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LETTER FROM OUR
CHAIRMAN, PRESIDENT, AND CEO

In this first letter to our shareholders as a publicly traded company,

| want to thank each of you for your confidence in our team and your
support of Academy Sports + Outdoors. Fiscal 2020 was a momentous
year for Academy Sports + Qutdoors. Prior to the pandemic, we had
already made tremendous improvements to the foundation of our
business and business fundamentals to make us more competitive.
This enabled us to not only survive the pandemic but to make progress

on many fronts of our long-term strategic plan

during one of the most challenging personal and

business periods in our memory. Importantly, WE MADE SIGNIFICANT
we made significant strides toward fulfilling STRIDES TOWARD

our vision to be the BEST sports and outdoors FULFILLING OUR VISION

retailer in the country. TO BE THE BEST SPORTS

AND OUTDOORS RETAILER
IN THE COUNTRY.

Fiscal 2020 was a year where our broad
selection of value-based products resonated
with customers as they adjusted to life in
quarantine and found new ways to have fun and stay safe, sane, and
in shape. With our breadth of products, Academy was deemed an
essential retailer to support our communities, enabling us to keep our
stores, distribution centers, and corporate office open throughout
most of the pandemic. To combat the spread of the virus, we evolved
the way we operated to protect the safety and health of our customers
and Team Members while still serving our customers as Academy
always has during challenging circumstances. To support our hourly

frontline Team Members, we increased their pay, made all Team
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20 Members eligible for paid time off, and distributed a holiday bonus to
20 our hourly Team Members in our stores and distribution centers. We
ARNUAL extended our military, veteran, and first responder discount events
REPORT to include healthcare workers and teachers, totaling over $26.5

million in merchandise discounts, to support the frontline heroes in

our communities.

| am proud of the momentum we gained over the last year and how we
served our customers, Team Members, and communities. | believe we

are well-positioned for future performance improvements and growth.

Our Long Range Plan
In 2018, we introduced six strategies as part of a five-year plan
to achieve our mission to provide FUN FOR ALL through strong

assortments, value, and experience. These strategies are:

- Be the POWER MERCHANDISER of sports + outdoors

- Develop a more exciting and productive shopping experience in
our STORES

- Create a MEANINGFUL .COM business

- ENGAGE AND COMMUNICATE with our customers to encourage
them to shop at and buy from Academy

- Increase the PRODUCTIVITY of all of our assets

- Build an industry-leading retail TEAM

These strategies are the levers that drive our business, enhance share-

holder value, and enable us to reach our business and financial goals.

Fiscal 2020 Financial Highlights
Our fiscal 2020 financial results reflect strong sales driven by

the successful execution of the strategies in our Long Range Plan.

Sales were driven by double-digit comparable sales in all four of our
merchandise divisions (Apparel, Footwear, Outdoor, and Sports &
Recreation) and all four of our store regions, and strong omnichannel
growth. | am particularly pleased that we had a strong performance
in our nonheritage markets over the past year. Total sales were
$5.69 billion for the year, a record high, with comparable sales of 16.1%

for the year.

For the full year, our eCommerce sales grew 138% and the

sales penetration rate was 10.4% compared to 51% in 2019.
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Buy-online-pick-up-in-store and curbside pickup represented 20
approximately half of our total eCommerce sales for the year. More 20
than 95% of our total sales involved our stores, including ARNUAL
Ship-from-Store, Ship-to-Store, BOPIS, Curbside, and in-store REPORT
retail sales, demonstrating that we have truly
created an omnichannel experience that is

WE HAVE NOW ACHIEVED

deepening our relationship with our customers

SIX CONSECUTIVE and is meaningful to our overall business.
QUARTERS OF POSITIVE
COMPARABLE SALES We have now achieved six consecutive

quarters of positive comparable sales and

AND PROFIT GROWTH. profit growth, showing a strong, consistent
performance prior to and during the pandemic.

Our results were driven by our continued efforts to improve our power
merchandising, omnichannel, and customer experience along with our

efforts to increase the productivity of our assets, including:

- Growing margins through enhanced merchandising, planning, and

allocation efforts

- Streamlining our operations and organization to make them more

efficient and effective while improving our store service levels

- Improving the performance of our new and nonheritage markets

and stores

- Creating an engaging and interactive shopping experience both in

stores and online

- Leveraging operational costs, such as advertising, property, and

employee costs, on increased sales

In October 2020, Academy achieved an important milestone in our
history by completing an initial public offering, trading on the Nasdaq
exchange under the ticker symbol “ASO”. This was a proud moment
for the company, and we are excited to share all the great things we
are accomplishing on our journey to become the leading sports and

outdoors retailer in the country.

We also strengthened our balance sheet by reducing our long-term
debt by $630 million and extending our remaining debt obligations

through 2027. These actions make us financially strong and stable, and

give us greater flexibility to fund planned projects to drive future sales
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20 and profitability. Our work to become a more efficient retailer has put
20 us in position to grow as demand for our products continues to increase
ARNUAL due to shifts in consumer spend. Moving forward, we will sharpen our
REPORT assortments, concentrate on key businesses, and improve our planning

and allocation.

Looking Ahead

We are committed to improving Academy for the long term. We are
not focused on a quarter or a year, but the long-term positioning of the
company to be the best. While fiscal 2020 was arecord year, our goal is
to grow the market position that we have built and retain our long-term

customers as well as the 5 million new customers we gained in 2020.
In fiscal 2021, we will continue to innovate and implement more tools
that will drive future growth. Our fiscal 2021 priorities to drive our

performance are:

- Building a stronger omnichannel business

- Enhancing store customer service and effectiveness

- Improving merchandise planning and allocation capabilities

- Increasing targeted marketing and customer communication

- Strengthening the efficiency and effectiveness of our supply chain

The foundation of our success is due to all of our Academy Sports +
Outdoors’ Team Members, our business partners, and our shareholders.
Our strength as a company is also attributed to our Board of Directors.
| want to extend a welcome to Wendy Beck, Thomas Nealon, Allen
Questrom, and Jeffrey Tweedy who have joined our board in the past
several months. | would also like to thank Bill Simon for his five years
serving on the Academy board and all the support he has given Academy
during that time. Lastly, my sincerest thanks to you, our shareholders,

for your commitment to Academy Sports + Outdoors and our future.

With gratitude,

AWk

Chairman, President, and CEO
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FINANCIAL HIGHLIGHTS

Company Scorecard FY 2018 FY 2019 FY 2020
Sales $4.78B $4.838B $5.698
Net Income 0% 2% 5%
Adjusted EBITDA® 6% 7% 1%
ROIC® 14% 14% 26%
Sales per Gross Square Foot $267/SF $264/SF $311/SF
.COM Penetration 4.9% 51% 10.4%
Sales (Inbillions)
$6 $5.69
$4.78 $4.83
$4
$2
$0
FY 2018 FY 2019 FY 2020
Comparable Pre-Tax Diluted Earnings
Sales Income (In millions) per Share
16.1%
16% $400 $4.00 $379
$339
12% $300 $3.00
8% $200 $2.00
$1.60
$123
4% $100 $1.00
$23 $0.29
0% $0 L $0.00 .
-0.7%
4% "2.5% $-100 $-1.00
FY 2018 2019 2020 FY 2018 2019 2020 FY 2018 2019 2020

(1) Adjusted earnings before interest, taxes, depreciation,and amortization (2) Return on Invested Capital (ROIC) is calculated as follows: (i) the numerator is defined

(Adjusted EBITDA). Excludes certain expenses that Management believes as Adjusted EBITDA plus rent minus estimated taxes; and (ii) the denominator is defined

are not indicative of the Company’s underlying operating performance.

Refer to our Annual Report on Form 10-K for the year ended January 30,

as: (a) the sum of the 13-month average balances for: net receivables, inventory, prepaid

expenses and other current assets, gross property and equipment, and other noncurrent

2021, for a full reconciliation and discussion of Adjusted EBITDA, whichis assets, plus (b) eight times rent, minus (c) the sum of the 13-month average balances for:

anon-GAAP measure, to its closest comparable GAAP measure.

accounts payable, accrued liabilities, and income tax payable. Refer to our Annual Report on

Form 10-K for the year ended January 30, 2021, for a full reconciliation and discussion of

Adjusted EBITDA, which is anon-GAAP measure, to its closest comparable GAAP measure.
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2020 ACADEMY SPORTS + OUTDOORS
GIVING + COMMUNITY INVOLVEMENT EFFORTS

Partnerships and Sponsorships

Academy Sports + Outdoors has a strong portfolio of partnerships
with professional (NFL, MLB, NBA, MLS) and collegiate (SEC and Big
12) sports teams along with major outdoor organizations like B.A.S.S.,
Major League Fishing, Ducks Unlimited, and the Coastal Conservation
Association. In fiscal 2020, Academy secured exclusive multi-year
relationships with four collegiate athletic conferences (SWAC, SIAC,
CIAA, MEAC) whose member institutions are comprised of mostly
historically black colleges and universities (HBCUs). These new
relationships will support meaningful community initiatives with a
focus on grassroots programming, including youth outreach and
mentorship programs. In fiscal 2020, Academy invested $5.5 million
activating these partnerships in local communities. Additionally, the
company maintains 415 relationships with youth team sports leagues
and Police Athletic Leagues. We routinely activate in the community

with these partners at no cost to the customer via in-store events, ticket

giveaways, sports clinics, and informational/educational sessions.
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Fiscal 2020
Donations

53% 32%

15%

@ Other, Including Holiday Giving
@ First Responders, Military, Veterans, Teachers, and Healthcare Workers

@ Youthand Youth Sports

Donations to Non-Profit Organizations
In addition to our sponsorship program, we support
many organizations through direct contributions.

Key programs for providing this include:

Support for First Responders, Military, Teachers,
and Healthcare Workers

Given the change in climate in 2020 due to COVID,
Academy Sports + Outdoors’ financial gifts were
highly targeted to first responder organizations,
active duty military and veterans, healthcare
workers, and teachers. After the pandemic struck,
Academy partnered with Memorial Hermann
Health System and Baylor, Scott & White to donate
needed PPE supplies. As part of our continuing
focus on promoting fun safely, Academy renewed
its partnership with National Night Out. With the
newly-created Teacher Appreciation Month in
September, Academy hosted 52 donation events
to benefit teachers, schools, and students across

our footprint.

Holiday Giving

During the holiday season, Academy Sports +
Outdoors donated gift cards and Christmas gifts
from our stores at 75 events across our footprint.
Also, Academy teamed up with St. Jude Children’s
Research Hospital to sell festive long-sleeved
t-shirts. For every shirt sold, Academy made
the pledge to donate a portion of the proceeds to
St. Jude in support of its mission to advance cures,
and means of prevention, for pediatric catastrophic

diseases through research and treatment.
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SHAREHOLDER INFORMATION

NASDAQ: ASO
For information about our company, stock symbol,
filings, press releases, or other financial information,

please visit: investors.academy.com

Corporate Headquarters
Academy Sports and Outdoors, Inc.
1800 N. Mason Rd.

Katy, TX 77449

281.646.5200

academy.com

Transfer Agent and Registrar

Broadridge Corporate Issuer Solutions, Inc.
51 Mercedes Way

Edgewood, NY 11717

Shareholder Services: 1-877-830-4936

SPECIAL NOTE REGARDING FORWARD-LOOKING STATEMENTS

This 2020 Annual Report contains forward-looking statements within the meaning of
the Private Securities Litigation Reform Act of 1995. Forward-looking statements are
basedoncurrentexpectationsandareindicated by words or phrasessuch as “anticipate”,

» o

“estimate,” “expect,” “project,” “plan,” “we believe,” “will,” “would,” “guidance,” and
similar words or phrases, and involve known and unknown risks, uncertainties, and
other factors which may cause actual results, performance, or achievements to be
materially different from the future results, performance, or achievements expressed
in or implied by such forward-looking statements. Detailed information concerning
those risks and uncertainties are readily available in the Company’s filings with the U.S.

Securities and Exchange Commission. We undertake no obligation to publicly update or

revise any forward-looking statements, whether as a result of new information, future

events, or otherwise.




UNITED STATES
SECURITIES AND EXCHANGE COMMISSION
Washington, D.C. 20549

FORM 10-K

(Mark One)
2] ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934
For the Fiscal Year Ended January 30, 2021
or
O TRANSITION REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934
For the transition period from to

Commission File No. 001-39589

Academy

SPORTS+OUTDOORS

Academy Sports and Outdoors, Inc.

(Exact name of registrant as specified in its charter)
Delaware 85-1800912

(State or other jurisdiction of incorporation or organization) (L.R.S. Employer Identification No.)

1800 North Mason Road
Katy, Texas 77449
(Address of principal executive offices) (Zip Code)
(281) 646-5200
(Registrant’s Telephone Number, including Area Code)
Securities registered pursuant to Section 12(b) of the Act:
Title of each class Trading Symbol(s) Name of each exchange on which registered
Common Stock, par value $0.01 per share ASO Nasdaq Global Select Market

Indicate by check mark if the registrant is a well-known seasoned issuer, as defined in Rule 405 of the Securities Act. Yes O No ™
Indicate by check mark if the registrant is not required to file reports pursuant to Section 13 or Section 15(d) of the Act. Yes O No ™

Indicate by check mark whether the registrant (1) has filed all reports required to be filed by Section 13 or 15(d) of the

Securities Exchange Act of 1934 during the preceding 12 months (or for such shorter period that the registrant was required to

file such reports), and (2) has been subject to such filing requirements for the past 90 days. Yes ¥ No O

Indicate by check mark whether the registrant has submitted electronically every Interactive Data File required to be submitted pursuant to Rule 405 of
Regulation S-T (§232.405 of this chapter) during the preceding 12 months (or for such shorter period that the registrant was required to submit such files).

