Former President

Orchard Supply Hardware

Edward O. Magee, Jr.

Vice President, Strategic Operations

Belmont University

Trevor I. Mihalik

Finance Committee Chair

Executive Vice President  

and Chief Financial Officer

American Electric Power Company, Inc.

Graciela I. Monteagudo

Former President and  

Chief Executive Officer

Lala U.S., Inc.

David B. Pendarvis

Corporate Governance Committee Chair

Former Chief Administrative Officer,  

Global General Counsel and Secretary 

ResMed Inc.

Anne G. Saunders

Compensation and People Committee Chair

Former President, U.S.

nakedwines.com 

STOCK INFORMATION

The common stock of the Company is traded on 

the NASDAQ® Global Select Market under the 

ticker symbol “WDFC”. The Company’s publicly 

filed reports, including financial statements 

and supporting exhibits, are available on 

the Securities and Exchange Commission’s 

EDGAR system, on the Company’s website at 

www.wd40company.com, or by writing to the 

Corporate Secretary, WD-40 Company, 9715 

Businesspark Avenue, San Diego, CA 92131.

LEGAL DISCLAIMERS 

This annual report contains “forward-looking 

statements” within the meaning of the 

Private Securities Litigation Reform Act of 

1995. Such statements reflect management’s 

current expectations for the Company’s 

future performance but are subject to risks, 

uncertainties and assumptions that could 

cause actual results to differ materially from 

those anticipated in or implied by the forward-

looking statements. Our forward-looking 

statements are generally identified with words 

such as “believe,” “expect,” “intend,” “plan,” 

“project,” “could,” “may,” “aim,” “anticipate,” 

“target,” “estimate” and similar expressions.

The Company’s expectations, beliefs and 

projections are expressed in good faith but 

there can be no assurance that they will be 

achieved or accomplished. Actual events 

or results can differ materially from those 

expressed or implied. Please refer to the 

information set forth under the captions “Risk 

Factors” and “Forward-Looking Statements” 

in our Annual Report on Form 10-K for the year 

ended August 31, 2025 and other reports and 

documents that we file from time to time with 

the Securities and Exchange Commission for 

some of the factors that may cause actual 

results to differ materially from the forward-

looking statements. Except as required by 

law, we undertake no obligation to update any 

forward-looking statement.
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ANNUAL MEETING

December 12, 2025, 10:00 AM Pacific Standard Time
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WD-40 Company
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OPERATING SUBSIDIARIES

WD-40 Company Limited,  

Milton Keynes, United Kingdom

WD-40 Company (Canada) Ltd.,  

Etobicoke, Canada

WD-40 Company (Australia) Pty. Limited,  

Epping, Australia

Wu Di (Shanghai) Industrial Co., Ltd.,  

Shanghai, China

WD-40 Company (Malaysia) SDN. BHD.,  

Selangor, Malaysia

WD-40 Co. México, S. de R.L. de C.V.,  

Monterrey, Nuevo León, Mexico

WD-40 Company Brasil Ltda.,  

Paraná, Brazil

PT WDForty Industrial Indonesia,  

Jakarta, Indonesia
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Innovation is our superpower—and our people are the heroes behind it. 
At WD-40 Company, 98% of employees say they actively look for ways to improve how we work. That’s not just 

engagement—it’s a culture of action, driving better outcomes for our business and our stakeholders.


