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2025 was a year defined by execution in a 

challenging environment. Against three consecutive 

years of end-market softness and evolving trade 

dynamics, demand and margins remained under 

pressure, reinforcing the importance of focus, 

discipline, and operational rigor. Rather than waiting 

for conditions to improve, our teams concentrated 

on what we could control: executing our strategy, 

aligning the business with demand, and investing 

thoughtfully in the systems and capabilities that 

support better service and efficiency, positioning 

us to capture opportunity when demand 

inevitably returns.

he MasterBrand Way, our business system, 

was a critical enabler in 2025. Built and 

strengthened over multiple years, it has 

become a foundational operating discipline 

that helps us make better decisions faster and execute 

consistently, even when conditions are uncertain. In a 

year characterized by shifting trade and cost dynamics 

and uneven demand, this data-driven framework helped 

us respond decisively across the organization. 

In doing so, we also strengthened engagement with 

our customers. By aligning teams around common tools, 

metrics, and problem-solving routines, we were able 

to respond more quickly as demand patterns shifted, 

maintaining service levels, improving reliability, and 

reinforcing customer relationships.

STRATEGIC INITIATIVES

Our priorities throughout the year were clear: 

mitigating external pressures, generating cash, 

and continuing to advance our strategic initiatives. 

We made meaningful progress on the operational 

focus areas most critical to MasterBrand, with 

particular emphasis on integration execution and 

effective complex trade environment management. 

DEAR SHAREHOLDERS,

We progressed the integration of Supreme according 

to plan, delivering cost efficiencies while further 

aligning processes and operations. In parallel, 

we dedicated significant effort to preparing for the 

pending combination with American Woodmark. 

This work has been focused on laying the foundation 

for a coordinated and scalable operating model and 

aligning teams around a shared culture, positioning 

the organization for effective integration and long-

term success, following regulatory approval and the 

closure of the transaction. 

Tariffs remained a material challenge throughout 

the year. Our teams executed coordinated and 

multifaceted mitigation efforts, demonstrating 

resilience and agility in the face of shifting trade 

dynamics. While tariffs created pressure, our 

proactive approach helped manage their impact 

while maintaining stability, supporting customers, 

and enabling the organization to adapt. 

Together, these efforts strengthened our operating 

foundation and reinforced our ability to execute in 

a complex environment. They also highlighted the 

importance of our people, systems, and culture 

in delivering consistent results and building a 

long-term competitive advantage.
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PEOPLE AND CULTURE

Our associates are the foundation of our success, 

and their commitment and resilience were central to 

how we navigated the year. Even as market conditions 

remained challenging, our teams stayed focused 

on serving customers, adapting as demand shifted, 

and advancing important operational priorities 

across the business. 

To support that performance, we continued investing 

in leadership development and strengthening our 

Lean culture, reinforcing the problem-solving routines 

and accountability that drive continuous improvement. 

We also remained committed to maintaining high 

standards of safety, performance, and integrity, 

which help create clarity and alignment across 

the organization. 

Beyond our operations, we remained committed 

to giving back to the local communities where our 

associates live and work. In 2025, we supported 

Habitat for Humanity’s Jimmy & Rosalynn Carter 

Work Project as the exclusive cabinet provider, 

helping expand access to safe and affordable housing. 

We are proud of our deep domestic North American 

manufacturing roots and a culture grounded in 

teamwork, craftsmanship, and shared purpose.

LONG-TERM CONFIDENCE

While trade and demand dynamics remain challenging, 

we are confident they will normalize over time. When 

the market improves, we believe MasterBrand will be 

stronger because of the deliberate actions we took in 

2025: staying disciplined on execution, continuing to 

invest in our people and capabilities, and advancing the 

work that supports long-term growth. 

We are committed to creating sustainable, long-term 

value for our customers, associates, and shareholders. 

We believe the progress we made this year strengthens 

our foundation and positions MasterBrand to emerge 

from this cycle with greater scale, efficiency, 

and resilience.