Yes ¥ No O

Indicate by check mark whether the registrant is a large accelerated filer, an accelerated filer, a non-accelerated filer, a smaller reporting company, or an

emerging growth company. See the definitions of “large accelerated filer”, “accelerated filer”, “smaller reporting company”, and “emerging growth company
in Rule 12b-2 of the Exchange Act.

Large accelerated filer [ Accelerated filer O
Non-accelerated filer ™ Smaller reporting company O
Emerging growth company [

If an emerging growth company, indicate by check mark if the registrant has elected not to use the extended transition period for complying with any new or
revised financial accounting standards provided pursuant to Section 13(a) of the Exchange Act. [J

Indicate by check mark whether the registrant has filed a report on and attestation to its management’s assessment of the effectiveness of its internal control
over financial reporting under Section 404(b) of the Sarbanes-Oxley Act (15 U.S.C. 7262(b)) by the registered public accounting firm that prepared or issued its
audit report. O

Indicate by check mark whether the registrant is a shell company (as defined in Rule 12b-2 of the Exchange Act). Yes O No M

As of August 1, 2020, the last day of the registrant's most recently completed second quarter, the registrant's common stock was not publicly traded. The
registrant's common stock, $0.01 par value per share, began trading on the Nasdaq Global Select Market, or Nasdaq, on October 2, 2020. As of March 30,
2021, the aggregate market value of the registrant's common stock held by non-affiliates of the registrant was approximately $1,103,587,377 (based upon the
closing sale price of the common stock on that date on the Nasdaq).

As of March 30, 2021, Academy Sports and Outdoors, Inc. had 91,296,308 shares of common stock, par value $0.01 per share, outstanding.

Documents Incorporated by Reference: Part III of this Annual Report on Form 10-K incorporates certain information from the registrant's definite proxy
statement for its Annual Meeting of Stockholders to be held on June 3, 2021.
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CAUTIONARY STATEMENT REGARDING FORWARD-LOOKING STATEMENTS

This Annual Report on Form 10-K (this "Annual Report") includes forward-looking statements within the meaning of Section
27A of the Securities Act of 1933, as amended (the "Securities Act"), and Section 21E of the Securities Exchange Act of 1934, as
amended (the "Exchange Act"), which are subject to the "safe harbor" created by those sections. Forward-looking statements include
all statements that are not historical facts, including statements reflecting our current views with respect to, among other things, our
operations and financial performance. These forward-looking statements are included throughout this Annual Report, including in
the section entitled "Management’s Discussion and Analysis of Financial Condition and Results of Operations" and in the section
entitled "Risk Factors," and relate to matters such as our industry, business strategy, goals and expectations concerning our market
position, future operations, margins, profitability, capital expenditures, liquidity and capital resources and other financial and
operating information. We have used the words "anticipate,” "assume," "believe," "continue," "could," "estimate," "expect,"
"intend," "may," "plan," "potential," "predict," "project,” "future," "will," "seek," "foreseeable," the negative version of these words
or similar terms and phrases to identify forward-looking statements in this Annual Report.

non

The forward-looking statements contained in this Annual Report are based on management’s current expectations and are not
guarantees of future performance. The forward-looking statements are subject to various risks, uncertainties, assumptions or changes
in circumstances that are difficult to predict or quantify. Our expectations, beliefs, and projections are expressed in good faith and we
believe there is a reasonable basis for them. However, there can be no assurance that management’s expectations, beliefs and
projections will result or be achieved. Actual results may differ materially from these expectations due to changes in global, regional
or local economic, business, competitive, market, regulatory and other factors, many of which are beyond our control. We believe
that these factors include but are not limited to those described under the section entitled "Risk Factors" in this Annual Report, as
such risk factors may be updated from time to time in our periodic filings with the Securities and Exchange Commission, or SEC,
and are accessible on the SEC's website at www.sec.gov.

Any forward-looking statement made by us in this Annual Report speaks only as of the date of this Annual Report and are
expressly qualified in their entirety by the cautionary statements included in this Annual Report. Factors or events that could cause
our actual results to differ may emerge from time to time, and it is not possible for us to predict all of them. We may not actually
achieve the plans, intentions or expectations disclosed in our forward-looking statements and you should not place undue reliance on
our forward-looking statements. Our forward-looking statements do not reflect the potential impact of any future acquisitions,
mergers, dispositions, joint ventures, investments or other strategic transactions we may make. We undertake no obligation to
publicly update or review any forward-looking statement, whether as a result of new information, future developments or otherwise,
except as may be required by any applicable securities laws.



RISK FACTORS SUMMARY

Investing in our securities involves a high degree of risk. The following is a summary of the principal factors that make an
investment in our securities speculative or risky, all of which are more fully described below in the section entitled “Risk Factors.”
In addition to the following summary, you should consider the information set forth in the “Risk Factors” section and the other
information contained in this Annual Report before investing in our securities.

Risks Related to Our Business and Industry

overall decline in the health of the economy and consumer discretionary spending;

our ability to predict or effectively react to changes in consumer tastes and preferences, to acquire and sell brand name
merchandise at competitive prices and/or to manage our inventory balances;

the impact of COVID-19 on the communities we serve, our business and financial results;

intense competition in the sporting goods and outdoor recreation retail industries;

our ability to safeguard sensitive or confidential data relating to us and our customers, team members and vendors;

risks associated with our reliance on internationally manufactured merchandise;

our ability to comply with laws and regulations affecting our business, including those relating to the sale, manufacture and
import of consumer products;

claims, demands and lawsuits to which we are, and may in the future, be subject and the risk that our insurance or
indemnities coverage may not be sufficient;

our ability to operate, update or implement our information technology systems;

risks associated with disruptions in our supply chain and losses of merchandise purchasing incentives;

harm to our reputation;

any failure of our third-party vendors of outsourced business services and solutions;

our ability to successfully continue our store growth plans or manage our growth effectively, or any failure of our new stores
to generate sales and/or achieve profitability;

risks associated with our e-commerce business;

risks related to our owned brand merchandise;

any disruption in the operation of our distribution centers;

quarterly and seasonal fluctuations in our operating results;

the occurrence of severe weather events, catastrophic health events, natural or man-made disasters, social and political
conditions or civil unrest;

our ability to protect our intellectual property and avoid the infringement of third-party intellectual property rights;

our dependence on our ability to meet our labor needs;

the geographic concentration of our stores;

fluctuations in merchandise (including raw materials) costs and availability;

our ability to successfully pursue strategic acquisitions and integrate acquired businesses;

payment-related risks;

our ability to retain key executives;
the effectiveness of our marketing and advertising programs;

Risks Related to Our Indebtedness

our high level of indebtedness and related debt service payments and our ability to generate sufficient cash flow to satisfy all
of our obligations under our indebtedness;

our ability to incur substantially more debt;

restrictions on our current and future operations imposed by the terms of our indebtedness;

our variable rate indebtedness subjects us to interest rate risk;

our high level of indebtedness may hinder our ability to negotiate favorable terms with our vendors;



Risks Related to the Ownership of Our Common Stock
*  our sponsor (affiliates of Kohlberg Kravis Roberts & Co. L.P. ("KKR")) controls us and their interests may conflict with
ours or yours in the future;
* new and increased costs and additional regulations and requirements as a result of becoming a public company;

*  our stock price is volatile or may decline;

*  our ability to have effective internal controls;

* youmay be diluted by any future issuances of shares by us;

*  anti-takeover provisions in our organizational documents could delay or prevent a change of control; and

»  our board of directors is authorized to issue and designate shares of preferred stock without stockholder approval.

These factors should not be construed as exhaustive and should be read in conjunction with the other cautionary statements that
are included in this Annual Report. Should one or more of these risks or uncertainties materialize, or should any of our assumptions
prove incorrect, our actual results may vary in material respects from those projected in our forward-looking statements.

BASIS OF PRESENTATION
All references to "Academy," "we," "us," "our" or the "Company" in this Annual Report refer to (1) prior to October 1, 2020,
New Academy Holding Company, LLC, a Delaware limited liability company and the prior parent holding company of our
operations, and its consolidated subsidiaries; and (2) on and after October 1, 2020, Academy Sports and Outdoors, Inc., a Delaware
corporation and the current parent holding company of our operations, and its consolidated subsidiaries. We conduct our operations
through our subsidiaries, including our indirect subsidiary, Academy, Ltd., an operating company which is doing business as
Academy Sports + Outdoors.

nn
El

We operate on a retail fiscal calendar pursuant to which our fiscal year consists of 52 or 53 weeks, ending on the Saturday closest
to January 31 (which such Saturday may occur on a date following January 31) each year. References to any year, quarter, or month
mean our fiscal year, fiscal quarter, and fiscal month, respectively, unless the context requires otherwise. References to “2018,”
“2019,” and “2020” relate to our fiscal years ended February 2, 2019, February 1, 2020, and January 30, 2021, respectively, unless
the context requires otherwise.

Numerical figures included in this Annual Report have been subject to rounding adjustments. Accordingly, numerical figures
shown as totals in various tables may not be arithmetic aggregations of the figures that precede them.



PART I

Item 1. Business

The following discussion and analysis of our financial condition and results of operations should be read together with our
financial statements and related notes included elsewhere in this Annual Report for the fiscal year ended January 30, 2021. This
discussion contains forward-looking statements that involve risks and uncertainties. See the section of this Annual Report entitled
"Cautionary Statement Regarding Forward-Looking Statements.” When reviewing the discussion below, you should keep in mind the
substantial risks and uncertainties that characterize our business. Known material factors that could affect our financial
performance and actual results, and could cause actual results to differ materially from those expressed or implied in any forward-
looking statements included in this discussion or otherwise made by our management, are described in the "Risk Factors" section of
this Annual Report.

All statements in this Annual Report concerning our current and planned operations are modified by reference to our discussion
of recent developments related to the COVID-19 pandemic, and our ability to carry out our current and planned operations are
dependent on further developments associated with the COVID-19 pandemic.

Who We Are

Academy Sports + Outdoors is one of the leading full-line sporting goods and outdoor recreation retailers in the United States.
We estimate that we served 30 million unique customers and completed approximately 80 million transactions in 2020 across our
seamless omnichannel platform and highly productive stores, resulting in net sales of $5.7 billion and making us the largest value-
oriented sporting goods and outdoor recreation retailer in the country. We have continually increased our market share by expanding
our leadership in fast-growing merchandise categories and offering a broad, value-oriented assortment with deep and localized
customer connections.

We believe the following key attributes differentiate us from our competitors:

*  Value-based assortment that enables our customers to participate and have fun, no matter their budget.

*  Broad assortment that extends beyond sporting goods and apparel to outdoor recreation.

*  Emerging, rapidly growing and profitable omnichannel strategy that leverages our strong buy-online-pickup-in-store
program ("BOPIS") and shipping fulfillment capabilities.

»  Strong customer loyalty, with opportunities to increase penetration in existing markets.

* Regional focus in the southern United States with a strong and growing presence in six of the top 10 fastest-growing
Metropolitan Statistical Areas (or "MSAs").

*  Core customers comprising active families that we support with one-stop shop convenience.

»  Significant whitespace opportunity for both in-fill and adjacent geographies and new markets.

»  Strong financial profile with accelerating performance and attractive cash flow generation.

Originally founded in 1938 as a family business in Texas, we have grown to 259 stores across 16 contiguous states. Our mission
is to provide “Fun for All” and we fulfill this mission with a localized merchandising strategy and value proposition that deeply
connect with a broad range of consumers. Our product assortment focuses on key categories of outdoor, apparel, sports & recreation
and footwear (representing 35%, 25%, 22% and 18% of our 2020 net sales, respectively) through both leading national brands and a
portfolio of 19 owned brands, which go well beyond traditional sporting goods and apparel offerings.

Our retail locations range in size from approximately 40,000 to 130,000 gross square feet, with an average size of approximately
70,000 gross square feet, and have no mall exposure. Our box size and layout create a spacious in-store experience for the current
shopping environment and easily accessible front of store checkout that drives efficiency for our BOPIS and curbside pickup
customers. Our stores are supported by over 22,000 knowledgeable team members offering a high-touch service element. Our stores
have remained open during the COVID-19 pandemic as a result of our essential product offering and enhanced safety measures,
resulting in continued market share gains and greater visibility in newer markets to the Academy brand and increased community
connections. We operate three distribution centers that service our stores and our growing e-commerce platform, which reaches 47
states today. We have significant new store whitespace and our disciplined approach to store openings has allowed most stores to
achieve profitability within the first twelve months of opening a store. We are continually assessing the number of locations
available that could accommodate our preferred size of stores in markets we would consider and we expect to open eight to 10 new
stores per year, starting in 2022, which is similar to our growth rates from 2018 to 2019.



We are active members of the communities in which we operate. We have a strong and growing presence in four of the top five,
and six of the top 10, fastest-growing MSAs, in the United States, including Dallas, Houston, Atlanta, Austin, Charlotte and San
Antonio. Our long-time customers have grown up with the Academy brand over time and pass their passion for us on to the next
generation, enabling us to benefit from strong customer loyalty and shopping frequency in our embedded regional markets.

Our broad assortment appeals to all ages, incomes and aspirations, including beginning and advanced athletes, families enjoying
outdoor recreation and enthusiasts pursuing their passion for sports and the outdoors. We enable our customers to enjoy a variety of
sports and outdoors activities, whether they are trying out a new sport, tailgating for a sporting event or hosting a family barbecue.
We enhance our customers’ shopping experience through our knowledgeable and passionate team members and value-added store
services, making us a preferred, one-stop shopping destination. We carefully tailor our products and services to meet local needs and
offer our customers memorable experiences that help us maintain lasting emotional connections with our loyal customer base and the
communities we serve.

We sell a range of sporting and outdoor recreation products. Our strong merchandise assortment is anchored by our broad
offering of year-round items, such as fitness equipment and apparel, work and casual wear, folding chairs, wagons and tents, training
and running shoes and coolers. We also carry a deep selection of seasonal items, such as sports equipment and apparel, seasonal
wear and accessories, hunting and fishing equipment and apparel, patio furniture, trampolines, play sets, bicycles and severe weather
supplies. We provide locally relevant offerings, such as crawfish boilers in Louisiana, licensed apparel for area sports fans, baits and
lures for area fishing spots and beach towels in coastal markets. Our value-based assortment also includes exclusive products from
our portfolio of 19 owned brands. Nearly 20% of our 2020 sales were from our owned brands, such as Magellan Outdoors and BCG,
which offer a distinct offering to our customers and approximately 56% of our customers purchased an owned brand item from us in
2020. Our merchandising creates a balanced sales mix throughout the year with no single season accounting for more than 28% of
our annual sales.

Our stores deliver industry-leading unit sales and profitability, including 2020 net sales per store of $22.0 million, average total
sales per square foot of $311, and average EBITDA per store of $2.3 million. Our customers love the Academy store shopping
experience because they are able to easily find, learn about, feel, try on and walk out with their favorite items. Our one-stop,
convenient store layout, together with our highly trained team members offering value-added customer services, drive strong and
consistent store foot traffic and transaction volume, with our average customers visiting our stores two to four times per year and our
best customers visiting our stores nine times per year. The majority of our stores are located in high-traffic shopping centers, while
none of the stores are located in, or anchored to, malls.

Our emerging, profitable e-commerce platform that leverages our strong BOPIS and shipping fulfillment capabilities has
achieved year-over-year sales growth of 138% and 8% during 2020 and 2019, respectively. Our e-commerce sales represented 10%
and 5% of our merchandise sales in 2020 and 2019, respectively. We are deepening our customer relationships, further integrating
our e-commerce platform with our stores and driving operating efficiencies by developing our omnichannel capabilities. Our BOPIS
program, launched in 2019, allows customers to place an order on our website and pick up their product at a desired location, either
in-store or curbside. Our website also serves as a platform for marketing and product education, enhancing our customer experience
and driving traffic to our stores. For example, our website includes an “Expert Advice” page, which provides articles, tips, advice
and links to video demonstrations on how to best select, use and get the most out of our products. Our website is introducing new
customers to the Academy brand, with approximately 39% of our e-commerce sales during 2020 coming from new households.

We serve our communities by supporting events, programs and organizations that help make a positive impact, including the
sponsorship of over 1,500 local sports teams. We promote and encourage safety and responsibility, so that everyone can feel
confident and comfortable doing what they love, by offering products and information that enable our customers to be smart,
responsible and safe. We have a long history of providing essential products for crisis preparedness and have helped our
communities, customers and team members through various natural disasters and crises. For example, during Hurricane Harvey, we
provided first responders with boats, paddles, ponchos, sleeping bags, air beds, backpacks and fresh clothes, as well as a safe, dry
place to camp on our corporate campus. During the ongoing COVID-19 pandemic, we have donated emergency ponchos and
footwear for health care workers to use as personal protective equipment. By providing our communities with the right gear and
knowledge, promoting safety and responsibility and being there in times of need, we help to solidify our role as a trusted partner
where we operate and to better enable our customers to improve their quality of life.



We finished the fiscal year ended January 30, 2021 with approximately $5.7 billion in sales, $308.8 million of net income and
$607.0 million in Adjusted EBITDA. Although comparable sales were negative for fiscal years 2017, 2018 and 2019, we have seen
six consecutive quarters of positive comparable sales and Adjusted EBITDA growth as of the 2020 fourth quarter. We earned net
income of $308.8 million, $120.0 million and $21.4 million and Pro Forma Adjusted Net Income of $311.7 million, $75.9 million
and $41.3 million in 2020, 2019 and 2018, respectively. See “Part Il — Item 7. Management's Discussion and Analysis of Financial
Condition and Results of Operations — Non-GAAP Measures” for definitions of Adjusted EBITDA, Pro Forma Adjusted Net
Income and Adjusted Free Cash Flow and reconciliations of Adjusted EBITDA and Pro Forma Adjusted Net Income to net income
and Adjusted Free Cash Flow to net cash provided by operating activities.

Our Performance Improvement Initiatives

We have made significant progress on several key performance improvement initiatives that drove positive comparable sales and
Adjusted EBITDA growth in the last six consecutive quarters ended January 30, 2021, and created a foundation for our future
growth. These key initiatives include:

»  Strengthened leadership team — Our leadership team comprises nine highly experienced and proven individuals, seven of
whom joined Academy since 2017, led by our Chief Executive Officer and including our Chief Financial Officer, Chief
Merchandising Officer, EVP of Retail Operations, SVP of Logistics and Supply Chain, SVP of Omnichannel, and Chief
Information Officer. Our leadership team also recently demonstrated its ability to adapt, operate and gain market share and
new customers during the most challenging of retail environments, including its ability to safely operate our stores and
distribution centers, source and deliver our merchandise, and manage our liquidity and expenses in all elements of our
business during the COVID-19 pandemic.

*  Build omnichannel — After investing approximately $50 million in our omnichannel capabilities from 2017 through 2019,
we launched several new omnichannel initiatives in 2019, including our BOPIS program, ship-to-store program and new
website design, content and functionality. While still early in our omnichannel strategy, we have built a profitable
omnichannel business that is poised for continued growth and improvement of capabilities.

*  Localized merchandising — Since 2018, we improved the localization of our assortment across selected inventory offerings.
For example, a crawfish boiler sells well in Louisiana, but not in North Carolina, and our fishing assortment sells better in
stores with closer proximity to fishing venues. This initiative resulted in an improved customer shopping experience and
increased sales.

*  Category focus — In 2019 and continuing into 2020, we improved and focused our assortments in priority product categories,
such as team sports, fishing and outdoors, while exiting certain other product categories, such as luggage, electronics and
toys, that were less profitable or unprofitable, slower moving, and not core to our sporting goods and outdoor offering.

*  Enhance store optimization — We leverage technology to enable our store team members to better manage, prioritize and
reduce tasks to give them more time to engage in customer service, thereby increasing our productivity and sales conversion.

*  Digital marketing program — During the last two years, we shifted our primary marketing focus from print to digital
marketing. Our improved website also supports our stores with digital marketing and our BOPIS program. Each of these
initiatives has given us a closer connection with our customers.

o Implement loyalty program — We launched the Academy Credit Card program in May 2019, which constituted
approximately 4.5% of 2020 net sales. Academy Credit Card represents a significant opportunity to build customer loyalty,
as our Academy Credit Card customers both spend more per trip and visit our stores more often.

*  Programmatic inventory management — We implemented a new disciplined price markdown strategy that has improved our
margins and inventory management, as well as a new merchandise planning and allocation system that enables us to target
inventory by store market to allow us to localize our offerings and sizes. This along with automated inventory ordering
drove a significant amount of our margin expansion and improved inventory turns from 2.84x in 2019 to 3.89x in 2020.

*  Develop small box format — We opened our first small format store (approximately 40,000 square feet) in Dallas, Texas in
2019. We believe this new smaller format store allows us to open new stores in urban and less dense areas. During 2020,
this smaller format store experienced approximately 28% higher sales per square foot and 37% higher inventory turns than
the average of all Academy stores, the latter of which had $311 sales per square foot and 3.89x inventory turns. We
evaluate performance inclusive of store sales, as well as BOPIS sales and other fulfilled sales from the location.



More recently, as a result of the COVID-19 pandemic, consumers are spending more time at and around home engaging in
recreation and leisure activities that include our key categories. The outdoor recreation industry, in particular, has tailwinds arising
out of the COVID-19 pandemic, as indicated by a survey from Civic Science, stating 49% of Americans expect to be doing more
outdoor recreational activities in the future in order to facilitate social distancing. We expect that this will continue throughout the
duration of the pandemic and will result in a long-term increase to our customer base. The industry has seen unprecedented increases
in participation across several categories which we consider to be our “power categories.” This includes outdoor (comprised of
camping, hiking and kayaking), fitness, running and team sports, which saw participation increases of 9%, 4%, 3% and 2%,
respectively, from 2015 to 2019. According to Allied Market Research, sales growth from 2019 through 2027 in categories we
participate, such as outdoor, team sports, apparel and footwear, is expected to grow approximately 6% per annum. We have invested
in and built our operating platforms over the last several years and, coupled with our product offering and accessible stores, have laid
the foundation for our future growth and success in this environment. It is difficult to ascertain with precision what portion of our
increased comparable sales during 2020 is attributable to the increase in e-commerce sales due to the COVID-19 pandemic as
compared to the impact of the business improvements described above.

Our Industry

We compete in a $70 billion fragmented market of retailers that sell sporting goods, outdoor recreation products, fan shop,
apparel, footwear and other nontraditional sporting goods and general merchandise, such as casual and work apparel, barbecue and
cooking equipment, patio furniture, outdoor games, severe weather supplies and pet care.

The retail business is highly competitive based on many variables including price, product assortment, customer service,
omnichannel experience and store locations.

The retail sporting goods and outdoor recreation retail industry comprises six principal categories of retailers:

*  Mass general merchants (examples: Walmart, Kohl’s and Target) generally range in size from 50,000 to over 200,000
square feet and are typically located in shopping centers, free-standing sites or regional malls. Sporting goods merchandise
and apparel and outdoor recreation products may represent a small portion of the total merchandise in these stores.

*  Large format sporting goods stores (examples: Dick’s Sporting Goods and Scheels) generally range in size from 20,000 to
over 100,000 square feet and offer a broad selection of sporting goods and outdoor recreation merchandise.

»  Traditional sporting goods stores (examples: Hibbett Sports and Big 5 Sporting Goods) generally range in size from 5,000
to 20,000 square feet and are frequently located in regional malls and shopping centers and typically carry a varied
assortment of primarily sporting goods merchandise.

*  Specialty outdoor retailers (examples: Bass Pro Shop/Cabela’s and Sportsman’s Warehouse) generally range in size from
7,500 to over 100,000 square feet and typically focus on specific categories such as outdoor recreation.

*  Specialty footwear retailers (examples: Foot Locker, Boot Barn and The Finish Line) generally range in size from 2,000 to
20,000 square feet and typically focus on specific categories such as athletic footwear.

*  Catalogue & Internet retailers (examples: Amazon and eBay) do not typically operate brick and mortar stores and primarily
rely on delivery of goods. Sporting goods merchandise and apparel and outdoor recreation products may represent a small
portion of the total merchandise on their websites.

Our primary competitors are large format sporting goods stores and mass general merchants that offer sporting goods, outdoor
recreation products and other lifestyle and recreational merchandise.

While our average store size of approximately 70,000 square feet positions us as a large format store, our extensive and diverse
assortment and everyday value proposition differentiate us from our competitors and enable us to take market share from each of
these categories. For instance, our broad selection gives us a competitive advantage over value-based mass general merchants, which
typically only carry a narrow selection of lower-end sporting goods and lack our access to national brands, and small traditional
sporting goods stores, which do not carry our broad assortment or category depth. Additionally, our broader assortment and value-
based pricing give us an advantage over the specialty retailers, which typically offer their more limited assortment at premium prices.



The overall U.S. sporting goods and outdoors recreation industry is constantly evolving and demand for certain sports and
outdoors recreation goods may increase or decrease depending upon the economics, demographics or popularity of each activity. We
monitor local demographics and buying trends and tailor our merchandise assortment to the preferences of the local community. As
interests change, our broad selection allows us to adapt to shifts and expand or contract our product mix to meet the changing
customer demand. Over the last two years, there have been a number of market trends and tailwinds in our favor. We believe we are
well positioned to capture the demand from the rising popularity of fast growing trends, including athleisure wear, insulated coolers
and cups and outdoor recreation, such as fishing. Additionally, we benefit from recent shifting of customer spend towards in-home
health and wellness and dedicating more time to memory-making experiences. More recently, as a result of the COVID-19
pandemic, consumers are spending more time at and around home engaging in isolated recreation and leisure activities that we
support and, we expect that this will continue throughout the duration of the pandemic and will result in a long-term increase in our
customer base. The industry has seen unprecedented increases in participation across several categories which we consider to be our
“power categories.” This includes outdoor (comprised of camping, hiking and kayaking), fitness, running and team sports, which
saw participation increases of 9%, 4%, 3% and 2%, respectively, from 2015 to 2019. According to Allied Market Research, sales
growth from 2019 through 2027 in categories we participate, such as outdoor, team sports, apparel and footwear, is expected to grow
approximately 6% per annum. The rising popularity in loyalty to premium brands, and importance of experience for customers also
serve as constructive tailwinds to our business.

We believe we are well positioned to capture an increasing portion of the wallets of important growing demographics, such as
female and Hispanic customers. Female customers constitute a large and growing portion of our business (48% of our customers in
2020), with our targeted and diverse merchandise that consciously supports women’s active interests. In addition, mothers who shop
with us are not only buying for themselves, but for their family as well. We believe our footprint and localized offerings also
position us well to serve the significant growth of the Hispanic population (16% of our customers in 2020, up from 15% in 2019 and
14% in 2018), the nation’s fastest-growing demographic. Currently, we have stores in four of the top eight fastest growing Hispanic
MSAs in the United States, including Houston, Dallas, Orlando, and San Antonio.

We have proven to be adaptive through periods of significant industry transformation. As consolidations and e-commerce
disruption have threatened and, in some cases, played a role in shutting down some of our peers, we have taken advantage of these
changes by taking market share. Our value-based operating strategy and expansive assortment beyond traditional sporting goods,
such as our outdoor gear and work wear categories, have been keys to our success, because they provide a one-stop shop for our
customers who are searching for assortment, value and convenience.