R. David Banyard, Jr. 
     President and Chief Executive Officer

Net Sales (In Billions)

$2.9

2021 2022 2023 2024 2025

$3.3

$2.7 $2.7 $2.7

2021 2022 2023 2024 2025

Adjusted EBITDA Margin*

Adjusted EBITDA* (In Millions)

$304

* Non-GAAP measure. See Appendix 

  for reconciliation to the most directly 

  comparable U.S. GAAP measure.

$367 $383
$364

$298

11% 11%

14%
13%

11%

Net Income (In Millions)

$183
$155

$182

$126

$27

2021 2022 2023 2024 2025

Net Income Margin

6%
5%

7%

5%

1%
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CFO FINANCIAL REVIEW

Our 2025 results reflected a complex financial backdrop 

and ongoing contraction across key housing-related 

end markets. Despite this pressure, MasterBrand 

outperformed relative to underlying market trends 

through pricing actions and share gains in areas where 

our service levels, portfolio breadth, and operating 

discipline differentiated the business. 

Throughout the year, we maintained a strong focus on 

cash generation, recognizing its importance in navigating 

market volatility and supporting long-term value creation. 

We are committed to generating cash in excess of net 

income over time, consistent with our long-term objectives. 

We managed working capital and capital spending with 

discipline to preserve financial flexibility and support 

thoughtful capital allocation, funding integration 

activities, targeted technology investments, and footprint 

optimization, while maintaining appropriate liquidity. 

Balance sheet management remained a priority, 

emphasizing prudent leverage, ample liquidity, and 

financial resilience. We are committed to disciplined de-

leveraging over time while maintaining flexibility to support 

strategic priorities and future growth opportunities. 

Integration and Synergy Realization Progress

The integration of Supreme continued according to plan. 

As the anniversary of the transaction passed, integration 

efforts shifted increasingly toward execution and 

optimization, with progress made across manufacturing 

footprint alignment, procurement, and operating 

processes. These actions contributed to cost efficiencies 

despite a challenging volume environment and further 

validated the rigor and repeatability of our integration 

playbook. In parallel, we advanced integration planning 

and preparedness related to the pending American 

Woodmark transaction. This work has been grounded in 

the same disciplined approach applied to Supreme, with 

a focus on procurement, overhead, and manufacturing 

network efficiencies, as well as cultural alignment.

Tariff Mitigation

Tariffs represented a significant headwind throughout 

the year. In response, we developed and initiated 

execution of a comprehensive mitigation strategy 

spanning sourcing flexibility, operational adjustments 

across our manufacturing network, and consistent 

surcharge methodologies designed to provide transparency 

for customers. These actions offset a substantial portion 

of the impact and demonstrated our ability to manage 

complexity, move quickly, and maintain operational 

stability amid evolving trade conditions.

Financial Stewardship Through Volatility

Disciplined financial stewardship guided our decisions 

throughout 2025. We remained focused on controllables, 

maintaining balance sheet strength and preparing for our 

future post-merger, while navigating a dynamic external 

landscape. Despite challenging conditions, we are 

confident that the disciplined decisions we made 

throughout 2025 position the business for improved 

performance as market conditions stabilize 

and demand returns.

Andi Simon
Executive Vice 
President and 
Chief Financial Officer

Cash from Operating 
Activities (In Millions)

$148
$236

$406
$292

$196

2021 2022 2023 2024 2025

Free Cash Flow* (In Millions)

$97
$180

$348
$211

$118

* Non-GAAP measure. See Appendix 

  for reconciliation to the most directly 

  comparable U.S. GAAP measure.