Our Competitive Strengths
We attribute our success to the following competitive strengths:
Regional leader in growing industry

We are the second largest full-line sporting goods and outdoor recreation retailer in the United States, with 2020 net sales of $5.7
billion. We believe our stores are well positioned geographically, with a strong and growing presence in six of the top 10 fastest-
growing MSAs, including Dallas, Houston, Atlanta, Austin, Charlotte and San Antonio. As of January 30, 2021, 29% of our stores
are in four of the top five fastest-growing MSAs. This deep penetration of our established markets results in high customer
awareness of, and loyalty to, the Academy name and frequent visits to our conveniently located stores.

The size of the sporting goods and outdoor recreation industry was estimated at $70 billion in the United States in 2018, and it is
growing. According to Allied Market Research, sales growth from 2019 through 2027 in categories we participate, such as outdoor,
team sports, apparel and footwear, is expected to grow approximately 6% per annum.

Broad assortment and compelling value proposition across the spectrum

We believe we sit in a sweet-spot of consumer demand, offering a broad, value-based assortment of sporting goods and outdoor
recreation products, so our customers can participate and have fun, no matter their budget. Sporting goods shoppers consistently rate
us as the top retailer for offering sporting and outdoor recreation products for a wide range of customers and being a one-stop shop.
We carefully curate our products to provide the right assortment that appeal to beginners, experts, families and casual participants. In
May 2020, over one-third of our customers tried a new sport or activity and came to Academy for the products they needed to get
started in their new pursuit.
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We are the largest value-oriented sporting goods and outdoor recreation retailer in the United States. Our sporting goods
customers ranked value as the most important driver in deciding where to shop and Academy was rated as the top retailer for value
among sporting goods retailers. We maintain our leading value-oriented position by offering customers extensive choices of “good,
better and best” merchandise at a range of competitive prices, coupled with convenient omnichannel solutions, a one-stop shopping
experience and helpful customer services, such as free assembly of certain products, product demonstrations, hunting and fishing
license certifications, fishing line spooling and bulk product carrying out, among others. We offer a price-beat guarantee where, if
our customers find a lower price on an identical, in-stock merchandise advertised in print by any local retailer or select online
retailers, we will beat that price by 5%. Our effective merchandise mix and compelling value proposition allow us to cater to both
the price-conscious shopper, such as the active parent of a household with several children participating in various sports, and the
discriminating shopper, such as the hunting and fishing expert. We are for all.

Diversified mix of industry-leading national brands and owned brands

Our access to national brand and owned brand merchandise creates a comprehensive portfolio of value-based and diversified
products, spanning various price-points, that differentiates our assortment from our peers. Our category, brand and price-point mix is
unique to Academy and difficult to replicate at other retailers. Approximately 80% of our 2020 merchandise sales was comprised of
national brand products, with the remainder coming from exclusive products in our portfolio of 19 owned brands. We have minimal
product overlap with direct-to-consumer brands and competitors. No single brand we carry accounted for more than 10% of our
2020 sales.

We have premium access to hundreds of well-recognized national brands, such as Nike, Carhartt, adidas, Under Armour,
Columbia Sportswear, North Face and Winchester, which are critical to our market penetration. These brands rely on us to broaden
their consumer reach, which fosters a mutually beneficial relationship when it comes to pricing and assortment. We play a critical
role in delivering customer volume for these brands, especially as mall-based retailers face further headwinds and our industry
consolidates. Our national brand assortment spans across each brand’s price spectrum beyond those of our competitors and we
expand below the national brand price spectrum by complementing the assortment with our owned brands. As such, we receive
favorable product exclusivity from leading suppliers.

Our owned brand portfolio consists of 19 brands, including Magellan Outdoors, BCG, Academy Sports + Outdoors and Outdoor
Gourmet. Our owned brand strategy focuses on in-filling categories and price points that our national brand products may not
satisfy. Our owned brand offerings support and complement our overall merchandising strategy due to limited price-point overlap
with national brands. Our two largest owned brands, Magellan Outdoors and BCG, are among our fastest growing brands, growing
year-over-year at 9.1% and 4.0% in 2020, respectively. Additionally, our owned brands generate strong brand equity and drive
significant customer loyalty, as several of our exclusive products, such as the Academy-logo folding chair and folding wagon, are
top-selling items. Approximately 56% of our customers purchased an owned brand item from us in 2020. Whether it is seeing a row
of Academy-branded chairs at a softball game, or individuals wearing Magellan Outdoors shirts around town, our owned brands are
worn and used throughout our footprint.

Differentiated in-store experience

Our differentiated in-store experience, convenient locations and our helpful team members ensure that our customers can rely on
us on any given day or situation in our region to deliver the right product at a competitive price. We provide a localized in-store
experience that allows us to deepen our customer relationships. We tailor our product assortment by store, season and market to
enhance year-round profitability. For example, our customers expect us to carry the right baits and lures customized for the local
fishing spots, such as heavier selections of saltwater lures in our coastal locations. Stores with different climates and seasonal
patterns each receive an assortment that better matches the local conditions. Stores located near a university carry a large selection of
that school’s licensed apparel giving them a look and feel of the local bookstore, which appeals to the nearby loyal fans and
customers. We consider crawfish cookers to be an absolute necessity for our customers in Louisiana, and beach towels are a stronger
seller in coastal markets than they are in inland markets. Our customers often shop our stores for same-day-need purchases, such as
before a big game with unexpected weather changes, or to purchase an add-on product that was forgotten on a day trip. We have
developed considerable expertise in identifying, stocking and selling a relevant assortment to meet the local needs and demands.
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We provide an engaging customer shopping experience that drives customer traffic. Our visual merchandising strategy creates
an entertaining and interactive in-store shopping experience for a broad range of shoppers. Our stores generally have consistent store
layouts providing our customers with familiarity across our entire store base. Our in-store experience is further enhanced by the
value-added customer service delivered by our highly trained and passionate staff. Value-added services we provide include free
assembly of certain products, such as bicycles, grills and bows, fitness equipment demonstrations, issuances and renewals of hunting
and fishing licenses, fishing line spooling and carrying bulk items to the car, among others. We sell many products, such as baseball
bats and gloves, football helmets, fishing rods and reels, fitness equipment and bicycles, that require a “touch and feel” experience, as
well as bulky items that would otherwise be difficult or costly to ship. We employ team members who we fondly refer to as our
Enthusiasts—passionate local experts who are specially recruited and trained for category-specific positions. Our Enthusiasts use the
products they sell and have the first-hand knowledge of the communities they serve, allowing them to advise and equip customers
with products that suit the customers’ specific needs and the nuances of the local environment. We believe our stores often serve as
gathering spots, as our customers come back to engage with our Enthusiasts to share experiences and obtain further advice and
assistance.

Large and loyal customer base

We endeavor to offer products for customers of all ages, incomes and aspirations across sporting and outdoor recreation
activities, seasons and experience levels. As such, we have a balanced, year-round business and a large customer base. In 2020, we
estimate we served 30 million unique customers and we completed approximately 80 million transactions, resulting in strong
household penetration in our core markets.

Our customers love shopping at Academy. Our average customer visits our stores anywhere from two to three times per year
and our best customers visit our stores nine times per year. Academy customers are loyal. Based on our customer surveys,
approximately 30% of our customers’ annual sporting goods, outdoor and recreation expenditures are made at Academy, in
comparison to approximately 20% for our competitors that are large format sporting goods stores and specialty outdoor retailers and
their customers. During 2020, we estimate we have gained approximately five million new customers.

While we serve all customers, our core customers are young active families who are driven to have a life full of different sports
and outdoors recreation activities. For these customers, fun is forever at their fingertips, and they constantly look for ways to create
memories together as a family. Being a conveniently located, value-oriented, one-stop shop for fun merchandise is why these
customers love to shop at Academy. When these families shop at Academy, they often split up to find the items for their respective
activities and meet back together before checking out. Our core customers are more active shoppers — they shop us more often and
are more likely to be omnichannel customers.

Fans and spectators also constitute a large part of our customer base. Academy-branded folding chairs and wagons are
frequently spotted at any local sporting or spectator event. We are active members in our communities, sponsoring events for the
NCAA Southeastern Conference, local events, such as the Bassmaster Classic fishing tournament, and over 1,500 local sports teams.
We also provide an exciting shopping experience for our communities following a major sports title or local team championship,
such as a World Series or NCAA football championship, when we extend our local store hours late into the night to celebrate with
our customers and meet their immediate need for a championship apparel or gear to display their team pride. These celebrations
strengthen customer loyalty.

Highly experienced and passionate senior management team with a proven track record

Our company is led by a highly-accomplished senior management team with significant public market experience, a proven track
record for driving operational efficiency, and a history of using customer data to improve our customer experience and drive our
omnichannel strategy. Our senior management team has an average of over 20 years of retail experience. Seven out of the nine
members of our senior management team, including our Chairman, President and Chief Executive Officer, Ken C. Hicks, were hired
after early 2017 to lead the development and execution of our strategic growth and initiatives in merchandising, e-commerce and
omnichannel, stores, information technology and finance. Together, our senior management has delivered strong results, with six
consecutive quarters of positive comparable sales as of the fiscal year ended January 30, 2021, Adjusted EBITDA growth to $607.0
million in 2020, or 88% growth, compared to 2019, and Adjusted Free Cash Flow growth to $978.5 million in 2020 from $196.9
million in 2019.

12



Strong and adaptive financial performance through economic cycles

We have remained strong and adaptive over the years through a variety of economic cycles, including economic downturns. Our
customers are loyal in any economic environment, and we believe they become even more loyal to our compelling value proposition
when the economy is challenged, like during the current recessionary environment resulting from the COVID-19 pandemic. We find
that customers will continue to pursue their wellness, interests and passions, regardless of the economic backdrop. As a result, we
have gained market share during all economic cycles, including during April and May 2020. We attribute this to customers knowing
we offer a broad assortment of the items they want during a down cycle at everyday value.

We have consistently demonstrated steady revenue growth, expanded profit margins and disciplined capital expenditures. We
generated $5.7 billion in net sales, $308.8 million in net income and $607.0 million in Adjusted EBITDA in 2020. In 2020, we also
generated $1,011.6 million of net cash provided by operating activities and $978.5 million in Adjusted Free Cash Flow, while
limiting net capital expenditures to $41.3 million. We have reduced our net leverage ratio to 0.7x as of end of 2020 compared to 4.1x
and 5.2x as of the end of 2019 and 2018, respectively.

We have a proven store model that has generated strong Adjusted Free Cash Flow, store-level profitability and return on invested
capital. All but one of our 222 mature stores (stores opened longer than four years) were profitable on a four-wall basis during the
fiscal year ended January 30, 2021 and our new stores have average payback periods of four to five years.

Our Growth Strategy
We are focused on the following four growth drivers:
Leverage technology and content to drive our omnichannel strategy

Our e-commerce sales represented 10.4% and 5.1% of our merchandise sales for 2020 and 2019, respectively. E-commerce
sales compared to the same quarter in the prior year increased 406% in the first quarter of 2020, 210% in the second quarter of 2020,
96% in the third quarter of 2020 and 61% in the fourth quarter of 2020. Our goal is to increase our omnichannel penetration quickly
and significantly. To meet this goal, since 2011, we have invested $230 million in omnichannel and information technology
initiatives to improve our customers’ online experience, with an emphasis on our mobile site and product information content. These
investments have resulted in faster load times, more relevant search content, better site design, and a more-streamlined checkout
process. We have also invested in omnichannel initiatives, such as BOPIS, curbside pickup and access to store inventory availability
online.

Omnichannel offerings are becoming increasingly important, as our customers want options when they shop. During 2020, our
omnichannel customers spent 50% more than our store-only customers and 316% more than our online only customers. Since we
launched our BOPIS program in 2019, we have seen significant e-commerce penetration that generates higher average order value
and incremental in-store purchases. BOPIS orders accounted for 51% of all e-commerce sales during 2020. Our omnichannel
platform also offers return-to-store capabilities for online orders, curbside fulfillment, the ability to place online orders in our stores if
we are out of stock, and the ability to ship orders placed online from our retail locations. These capabilities help reduce the risk of
lost sales and shorten delivery times for online orders while improving inventory productivity. We launched our ship-to-store
capabilities in 2020 third quarter, which will continue to give our customers more options on how to shop Academy.

Our website also serves as the gateway to shopping in our stores. These customers leverage our website to learn more about the
products and brands we sell, read reviews from other customers, compare prices and ensure their local Academy store has the
inventory prior to heading to the store. Our website is also critical to reaching customers outside of our current store footprint. For
fiscal year 2020, we reached approximately 6.3 million unique households in 47 states through ship-to-home orders made through
our website. In 2020, 14% of our online transactions were ordered by customers in markets with no Academy stores. Our e-
commerce platform’s top ten out-of-store-footprint MSAs include adjacent markets, such as Tampa, Miami and Savannah. As we
continue to bolster our omnichannel offerings, we expect to drive traffic to our stores and website and expand our reach beyond our
store footprint.
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Enhance customer engagement and increase retention

We believe we have a significant opportunity to continue to expand our customer base. Better understanding our customers’
buying trends allows us to better target and cater to our customers. Our robust customer database has 40 million unique customers,
and we continue to grow this through increased penetration of e-commerce sales and through the success of our Academy Credit
Card program.

We utilize data obtained from our customer relationship management, or CRM, tools and targeted customer surveys. Our CRM
tools enable us to create effective customer-targeting strategies. Our current CRM programs focus on welcoming our first-time
customers, thanking our big spenders, reactivating our lapsed customers and cross-selling our category customers (including our
hunting, sports equipment and recreation categories). With 40 million customers in our database, there is ample opportunity to
increase our communication directly with our customers via one-on-one marketing. We are also leveraging the information from our
approximately 80 million annual transactions in 2020 to make more informed, localized decisions on promotion, marketing and
ventory.

Online transactions are critical to helping us understand and analyze buying patterns. Data collected through our website allows
us to personalize promotions for customers and recommend products based on purchase behavior. The Academy Credit Card
program also provides data to track our customers’ purchases across all channels, giving us the ability to better serve and target those
customers. Launched in May 2019, the Academy Credit Card program constituted approximately 4.5% of our net sales in 2020. We
believe our customers are attracted to the Academy Credit Card because of its bank-funded 5% discount on every Academy purchase
and free standard shipping on online orders of $15 or more. Academy Credit Card holders are responsible for paying all fees
associated with having an Academy Credit Card, including any late fees, and we are responsible for paying all costs associated with
shipping online orders of $15 or more purchased with an Academy Credit Card.

We believe we possess a significant amount of high quality customer data, which we can leverage to enhance customer
engagement and retention and drive purchase conversion.

Enhance operational excellence

We intend to enhance profitability by improving our operational efficiencies. We will continue to optimize our merchandise
presentation through strategic store remodeling and enhanced visual storytelling, improve our inventory management through
disciplined pricing markdowns, and augment the customer experience through more efficient queuing and check out procedures.

Much of our margin expansion from 2019 to 2020 can be attributed to our improvements in inventory management. We can
improve operations across our organization by optimizing our in-store inventory management and implementing automated re-
ordering and labor scheduling. We have deployed several new tools to this end, which will enable us to further improve inventory
handling and vendor management. For example, we have implemented third-party programs to analyze our inventory stock
throughout the year at every location. This implementation, along with other factors, has allowed us to improve our inventory
management in stores, increasing the average inventory turns from 2.84x in 2019 to 3.89x in 2020, and has helped us to identify and
exit certain product categories, such as luggage and toys.

We believe we can also enhance store operations through technology and personnel investments that will allow our team
members to better manage and prioritize tasks, thereby increasing their productivity and sales conversion. These investments, for
example, will reduce administrative tasks to enable more time for engaging in customer service.

Our supply chain initiatives include improving our logistics by leveraging our merchandising planning and assortment
capabilities and facilitating product flow through our distribution centers. We use technology to track inventory daily and keep our
distribution centers and stores in sync. Our data-driven process allows us to improve communication with our suppliers and ensure
we are rightfully equipped with the correct inventory in our regional locations and has and will continue to help us to identify and
exit certain product categories, such as luggage and toys. Although we believe these initiatives have helped us, we experienced a
gross margin decline in the first quarter 2020 as a result of a shift in consumer preferences due to the COVID-19 pandemic and the
related increased popularity in our isolated recreation, outdoor and leisure activity products, which are generally lower margin goods.

As our e-commerce sales continue to shift further towards BOPIS and curbside fulfillment, our overall omnichannel platform

becomes more profitable, and we expect this trend to continue as we add more omnichannel solutions, such as ship-to-store, and
further develop our omnichannel order execution and fulfillment capabilities.
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Capitalize on substantial whitespace and in-fill opportunities

We have significant growth opportunities in both our core markets and outside of our footprint. We believe our real estate
strategy has positioned us well for further expansion, and our track record has demonstrated that we can open and operate stores
profitably. Our disciplined approach to new store openings has allowed most of our stores to achieve profitability within the first
twelve months of opening a store. As of January 30, 2021, we had 222 mature stores, and all but one were profitable on a four-wall
basis. We expect to open eight to 10 new stores per year starting in 2022, which is similar to our growth rates from 2018 to 2019.

In-fill market opportunity

We classify in-fill markets as regions where we already have a well-established presence. We believe we have an
opportunity to expand into surrounding metro areas and more rural locations. Some examples include Dallas/Fort Worth,
Atlanta, Raleigh-Durham, Charlotte, New Orleans and Jacksonville. We believe our in-fill opportunity currently includes
approximately 120 locations that could accommodate our preferred size of stores in markets we would consider.

Adjacent market opportunity

We consider adjacent markets to include markets that are not fully represented. We believe these regions provide
opportunities to expand in metro and rural areas that sit right outside of our current footprint. We believe our adjacent
market opportunity currently includes approximately 90 locations that could accommodate our preferred size of stores in
markets we would consider.

Greenfield opportunity

Beyond our in-fill and adjacent markets, we believe we have the opportunity to expand across the nation. We currently
have store locations in 16 states, which leaves us substantial room for growth beyond our core geographies. We believe our
greenfield opportunity currently includes approximately 675 locations that could accommodate our preferred size of stores
in markets we would consider.

Significant growth opportunity

The majority of our store expansion is expected to be with our traditional box size of approximately 70,000 gross square
feet. We have also recently tested a smaller store format, which is approximately 40% smaller than our average store, that
we believe will be advantageous for in-fill markets and other metropolitan areas.

While we will continue to prioritize investments in our existing operations and omnichannel capabilities, we will continue to
judiciously expand. We have online delivery capabilities in almost every state and will focus on disciplined new store openings. As
we reach into new and existing markets, we expect our omnichannel platform to lead the way in our geographic expansion.

Recent Developments

We have demonstrated our ability to perform during periods of economic hardship, and the COVID-19 pandemic is no
exception. Our diverse and essential offerings permitted our stores to remain open, which allowed us to safely serve both our
existing customers and gain new customers during an uncertain time. With the ongoing pandemic, our customers’ focus on health
and wellness and outdoor recreation has amplified. Our customers are purchasing weights, yoga mats, treadmills and indoor cycles
now more than ever to stay at home while maintaining their wellness. Families are buying backyard and driveway games,
trampolines, patio seating and grills to spend more safe, quality time together at home. Outdoor enthusiasts and first-timers alike are
buying fishing, hunting and camping gear to recreate outside at a safe distance.

Our stores range in size from approximately 40,000 to over 130,000 gross square feet, with an average size of approximately
70,000 gross square feet, which, together with our sophisticated social distancing and hygiene measures and curbside fulfillment of
online orders, enable our customers to have a safe shopping experience. We have also benefited from all of our locations not being
tethered to malls. Mall traffic has continuously decreased over time, which has been exacerbated during the COVID-19 pandemic.
Our stores are a single destination for shoppers to feel safe when visiting our stores. We believe our lack of reliance on malls has
bolstered our performance, allows for much easier curbside pickup processes and increases traffic into our stores.
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As consumers continue to spend less on travel and entertainment, our broad assortment of health and wellness-centered items at
competitive prices position us well to continue taking share in this regard, and we believe our business can continue to benefit from
the consistent growth in sports and outdoor goods spending.

Merchandising

Our merchandise consists of national brand products that we purchase and license from various vendors, owned brand products
that we brand with our internal brands and exclusive license products that we purchase and license from vendors and carry
exclusively. We have long-standing relationships with many of our suppliers and have partnered with them to grow our business
over time. We have no history of material supply chain interruptions. In 2020, we purchased merchandise from approximately 1,200
vendors. For 2020, 2019 and 2018 no vendor represented more than 12%, 14%, and 13% of our total purchases, respectively.

We carry a wide variety of national brand products such as Nike, Carhartt, adidas, Columbia Sportswear, North Face,
Winchester, Brooks, Rawlings, Remington, Skechers, Under Armour and many more.

We offer a variety of products through our owned brand and exclusive license products such as apparel, footwear, barbecue
equipment and outdoor equipment. Our owned brand products include brands such as Academy Sports + Outdoors, Magellan

Outdoors, BCG, O’rageous and Outdoor Gourmet.

As of January 30, 2021, we generally organized our merchandise in four divisions made up of eleven categories as follows:

Division Category Primary product types
Outdoors Camping Coolers and drinkware, camping accessories, camping equipment, sunglasses, backpacks
and sports bags
Fishing Marine equipment and fishing rods, reels, baits and equipment
Shooting sports Firearms, ammunition, archery and archery equipment, camouflage apparel, waders,
shooting accessories, optics, airguns and hunting equipment
Sports and Team sports/fitness Baseball, football, basketball, soccer, golf, racket sports, volleyball, fitness equipment,
Recreation fitness accessories and nutrition
Recreation Patio equipment, outdoor cooking, wheeled goods (bicycles, skateboards and other ride-
on toys), trampolines, play sets, watersports, pet equipment, electronics and watches, and
front-end (consumables, batteries, etc.)
Apparel Outdoor and seasonal ~ Outdoor apparel, seasonal apparel, denim, work apparel, graphic t-shirts and accessories
apparel
Youth apparel Boys and girls outdoor and athletic apparel
Athletic apparel Sporting apparel, apparel for fitness and exercise and other accessories
Licensed apparel Professional and collegiate team licensed apparel and accessories
Footwear Work, casual and youth Casual shoes and slippers, work and western boots, youth footwear, socks and hunting

footwear

Athletic/team sports
footwear

footwear
Running shoes, athletic shoes, sport specific shoes and training shoes

() Certain products and categories were reclassified amongst categories and divisions during 2020 as compared to prior years in order
to better align with our current merchandising strategy and view of the business. Changes in management's merchandise strategy
and viewpoints could result in future reclassifications.
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The following table sets forth the approximate amount of sales by merchandise divisions for the periods presented (amounts in
thousands):

Fiscal Year Ended
January 30,2021 February 1,2020 February 2, 2019

Merchandise division sales

Outdoors $ 1,968,514 $ 1,455,080 $ 1,473,403
Sports and recreation 1,258,913 975,711 1,017,670
Apparel 1,387,963 1,357,320 1,274,330
Footwear 1,044,502 1,021,603 997,692
Total merchandise sales ® 5,659,892 4,809,714 4,763,095
Other sales 29,341 20,183 20,798
Net sales $ 5,689,233 § 4,829,897 $ 4,783,893

() Certain products and categories were re-categorized amongst various categories and divisions, respectively, to better align with our
current merchandising strategy and view of the business. As a result, we have reclassified sales between divisions for 2020, 2019
and 2018 for comparability purposes. This reclassification is in divisional presentation only and did not impact the overall net
sales balances previously disclosed (see Note 2 to the consolidated financial statements).

@ E-commerce sales consist of 10.4%, 5.1% and 4.9% of merchandise sales for 2020, 2019 and 20138, respectively.

®) Other sales consists primarily of the sales return allowance, gift card breakage income, credit card bounties and royalties, shipping
income, net hunting and fishing license income and other items.

Stores

Our stores are designed to provide our customers with an easy-in, easy-out shopping experience. The interior of our stores are
built around a central “racetrack” aisle that allows customers to efficiently navigate our selling floor. Additionally, our stores
generally have consistent store layouts providing our customers familiarity across our entire store base. We seek to offer our
customers strong merchandise assortment and a localized customer experience, which is facilitated by various types of merchandise
fixtures and our large selling floor. Our central “racetrack” aisle and adjacent end-cap merchandising space allows us to adjust our
inventory presentations throughout our various selling seasons.

Our store locations are typically positioned adjacent to major highways or thoroughfares, allowing customers to easily locate our
stores. We seek to position our stores in areas with certain population densities, demographics and other characteristics to maximize
sales. These markets consist of metropolitan, suburban and smaller cities. Additionally, our stores are typically placed in retail
centers adjacent to co-tenants who drive significant traffic, with no store tethered to crowded mall spaces. We seek to lease all of our
stores in long-term lease agreements with third-party landlords, which typically range from 15 to 20 years. Other than stores that we
may temporarily own, and for which we are in the process of executing sale-leaseback transactions, we do not own our retail
locations.
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As of January 30, 2021, the number of stores that we operated by state was as follows:

State Number of Stores

Texas 106
Louisiana 18
Georgia 18
Alabama 15
North Carolina 15
Tennessee 13
Oklahoma 13
Florida 12
Missouri 10
South Carolina 9
Arkansas 8
Mississippi 8
Kansas 6
Kentucky 5
Indiana 2
Ilinois 1

259

Marketing

Our marketing strategy is designed to reinforce our broad selection of merchandise and value prices. We rely on various media
to communicate with our customers including printed advertisements, television commercials and digital marketing campaigns,
among others. Our print advertisements are primarily comprised of newspaper and direct mail circulars. These print advertisements
consist of a broad assortment of merchandise tailored to the season of the distribution. Our television and radio advertisements are
typically themed to represent the current selling season and often feature certain merchandise related to that selling season. Our
digital engagement includes communicating with our customers through paid search results, various social media platforms and
email.

We often create events at our stores to drive customer traffic. These events include large grand opening celebrations to
commemorate new store openings that offer various activities, food and games and often feature local celebrities. We also create
championship events when professional or collegiate sports teams in our markets win league titles. At these events we extend our
store hours and offer certain commemorative merchandise. We are active members in the communities we serve, participating in 36
National Night Out events in 2019 (we sponsored National Night Out in 2020, however, due to COVID-19 precautions, no events
were held), sponsoring over 1,500 local sports teams, hosting donation events for first responders and sponsoring events for the
NCAA Southeastern Conference.

We periodically enter into sponsorship agreements generally with professional sports teams, associations, events, networks or
individual professional players and collegiate athletic programs in exchange for marketing and advertising promotions.

We utilize data obtained from our CRM tools, which enable us to create effective customer-targeting strategies. Our current
CRM programs focus on welcoming our first-time customers, thanking our big spenders, reactivating our lapsed customers and cross-
selling our category customers (including our hunting, sports equipment and recreation categories). We also utilize customer
demographic data that we capture to know when our customers buy from us and what items they purchase. With 40 million
customers in our database, there is ample opportunity to increase our communication directly with our customers via one-on-one
marketing.
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In addition to our CRM tools, our Academy Credit Card program also provides data to track our customers’ purchases across all
channels, giving us the ability to better serve and target those customers.