2021 2022 2023 2024 2025

and returns.

i Simon
tive Vice 

dent and 
Financial Officer
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To supplement the financial information presented in accordance with Generally Accepted Accounting Principles in the United States (“GAAP”) in this 2025 Annual 
Report, certain non-GAAP financial measures as defined under SEC rules have been included. It is our intent to provide non-GAAP financial information to enhance 
understanding of our financial information as prepared in accordance with GAAP. Non-GAAP financial measures should be considered in addition to, not as a 
substitute for, other financial measures prepared in accordance with GAAP. Our methods of determining these non-GAAP financial measures may differ from the 
methods used by other companies for these or similar non-GAAP financial measures. Accordingly, these non-GAAP financial measures may not be comparable to 
measures used by other companies 

In this 2025 Annual Report, we use EBITDA, adjusted EBITDA, adjusted EBITDA margin, and free cash flow, which are all non-GAAP financial measures:   

     •  EBITDA is defined as earnings before interest, taxes, depreciation and amortization. We evaluate the performance of our business based on income before 
income taxes, but also look to EBITDA as a performance evaluation measure because interest expense is related to corporate functions, as opposed to 
operations. For that reason, we believe EBITDA is a useful metric to investors in evaluating our operating results. Adjusted EBITDA is calculated by removing the 
impact of non-operational results and special items from EBITDA. Adjusted EBITDA margin is calculated as adjusted EBITDA divided by net sales. 

     •  Free cash flow is defined as cash flow from operations less capital expenditures. We believe that free cash flow is a useful measure to investors because it is 
a meaningful indicator of cash generated from operating activities available for the execution of our business strategy, and is used in the management of our 
business, including decisions concerning the allocation of resources and assessment of performance. 

As required by SEC rules, see below for detailed reconciliations of these non-GAAP financial measures to the most directly comparable GAAP measures:   

APPENDIX – RECONCILIATION OF NON-GAAP FINANCIAL MEASURES 
TO COMPARABLE GAAP MEASURES

(U.S. Dollars presented in millions, except percentages)
December 26,  

2021
December 25,  

2022
December 31,  

2023
December 29,  

2024
December 28,  

2025

Reconciliation of Net Income  
to EBITDA to Adjusted EBITDA

Net income (GAAP)  $182.6  $155.4  $182.0  $125.9  $26.7 

Related party interest income, net (4.6) (12.9)   —   —   —

Interest expense   — 2.2 65.2 74.0 74.1

Income tax expense 55.7 58.0 56.7 42.4 19.6

Depreciation expense 44.4 47.3 49.0 57.1 67.9

Amortization expense 17.8 17.2 15.3 20.2 25.6

EBITDA (Non-GAAP Measure)  $295.9  $267.2  $368.2   $319.6    $213.9  

[1] Acquisition-related costs — —   — 25.4 28.9

[2] Restructuring charges   4.2 25.1 10.1 18.0 15.2

[3] Restructuring-related charges (adjustments) 3.7 12.7 (0.2)   —   20.5

[4] Gain on sale of asset — — — (4.3) —

[5] Recognition of actuarial losses and pension settlement losses (gains)   — 0.2   2.9   2.7   (0.4)

[6] Purchase accounting cost of products sold   — — — 2.2 —

[7] Separation costs   — 15.4   2.4   —   —

[8] Asset impairment charges   — 46.4   —   —   —

[9] Costs related to pending insurance claims, net of insurance proceeds   — —   —   —   3.0

[10] Allowance for credit loss — — — — 17.1

Adjusted EBITDA (Non-GAAP Measure)  $303.8  $367.0  $383.4  $363.6  $298.2

Net sales (GAAP)  $2,855.3  $3,275.5  $2,726.2  $2,700.4  $2,734.7 

Net Income Margin % (GAAP) 6% 5% 7% 5% 1%

Adjusted EBITDA Margin %  
(Non-GAAP Measure)

11% 11% 14% 13% 11%

Reconciliation of Net Cash provided by Operating Activities  
to Free Cash Flow

Net cash provided by operating  
activities (GAAP)

 $148.2  $235.6  $405.6  $292.0  $195.7 

Less: Capital Expeditures (GAAP)  (51.6)  (55.9)  (57.3)  (80.9)  (78.2)