Distribution Centers

We operate three distribution centers in Katy, Texas, Twiggs County, Georgia and Cookeville, Tennessee. The distribution
centers receive and store products from vendors and use sophisticated sorting and logistical equipment to fill the product needs of the
retail store locations they serve, as well as to fulfill e-commerce orders. Our distribution centers are leased under long-term
agreements. Third-party trucking companies are used to disburse inventory from the distribution centers to and from our stores.
These distribution centers are strategically located throughout our footprint to efficiently serve our retail locations, and have an
ability to service up to an average of 110 locations each.

Information Technology

Our information technology systems are critical to our day-to-day operations as well as to our long-term growth strategies. Our
technology is integrated across multiple functions throughout the organization, providing the data analysis, automation and solutions
necessary to support our communications, inventory and supply chain management, store operations, distribution, point-of-sale, e-
commerce, financial reporting and accounting functions. Our technology is the foundation of our merchandising and marketing
functions; it processes our customers’ orders and integrates our e-commerce sales with stores. We are leveraging our data to make
more informed decisions around inventory, marketing, and store-level operations. We have agreements with third parties to provide
hosting services and administrative support for portions of our infrastructure, and utilize cloud-based systems in addition to those
hosted on premises.

Seasonality

Our business is subject to seasonal fluctuations. A significant portion of our net sales and profits is driven by summer holidays,
such as Memorial Day, Father’s Day and Independence Day, during the second quarter. Our net sales and profits are also impacted
by the November/December holiday selling season, and in part by the sales of cold weather sporting goods and apparel during the
fourth quarter.

Human Capital

Our mission is to provide “Fun for All” and a critical component to our success is our people. As of January 30, 2021, we
employed over 22,000 team members. Of those team members, approximately 50% were full-time and 50% were part-time. Our
employment levels fluctuate over the course of the year mainly due to the seasonality of our business. None of our team members are
covered by collective bargaining agreements.

Core Values and Culture. Our core values establish a strong foundation for our culture and represent the key expectations we
have of our team members. These include the following:

*  Customer focus and service

*  Excellence in all we do

*  Responsible leadership

* Initiative with urgency

*  Students of the business

* Integrity always

*  Positive impact on our communities
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Diversity, inclusion and belonging. At Academy, we believe the diversity of our team members, customers, and all others with
whom we interact enhance the quality of our work environment and our customers’ shopping experience. Academy encourages team
members to work together and to value the strengths each team member brings to the team. Our strategy begins with attracting,
recruiting, developing, and retaining team members with backgrounds that are representative of our diverse communities because it
makes our communities stronger. We require all team members to complete unintentional bias training to help eliminate biases from
hiring, promotions, job assignments, evaluations and customer service.

In 2020, we established our Diversity, Inclusion and Belonging Committee, and they led the organization in the creation of the
following formal Diversity, Inclusion and Belonging Statement to further demonstrate our commitment:

At Academy Sports + Outdoors, we promote a culture of diversity, inclusion and belonging, which should be reflected in the
actions and behavior of our team members. Diversity is inviting all players to join the team. Inclusion and belonging is
when everyone gets to play the game. Every player is key, and we are only successful when everyone has an equal
opportunity to play and win.

Talent Management. The best way to serve our customers is to invest in top talent, be open to innovation, and have the vision
to succeed. We are focused on creating a winning team by recruiting and retaining great people, promoting teamwork, and fostering
an enjoyable and rewarding work environment. We also strive to provide all team members with opportunities for personal growth,
cross functional training and job opportunities, and career advancement. We offer a mix of instructor-led, online and blended courses
in key areas: Career Development and Leadership Development. Our wide variety of courses ranges from job specific (i.e.,
functional) to compliance, as well as broad based leadership training. We also engage in regular and ongoing feedback, annual
performance reviews and annual talent calibration conversations. Succession planning is conducted on an annual basis to identify
suitable internal candidates for key positions within the Company.

Workplace, Health and Safety. The health and safety of our customers, team members, and communities is our top priority.
Throughout our stores, distribution centers, and corporate headquarters, we employ policies, procedures and training to ensure safe
work environments.

Our team member handbook outlines baseline safety expectations, but we also empower our team members with knowledge and
skills from various safety training courses during the onboarding process and on an ongoing basis through our learning engagement
system with topics such as incident reporting, evacuation, active shooter response, hazardous materials, ergonomics, heat safety,
electrical safety, industrial truck and pallet jack safety, confined space entry and parking lot and garage safety. We continue to focus
on developing and driving our Safety-First culture through awareness, training, and actions to reduce the frequency and severity of
safety incidents.

Our stores have remained open during the COVID-19 pandemic as a result of our essential product offerings and enhanced
safety measures. To provide for the safety of our customers, team members, and communities, we have taken many actions in our
stores based on the needs, risks, and regulations present in each community and facility. Measures we have taken include cleaning
stores professionally on a regular basis, equipping stores with hand sanitizer stations and signage illustrating how to socially distance
within the store, wearing face coverings, limiting the number of customers admitted at one time, monitoring and sanitizing fitting
rooms and sampled clothing, and installing protective shields at cash registers and other countertops. We have also provided free
masks and hand sanitizer and may take team members’ temperatures when they report to work. We have taken similar actions to
mitigate the spread of COVID-19 in our distribution centers and corporate office. We continue to monitor the rapidly evolving
situation and expect to continue to adapt our operations to address federal, state, and local requirements as well as to implement
standards or processes that we determine to be in the best interest of our customers, team members, and communities.

Intellectual Property

Our trademarks, service marks, copyrights, patents, processes, trade secrets, domain names and other intellectual property,
including our Academy Sports + Outdoors brand, our owned brands, such as Academy Sports + Outdoors, Magellan Outdoors, BCG,
O’rageous and Outdoor Gourmet, and our goodwill, designs, names, slogans, images and trade dress associated with these brands, are
valuable assets that are critical to our success.

We also enter into intellectual property agreements whereby the Company receives the right to use third-party owned trademarks

typically in exchange for royalties on sales. These agreements typically contain a one to three-year term and contractual payment
amounts required to be paid by the Company.
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Governmental Regulations

We operate in a complex regulatory and legal environment that exposes us to regulatory, compliance and litigation risks that
could materially affect our operations and financial results. We are subject to regulation by numerous federal, state and local
regulatory agencies and authorities, including the U.S. Consumer Product Safety Commission, Equal Employment Opportunity
Commission, Department of Labor, Occupational Safety and Health Administration, Department of Justice, Department of Treasury,
Federal Trade Commission, Customs and Border Protection, Bureau of Alcohol, Tobacco, Firearms and Explosives, SEC, Internal
Revenue Service, or IRS, and Environmental Protection Agency and comparable state and local agencies.

Laws and regulations affecting our business may change, sometimes frequently and significantly, as a result of political,
economic, social or other events. Some of the federal, state or local laws and regulations that affect us include but are not limited to:

»  consumer product safety, product liability or consumer protection laws;

+ laws related to advertising, marketing, pricing and selling our products, including but not limited to firearms, ammunition,
and related accessories;

+ labor and employment laws, including wage and hour laws;

» tax laws or interpretations thereof, including collection of state sales tax on e-commerce sales;

+ data protection and privacy laws and regulations;

» environmental laws and regulations;

* hazardous material laws and regulations;

*  customs or import and export laws and regulations, including collection of tariffs on product imports;

* intellectual property laws;

» antitrust and competition regulations;

+  banking and anti-money laundering regulations;

*  Americans with Disabilities Act, or ADA, and similar state and local laws and regulations;

*  website design and content regulations;

* U.S. Foreign Corrupt Practices Act, or FCPA, the U.K. Bribery Act, or UKBA, and other anti-corruption laws; and

»  securities and exchange laws and regulations.

We sell firearms, ammunition, and related accessories. Firearms represented less than 8% of our net sales in 2020. Numerous
federal, state and local laws and regulations govern the procurement, transportation, storage, distribution and sale and marketing of
firearms, ammunition, and related accessories, including the regulations governing the performance of federally and state mandated
procedures for determining customer firearm purchase eligibility (such as age and residency verification, background checks and
proper completion of required paperwork). In the future, there may be increased federal, state or local regulation affecting the sale of
firearms, ammunition, and related accessories, including taxation or restrictions on the type of firearms and ammunition available for
retail sale, which could reduce our sales and profitability. A failure by us to follow these laws or regulations may subject us to
claims, lawsuits, fines, penalties, adverse publicity and government action (up to and including the possible revocation of licenses
and permits allowing the sale of firearms and ammunition), which could have a material adverse effect on our business and results of
operations. As a result, we devote significant resources to compliance with applicable laws and regulations governing our business
and the products we sell.

Available Information

Our website address is www.academy.com. We use our website as a channel of distribution for company information. We will
make available free of charge on the Investor Relations section of our website our Annual Report on Form 10-K, Quarterly Reports
on Form 10-Q, Current Reports on Form 8-K and all amendments to those reports as soon as reasonably practicable after such
material is electronically filed with or furnished to the SEC pursuant to Section 13(a) or 15(d) of the Exchange Act. We will also
make available through our website other reports filed with or furnished to the SEC under the Exchange Act, including our proxy
statements and reports filed by officers and directors under Section 16(a) of the Exchange Act, as well as our Ethics and Code of
Conduct Policy. Financial and other material information regarding the Company is routinely posted on our website and is readily
accessible. We do not intend for information contained on our website to be part of this Annual Report on Form 10-K.
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Item 1A. Risk Factors

Investing in our securities involves a high degree of risk. In addition to the other information contained in this report, you
should consider the following risk factors before investing in our securities.

Risks Related to Our Business and Industry

Our results of operations are highly dependent on the U.S. economy and U.S. consumer discretionary spending and an
economic and financial downturn may cause a decline in U.S. consumer discretionary spending and may adversely affect
our business, operations, liquidity, capital resources and financial results.

Our results of operations are affected by the relative condition of the U.S. economy. All of our sales are generated within
the United States, making our results of operations highly dependent on the U.S. economy and U.S. consumer discretionary
spending. A decline in discretionary spending by U.S. consumers could negatively affect our business and results of operations.

The general conditions that affect U.S. consumer discretionary spending in our markets include:

*  health of the economy;

» consumer confidence in the economy;

+ financial market volatility;

*  wages, jobs and unemployment trends;

* public health pandemics (including, the coronavirus disease ("COVID-19")) on our customers, team
members, vendors/suppliers and other stakeholders;

» the housing market, including real estate prices and mortgage rates;

+  consumer credit availability;

e consumer debt levels;

» gasoline and fuel prices;

* interest rates and inflation;

* tax rates and tax policy;

*  immigration policy;

* import and customs duties/tariffs and policy;

+  impact of natural or man-made disasters;

* legislation and regulations;

* international unrest, trade disputes, labor shortages, and other disruptions to the supply chain;

*  changes to raw material and commodity prices; and

* national and international security and safety concerns.

Increasing volatility in financial markets may cause some of the aforementioned conditions to change with even greater
degree of frequency and magnitude. In addition, COVID-19 has had, and may continue to have, far-reaching adverse impacts
on aspects of our operations, directly and indirectly, including our team members, consumer behavior, inventory, distribution
and logistics, our suppliers and the market overall. The ongoing pandemic could adversely affect the economies and financial
markets of many countries, including the United States, resulting in an economic downturn that could affect demand for our
products, materially adversely affect our business operations, our team members, facilities, partners, suppliers, distributors or

customers, decrease traffic to our stores, create delays and inefficiencies in our supply chain, and make it difficult or impossible
for us to deliver products to our customers.

Our comparable sales, net sales per square foot, customer traffic or average value per transaction may be adversely affected
if, for example, our customers reduce their purchases with us due to job losses, foreclosures, bankruptcies, higher consumer
debt and interest rates, higher taxes, reduced access to credit, falling home prices and lower consumer confidence. A reduction
in overall consumer spending which causes customers to shift their spending to products other than those sold by us or to
products sold by us that are less profitable could result in lower net sales, decreases in inventory turnover or a reduction in
profitability due to lower margins, which could make it more difficult for us to generate cash flow sufficient to satisfy our
obligations under our indebtedness. A prolonged period of depressed consumer spending could have a material adverse effect
on our business.
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Additionally, if the U.S. or global economy experiences a crisis or downturn, including any capital markets volatility or
government intervention in the financial markets, or if the U.S. or global economy experiences a prolonged period of
decelerating or negative growth, then our liquidity, capital resources or results of operations could be materially and adversely
impacted. For example, although we typically generate funds from our operations to pay our operating expenses and fund our
capital expenditures, our ability to continue to meet these cash requirements over the long-term may require access to additional
sources of funds, including our ABL Facility, incremental term loan facilities and the equity and debt capital markets. Adverse
financial and economic conditions may adversely affect our ability to draw on our ABL Facility, the ability of banks to honor
draws on our ABL Facility or our ability to obtain incremental term loan facilities or access the equity and debt capital markets.
In addition, adverse economic conditions could adversely affect our suppliers’ access to the capital and liquidity required to
maintain their inventory, production levels, timeliness and product quality and to operate their businesses, which could
adversely affect our supply chain, or could reduce our suppliers’ offerings of trade credit, customer incentives, vendor
allowances, cooperative marketing expenditures and product promotions, which could adversely affect our results of operations.
Adverse economic conditions could also make it difficult for both us and our suppliers to accurately forecast future product
demand trends, which could cause us to carry too much or too little merchandise in various product categories, or could
adversely affect our landlords and real estate developers of retail space, which may limit the availability of attractive leased
store locations. The potential ongoing effects of an economic and financial crisis are difficult to forecast and mitigate. We may
experience difficulties in operating and growing our operations to react to a U.S. or global financial or economic crisis or
downturn. We may be unable, in such cases, to predict how robust a recovery of the U.S. or global economy will be or whether
or not it will be sustained.

If we are unable to predict or effectively react to changes in consumer tastes and preferences, or if we fail to acquire and sell
brand name merchandise at competitive prices, or if we are not successful in managing our inventory balances, then we may
lose customers and our sales may decline and our results of operations may be negatively affected.

The level of success we achieve is dependent on, among other factors, the frequency of merchandise and service
innovations, how accurately and timely we predict consumer tastes and preferences regarding sporting goods and outdoor
recreation merchandise, the level of consumer demand, the availability of merchandise, the related impact on the demand for
existing merchandise, and the competitive environment. Our products must appeal to a broad range of customers whose
preferences cannot be predicted with certainty and are subject to change. We must identify, obtain supplies of, and offer to our
customers, attractive, innovative and high-quality merchandise on a continuous basis. It is difficult to predict consistently and
successfully the products and services our customers will demand as we often purchase products from our vendors several
months in advance of the proposed delivery. Our failure to timely identify or effectively respond to changing consumer tastes,
preferences and spending patterns could negatively affect our relationship with our customers, the demand for our merchandise
and services and our market share, which could have a material adverse effect on our net sales and results of operations.

An unexpected major shift in consumer demand away from sporting goods, sports and casual apparel and footwear, and
outdoor recreation products could have a material adverse effect on our business, results of operations and financial condition.
Consumer spending on sporting goods, sports and casual apparel and footwear, and outdoor recreation products could decrease
or be displaced by spending on other activities due to a number of factors, including:

»  shifts in behavior away from team sports and outdoor activities in favor of media (including social media) and
electronics-driven leisure activities;

» state, local and federal government budget cuts on facilities and activities, such as school athletic budgets,
parks, ball fields, recreational sports leagues, hunting and fishing services, etc.;

* legal and regulatory changes in federal and state hunting and fishing seasons, bag limits and firearm and
ammunition restrictions;

e consumer activism relating to controversial products we may carry, services we may perform, or our
corporate philosophy, including those relating to firearms and ammunition, which could cause them to take
their retail business elsewhere;

»  escalating costs of sporting and outdoor activities due to adverse changes in economic conditions, including
rising fuel prices, rising participation fees and rising sporting license fees; and

* natural or man-made disasters (e.g., an oil spill closing large areas of hunting or fishing), including
hurricanes, tornadoes, large storms and floods, and the effects of such events on the ability of large urban
areas to continue spending on sporting goods and outdoor recreation products.

Total consumer spending may not continue to increase at historical rates due to slowed production growth and shifts in
population demographics, and it may not increase in certain product categories given changes in consumer interests and
participation rates. Our results of operations could be negatively affected if consumer spending on sporting goods and outdoor
recreation products or sports participation rates decline.
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Our business is highly dependent upon our ability to purchase brand name merchandise from our vendors at competitive
prices. We cannot guarantee that we will be able to acquire such brand name merchandise at competitive prices or on
competitive terms in the future. In this regard, brand name merchandise that is in high demand may be allocated by brand name
vendors based upon the vendors’ internal criterion which is beyond our control. If we lose any of our brand name vendors or if
any of our brand name vendors fail to supply us with their brand name merchandise, we may not be able to meet the demand of
our customers for their brand names.

We must maintain sufficient inventory levels of merchandise that our customers desire to successfully operate our business.
A shortage of popular merchandise could reduce our net sales. Conversely, we also must seek to avoid accumulating excess
inventory to maintain appropriate in-stock levels. If we overstock unpopular merchandise, then we may be forced to take
significant inventory markdowns or miss opportunities for the sale of other merchandise, both of which could have a negative
impact on our profitability, and, in turn, our sales may decline or we may be required to sell the merchandise we have obtained
at lower prices. For example, the popularity of much of the licensed apparel we offer is dependent on the performance of
certain sporting teams throughout the course of the applicable sports seasons. If we overestimate or underestimate the projected
success of a certain sports team, we may have to take significant mark-downs of our licensed apparel for that sports team or we
may miss the opportunity to sell additional licensed apparel or other products with that sports team’s logo. The success of
sporting teams is highly uncertain and difficult to predict. In addition, macro factors, such as the COVID-19 pandemic, may
significantly affect whether or not certain sports leagues are able to host their games in their usual seasons, and if they are,
whether or not spectators can attend. Our licensed apparel is significantly more popular when spectators are able to attend the
games of the sports teams featured on such apparel. If we are not successful in managing our inventory balances, our results of
operations may be negatively affected.

The impact of COVID-19 may adversely affect our business and financial results.

The worldwide COVID-19 pandemic has negatively impacted the global and U.S. economies, disrupted consumer
spending and global supply chains, and created significant volatility and disruption of labor and financial markets. The
COVID-19 pandemic may have an adverse impact on our business and financial performance, including an economic downturn
that adversely affects demand for our products, adversely affects our business operations, our customers, team members,
facilities, partners, suppliers or distributors, decreases demand for our products, creates delays and inefficiencies in our supply
chain, causes shortages of popular merchandise we sell, and makes it difficult for us to timely provide products to our
customers. The extent of the impact of the COVID-19 pandemic on our business and financial performance, including our
ability to execute our near-term and long-term business strategies and initiatives in the expected time frame, will depend on
future developments, including the continued duration and severity of the pandemic, as well as the rollout and effectiveness of
the COVID-19 vaccines, which are uncertain and cannot be predicted.

As a result of the COVID-19 pandemic, various governmental authorities and we have imposed and may further impose
numerous requirements and restrictions on the operations of our facilities that are intended to protect the health and safety of
our team members, consumers and communities, including temporary full or partial closures of our stores, distribution centers
and corporate headquarters, restrictions on our goods and services eligible for sale, restrictions on the ability of customers and
team members to reach our stores and other facilities and the neighboring businesses upon which we rely to drive traffic to our
stores, and the closures of schools and businesses that our team members may rely upon for childcare while they work. The
situation also has necessitated the imposition of significant new safety measures to which we must adhere to safely serve our
customers while also providing for the safety of our team members and suppliers, including limitations on the number of
customers and team members allowed in our stores at any given time, shorter operating hours, and increased distancing, face
covering, cleaning and sanitization protocols. Each of these necessary measures has substantially increased our operating costs,
including, but not limited to, costs incurred to implement the operational changes described above and certain payments to or
other costs relating to team members who are not working during the pandemic. These limitations, requirements and decreases,
which are unprecedented, unexpected, ongoing and indefinite, have adversely impacted our business and results. For example,
during the first quarter 2020, we closed our corporate headquarters, temporarily furloughed a significant portion of our
corporate team members, and most of our active corporate team members worked from home due to local shutdown orders. We
began partially reopening our corporate headquarters during May 2020 to a limited number of team members and the remainder
of our corporate team members returned to our corporate headquarters on June 8, 2020, in accordance with local guidelines.
Any need to take these actions again in the future may negatively impact productivity and cause other disruptions to our
business.

Our information technology systems and cybersecurity could also be adversely affected due to any significant increase in
remote working of our corporate team members due to any quarantines or future closing of our corporate headquarters and in
online orders due to a significant increase in online transactions. The operations of our stores, distribution centers, and
corporate headquarters could be further restricted, if we deem it necessary or if recommended or mandated by authorities and
these measures could have an adverse impact on our sales and profits.
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As a result of the COVID-19 pandemic, we may have fewer resources to operate our business and we could also see
deterioration in macroeconomic factors that typically affect us. In addition, consumer or team member fears about becoming ill
with the disease may continue, which will adversely affect traffic to our stores or supply of labor. Any significant reduction in
consumer willingness to visit stores, levels of consumer spending at our stores or team member willingness to staff our
facilities, or the further temporary closure of our facilities, relating to the pandemic or its impact on the economy, consumer
sentiment or health concerns, could result in a loss of sales and profits and other material adverse effects. Consumer spending
generally may also be negatively impacted by general macroeconomic conditions and consumer confidence, including the
impacts of any recession, resulting from the COVID-19 pandemic. Any decreased spending at stores or online caused by
decreased consumer confidence and spending following the pandemic could result in a loss of sales and profits and other
material adverse effects. Also, if we do not respond appropriately to the pandemic, or if customers do not perceive our response
to be adequate for a particular region or our company as a whole, we could suffer damage to our reputation and our brand,
which could adversely affect our business in the future.

The COVID-19 pandemic also has the potential to significantly impact our supply chain if the vendors or factories that
manufacture our products, the distributors that distribute our products, the distribution centers where we manage our inventory,
or the operations of our logistics and other service providers are disrupted, temporarily closed or experience worker shortages.
We may also see further disruptions or delays in shipments and negative impacts to pricing of certain components of our
products. The COVID-19 pandemic has already impacted the suppliers of products we sell, particularly as a result of
mandatory shutdowns in locations where our products are manufactured and in some cases due to extreme demand for certain
popular or necessary goods or raw materials.

A significant amount of our merchandise is produced in China, and the COVID-19 outbreak in China has resulted in
significant governmental measures being implemented in China to control the spread of the virus, including, among others,
restrictions on manufacturing and the movement of team members in many regions of the country. These measures in China
have resulted in, and may result in further, disruptions to our supply chain, including the temporary closure of third-party
manufacturer facilities, interruptions in labor and/or product supply, or restrictions on the export or shipment of our products.
As a result, our third-party manufacturers may not have the materials, capacity, or capability to manufacture our products
according to our schedule and specifications. If our third-party manufacturers’ operations are curtailed, we may need to seek
alternate manufacturing sources, which may be more expensive. Alternate sources may not be available or may result in delays
in shipments to us from our supply chain and subsequently to our customers, each of which would affect our results of
operations. While the disruptions and restrictions on the ability to travel, quarantines, and temporary closures of the facilities of
our third-party manufacturers and suppliers, as well as general limitations on movement in the region, are expected to be
temporary, the duration of the production and supply chain disruption, and related financial impact, cannot be estimated at this
time. Should the production and distribution closures continue for an extended period of time, the impact on our supply chain
in China and globally could have a material adverse effect on our results of operations and cash flows.

The extent to which COVID-19 impacts our results, financial position and liquidity will depend on future developments,
including new information which may emerge concerning the severity of the pandemic and any actions or inactions to contain
COVID-19 or mitigate its impact, among others, which are highly uncertain and cannot be predicted. The extent of the impact
of COVID-19 on our business and financial results will also depend on the duration and spread of the outbreak, including
whether there are additional periods of increases or spikes in the number of COVID-19 cases, further mutations or related
strains of the virus (or even the threat or perception that this could occur), within the markets in which we operate and the
related impact on consumer confidence and spending, labor supply or product supply, all of which are highly uncertain.
Actions we have taken or may take, or decisions we have made or may make, as a consequence of the COVID-19 pandemic
may result in the Company becoming a party to litigation claims and/or legal proceedings, including claims relating to our
customers or team members getting ill after visiting or working in our stores and other facilities, which could consume
significant financial and managerial resources, result in decreased demand for our products and injury to our reputation. We
may also face further closure requirements and other operational restrictions with respect to some or all of our facilities for
prolonged periods of time due to, among other factors, evolving and increasingly stringent governmental restrictions including
public health directives, quarantine policies or social distancing measures. An extended period of ongoing disruption could
materially affect our business, results of operations, access to sources of liquidity and financial condition.
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Intense competition in the sporting goods and outdoor recreation retail industries could limit our growth and reduce our
profitability.

The market for sporting and outdoor recreation goods is highly fragmented and intensely competitive. Our current and
prospective competitors include many large companies, some of which have substantially greater market presence, name
recognition and financial, marketing and other resources than us. We compete directly or indirectly with the following
categories of companies:

*  mass general merchants;

» large format sporting goods stores;
+ traditional sporting goods stores;

»  specialty outdoor retailers;

*  specialty footwear retailers; and

+ catalogue and internet retailers.

Pressure from our competitors could require us to reduce our prices or increase our spending for advertising and promotion.
Traditional competitors have become increasingly promotional and, if our competitors reduce their prices, it may be difficult for
us to reach our net sales goals without reducing our prices, which could impact our margins. Increased competition in markets
in which we have stores or the adoption by competitors of innovative store formats, aggressive pricing, promotion or delivery
strategies and retail sale methods, such as the Internet, could cause us to lose market share and could have a material adverse
effect on our business, financial condition, results of operations and cash flows. In addition, as the popularity and use of
Internet sites and free merchandise shipping continue to increase, our business faces increased competition from various
domestic and international sources, including our suppliers. Additionally, the ability of consumers to compare prices on a real-
time basis through the use of smartphones and digital technology puts additional pressure on us to maintain competitive prices
vis-a-vis our competitors. We may require significant capital in the future to sustain or grow our business, including our store
and e-commerce activities, due to increased competition, and there is no assurance that cash flow from operations will be
sufficient to meet those needs or that additional sources of capital will be available on acceptable terms or at all.

Any failure to protect the integrity, security and use of sensitive or confidential data that we hold relating to us and our
customers, team members and vendors, whether as a result of unauthorized disclosure, data loss or a breach of our
information technology systems, could result in lost sales, fines and/or lawsuits, a loss of confidence in us, and harm to our
reputation, business, results of operations and financial condition.

The secure processing, maintenance, transmission and storage of our customer, team member, vendor and company data is
critical to us, and we devote significant resources to protecting this data. We collect and store sensitive and confidential data,
including our intellectual property and proprietary business information and that of our vendors, and personally identifiable
information of our customers and team members, in our data centers and on our networks. Additionally, the success of our
retail stores and online operations depends upon the secure transmission of confidential information, including the use of
cashless payments. Our customers provide personal, payment card and gift card information to purchase products or services,
enroll in promotional programs, apply for credit, register and make purchases on our website, or otherwise communicate and
interact with us. We may share information about such persons with vendors that assist with performing certain aspects of our
business.