Free Cash Flow (Non-GAAP Measure)  $96.6  $179.7  $348.3  $211.1  $117.5 

TICK LEGEND:

[1]  Acquisition-related costs are transaction and integration costs, including legal, accounting and other professional fees, severance, stock-based compensation, and other integration related costs. These charges are 
primarily recorded within selling, general and administrative expenses within the Consolidated Statements of Income. Acquisition-related costs are significantly impacted by the timing and complexity of the underlying 
acquisition related activities and are not indicative of the Company’s ongoing operating performance. The acquisition-related costs incurred in 2024 are associated with the acquisition of Supreme Cabinetry Brands, 
Inc., which was announced in the second quarter of fiscal 2024 and closed early in the third quarter of fiscal 2024. The acquisition-related costs in 2025 are primarily associated with the pending acquisition of American 
Woodmark, which is expected to close in early 2026. Costs for both acquisitions are comprised primarily of professional fees.

[2]  Restructuring charges are nonrecurring costs incurred to implement significant cost reduction initiatives and may consist of workforce reduction costs, facility closure costs, cessation of operations, and other costs 
to maintain certain facilities where operations have ceased, but which we are still responsible for. The restructuring charges for all periods presented primarily include costs related to workforce reductions, lease 
abandonment and asset disposals for facilities that have been closed, but not yet sold. The fiscal 2024 restructuring charges also include an asset impairment charge associated with the decision to exit a leased 
manufacturing facility.

[3]  Restructuring-related charges (adjustments) are expenses directly related to restructuring initiatives that do not represent normal, recurring expenses necessary to operate the business, but cannot be reported as 
restructuring under GAAP. The restructuring-related charges for all periods presented primarily include losses on disposal of inventories from exiting product lines, losses on the sale of facilities closed as a result 
of restructuring actions, and costs resulting from the redeployment of equipment within the manufacturing footprint. The restructuring-related adjustments in fiscal 2023 are recoveries of previously recorded 
restructuring-related charges resulting from changes in estimates of accruals recorded in prior periods. 

[4]  Gain on sale of asset relates to a gain resulting from the sale of facilities and land on December 12, 2024. The location was previously closed in conjunction with the consolidation of our warehouse facilities to 
enable efficiencies and increase annual savings. This facility sold for a purchase price of $6.6 million, resulting in a $4.3 million gain recognized as a separate component of non-operating income in the Consolidated 
Statements of Income. 

[5]  We exclude the impact of actuarial gains and losses related to our U.S. defined benefit pension plan as they are not deemed indicative of future operations. In addition, during 2024, the Company offered a lump-sum 
benefit payout option to certain plan participants related to the decision to terminate our defined benefit pension plan, resulting in a $2.9 million non-cash settlement charge. During 2025, the Company recognized a 
net settlement gain of $0.4 million related to the final valuation of the pension plan.

[6]  Purchase accounting cost of products sold relates to the fair market value adjustment required under GAAP for inventory obtained in the acquisition of Supreme Cabinetry Brands, Inc. All inventory obtained was sold 
in the third quarter of 2024.

[7]  Separation costs represent one-time costs incurred directly by MasterBrand related to the separation from Fortune Brands.

[8] We exclude the impact of pre-tax impairment charges related to impairments of indefinite-lived tradenames.

[9]  Costs related to pending insurance claims, net of insurance proceeds, are excluded as they are not deemed indicative of future operations. The costs recognized in 2025 are related to the incurrence of insurable events 
within the manufacturing footprint. We are pursuing insurance recoveries and any funds  received will be used to offset these costs in future periods. 

[10]  Allowance for credit loss represents a one-time, non-cash charge resulting from the Company’s assessment of the collectability of a specific customer’s receivable balance of $17.1 million as of December 28, 2025. 
The reserve relates entirely to sales recognized in 2025 and arose from facts and circumstances specific to this customer. The charge is recorded within selling, general and administrative expense in the Consolidated 
Statements of Income and is not indicative of the Company’s ongoing operating performance.
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