We and our vendors rely on commercially available information technology security measures, including systems,
software, tools, plans and monitoring to provide security for processing, maintenance, transmission and storage of our
customer, team member, vendor and company data. Despite the security measures we and our vendors have in place, our
facilities and information technology systems, and those of our third-party service providers, may be vulnerable to, and unable
to detect and appropriately respond to, security breaches, cyber-security attacks by computer hackers (including ransomware
attacks), acts of vandalism, computer viruses, misplaced or lost data, programming or human errors or other similar disruptions.
Any security breach could compromise our networks and the data and confidential personal or business information stored there
could be accessed, publicly disclosed, misappropriated, destroyed, lost or stolen. In addition, data and security breaches can
also occur as a result of non-technical issues, including intentional or inadvertent breach by our team members or by persons
with whom we have commercial relationships that result in the unauthorized release of confidential personal or business
information. Any such breach, access, misappropriation, loss or other unauthorized or inadvertent disclosure of confidential
information, whether by us or our vendors, could attract a substantial amount of media attention, damage our relationships with
our customers, team members and vendors and cause a loss of confidence in us, violate applicable privacy laws and obligations
and expose us to costly government enforcement actions or private litigation and financial liability (possibly beyond the scope
or limits of our insurance coverage), increase the costs we incur to protect against or remediate such breaches and comply with
consumer protection and data privacy laws and obligations or disrupt our operations and distract our management and other key
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personnel from performing their primary operational duties, any of which could adversely affect our reputation, business,
results of operations and financial condition.

Despite our security measures, it is possible that computer hackers or other parties might defeat these security measures
and obtain sensitive or confidential data that we hold relating to us and our customers, team members and vendors. The
techniques used to obtain unauthorized access, disable or degrade service, or sabotage systems, change frequently and often are
not recognized until launched against a target, and we may not have the resources or technical sophistication to anticipate or
prevent rapidly evolving types of cyber-attacks. Actual or anticipated attacks could require that we expend significant
resources related to our information systems and infrastructure and could subject us to additional legal and financial risks,
including increased investments in protection technologies, costs to deploy additional personnel, train team members and
engage third-party experts and consultants, costs of compliance with privacy laws and obligations, expenses associated with
providing our customers with credit protection and potential fees and penalties from our credit card processing partners, any of
which could adversely affect our reputation, business, results of operations and financial condition.

A significant portion of the merchandise that we sell is manufactured in foreign countries, including China, which exposes
us to various international risks that could have a material adverse effect on our business and results of operations.

A significant portion of the merchandise that we sell, including merchandise we purchase from domestic suppliers and
much of our owned brand merchandise, is manufactured in countries such as China, Vietnam, El Salvador and Bangladesh.
Foreign imports subject us to the risks of changes in import duties, quotas, loss of “most favored nation” status with the United
States for a particular foreign country, delays in shipment, shipping port and ocean carrier constraints, supply and demand
constraints, labor strikes, work stoppages or other disruptions, freight cost increases and economic uncertainties (including the
United States imposing anti-dumping or countervailing duty orders, tariffs, safeguards, remedies or compensation and
retaliation due to illegal foreign trade practices). To the extent that any foreign manufacturers from whom we purchase
products directly or indirectly employ labor, environmental, corruption, workplace safety, or other business practices that vary
from those commonly accepted in the United States, we could be hurt by any resulting negative publicity or, in some cases,
potential claims of liability. Merchandise or raw materials purchased from alternative sources may be of lesser quality or more
expensive than the merchandise or raw materials we currently purchase abroad. If any of these or other factors were to cause a
disruption of trade from the countries in which our suppliers are located, our inventory levels may be reduced or the costs of our
merchandise may increase.

The political, health, safety, security, and economic environments of the countries in which we or our vendors obtain
merchandise or raw materials have the potential to materially affect our operations. In the event of disruptions or delays in
supply due to economic, political, health, safety or security conditions in foreign countries or their relations with the United
States, such disruptions or delays could adversely affect our results of operations unless and until alternative supply
arrangements could be made. Also, the imposition of trade tariffs, sanctions or other regulations against merchandise imported
by us, or the loss of “normal trade relations” status with the countries in which we or our vendors obtain merchandise or raw
materials, could significantly increase our cost of products imported into the United States and harm our business. The prices
charged for the merchandise that we purchase by foreign manufacturers may be affected by the fluctuation of their local
currency against the U.S. dollar.

In addition, the federal government periodically considers other restrictions on the importation of products obtained by our
vendors and us. If the United States were to withdraw from or materially modify any international trade agreements to which it
is a party, or if tariffs were raised on the foreign-sourced goods that we sell, or if border taxes were implemented, then the
goods we import may no longer be available at a commercially attractive price or at all, which in turn could have a material
adverse effect on our business, financial condition and results of operations.

A significant amount of our merchandise is produced in China, and increases in the costs of labor and other costs of doing
business in China could significantly increase our costs to produce our merchandise and could have a negative impact on our
net sales, operating income and net income. Factors that could negatively affect our business include a potential significant
revaluation of the Chinese Yuan, which may result in an increase in the cost of producing products in China, labor shortages
and increases in labor costs in China, and difficulties in moving products manufactured in China through the ports on the
western coast of North America, whether due to port congestion, labor disputes, product regulations and/or inspections or other
factors, and natural disasters or health pandemics impacting China.

General trade tensions between the United States and China began escalating in 2018, with multiple rounds of U.S. tariffs
on Chinese goods taking effect. The Trump administration, over the past few years, imposed multiple rounds of tariffs on
imports from China, where we and many of our vendors source commodities. As a result, we have experienced rising inventory
costs on owned brand products we directly source from China, as well as national brand products from China that we source
through our vendors. These higher inventory costs have resulted in higher prices and/or lower margins, thus resulting in a
negative impact to sales and/or gross margin. Additionally, these tariffs have resulted in and could result in further retaliatory
tariff actions by China and could ultimately result in further tariffs on merchandise that we, and many of our vendors, import
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from China. These tariffs have had an adverse effect on our business, financial condition and results of operations. In response,
we have sought alternative suppliers or vendors, raised prices, and made changes to our operations. The continuation of this
situation could have further adverse effects on our sales and profitability, results of operations and financial condition. As of
our report date, no significant modifications have been enacted relative to the escalated tariffs which impact our business.

We are subject to costs and risks associated with laws and regulations affecting our business, including those relating to the
sale, manufacture and import of consumer products and other matters, and such laws may change or become more
stringent.

We operate in a complex regulatory and legal environment that exposes us to regulatory, compliance and litigation risks
that could materially affect our operations and financial results. We are subject to regulation by numerous federal, state and
local regulatory agencies and authorities, including the U.S. Consumer Product Safety Commission, Equal Employment
Opportunity Commission, Department of Labor, Occupational Safety and Health Administration, Department of Justice,
Department of Treasury, Federal Trade Commission, Customs and Border Protection, Bureau of Alcohol, Tobacco, Firearms
and Explosives, SEC, Internal Revenue Service, or IRS, and Environmental Protection Agency and comparable state and local
agencies.

Laws and regulations affecting our business may change, sometimes frequently and significantly, as a result of political,
economic, social or other events. Some of the federal, state or local laws and regulations that affect us include but are not
limited to:

»  consumer product safety, product liability or consumer protection laws;

+ laws related to advertising, marketing, pricing and selling our products, including but not limited to firearms,
ammunition, and related accessories;

+ labor and employment laws, including wage and hour laws;

« tax laws or interpretations thereof, including collection of state sales tax on e-commerce sales;
»  data protection and privacy laws and regulations;

* environmental laws and regulations;

*  hazardous material laws and regulations;

*  customs or import and export laws and regulations, including collection of tariffs on product imports;
* intellectual property laws;

* antitrust and competition regulations;

»  banking and anti-money laundering regulations;

*  Americans with Disabilities Act, or ADA, and similar state and local laws and regulations;

»  website design and content regulations; and

+  securities and exchange laws and regulations.

We sell firearms, ammunition, and related accessories. Firearms represented less than 8% of our net sales in 2020.
Numerous federal, state and local laws and regulations govern the procurement, transportation, storage, distribution and sale
and marketing of firearms, ammunition, and related accessories, including the regulations governing the performance of
federally and state mandated procedures for determining customer firearm purchase eligibility (such as age and residency
verification, background checks and proper completion of required paperwork). In the future, there may be increased federal,
state or local regulation affecting the sale of firearms, ammunition, and related accessories, including taxation or restrictions on
the type of firearms and ammunition available for retail sale, which could reduce our sales and profitability. A failure by us to
follow these laws or regulations may subject us to claims, lawsuits, fines, penalties, adverse publicity and government action
(up to and including the possible revocation of licenses and permits allowing the sale of firearms and ammunition), which could
have a material adverse effect on our business and results of operations.

Another significant risk relating to our operations is compliance with the FCPA, the UKBA, and other anti-corruption laws
applicable to our international operations. In many foreign countries, particularly in those with developing economies, it may
be a local custom that businesses operating in such countries engage in bribery and other business practices that are prohibited
by the FCPA, the UKBA or other U.S. and foreign laws and regulations applicable to us.

We have internal policies, procedures and standards that we require all of our team members, agents and vendors to meet.
Although we have implemented policies, procedures and standards of conduct designed to ensure compliance with the laws or
regulations affecting our business, there can be no assurance that all of our team members, agents and vendors will comply with
such laws, policies, procedures and standards of conduct. If we or one of our domestic or foreign agents or vendors fails to
comply with a law or regulation, including any of the foregoing laws or regulations, or if we or one of our domestic or foreign
agents or vendors fails to comply with our required policies, procedures or standards of conduct, then we may be forced to
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discontinue conducting business with the agent or vendor and we or they may be subject to claims, lawsuits, fines, penalties,
loss of a license or permit and adverse publicity or other consequences that could have a material adverse effect on our
business, results of operations and financial condition.

We are, and may in the future, be subject to claims, demands and lawsuits, and our insurance or indemnities may not be
sufficient to cover damages related to those claims and lawsuits.

From time to time we may be involved in lawsuits, demands or other claims arising in the ordinary course of business. For
example, we are, and may in the future, be subject to claims, demands and lawsuits, and we may suffer losses and adverse
effects to our reputation, related to:

» injuries or crimes associated with merchandise we sell, that has been associated with an increased risk of
injury, including but not limited to firearms, ammunition, firearm accessories, air pistols, crossbows and other
archery equipment, knives, deer stands and other hunting equipment, trampolines, wheeled goods such as
bicycles and ride-on toys, certain merchandise qualifying as hazardous material and other products;

» product liability claims from customers or actions required or penalties assessed by government agencies
relating to products we sell, including but not limited to products that are recalled, defective or otherwise
alleged to be harmful;

» the design, purchase, manufacture, import, distribution and sale of our owned brand products;

+ the procurement, transportation, storage, distribution and sale of firearms and ammunition, including
improper performance of federally mandated procedures for determining customer firearm purchase
eligibility (such as age and residency verification, background checks and proper completion of required
paperwork);

+ municipalities or other organizations attempting to recover costs from firearm manufacturers and retailers,
relating to the use of firearms and ammunition;

» the operations of a fleet of trucks for distribution purposes, including transportation of hazardous materials by
such fleet;

» the procurement and ownership, leasing or operation of property for retail stores, distribution centers and
other corporate needs;

» the alleged infringement upon intellectual property rights to merchandise we sell or technology or services we
use, including information technology, marketing and advertising services;

+ global sourcing, including international, customs and trade issues;
» real estate issues, including construction, leasing, zoning and environmental issues;

+ employment issues, including actions by team members, the Equal Employment Opportunity Commission,
the Department of Labor, the Occupational Safety and Health Administration and other federal and state
employment agencies;

+ commercial disputes, including contractual and business disputes with vendors, landlords, or competitors;

* tort, personal injury and property damage claims related to our stores, e-commerce, distribution centers or
corporate headquarters; and

« regulatory compliance, including relating to consumer protection, marketing and advertising, product safety,
workplace safety, firearms, ammunition and related accessories, knives, import/export customs, taxes, tariffs,
duties, and surcharges, data security and privacy, food and other regulated products, accounting, labor and
employment, environmental matters, and hazardous materials.

We sell firearms, ammunition, and related accessories. These products are associated with an increased risk of injury and
related lawsuits with respect to our compliance with Bureau of Alcohol, Tobacco, Firearms and Explosives and state laws and
regulations. Any improper or illegal use by our customers of firearms, ammunition, or related accessories sold by us could
have a negative impact on our reputation and business. We are, and may in the future also be, subjected to claims and lawsuits,
including potential class actions, relating to our policies and practices on the sale of firearms, ammunition, or related
accessories. We are, and may in the future also be, subjected to claims and lawsuits relating to the improper use of firearms,
ammunition, or related accessories sold by us, including lawsuits by victims or municipalities or other organizations attempting
to recover losses or costs from manufacturers and retailers of firearms, ammunition, and related accessories.

Due to the inherent uncertainties of claims and lawsuits, we cannot accurately predict the ultimate outcome of any such
matters. These claims and lawsuits could cause us to incur significant expenses and devote substantial resources to defend
against them and, in some cases, we could incur significant losses in the form of settlements, judgments, fines, penalties,
injunctions or other orders, as well as negative publicity, that could have a material adverse effect on our business, results of
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operations and financial condition. Even if a claim is unsuccessful or is not fully pursued, the negative publicity surrounding
any such assertions could adversely affect our reputation.

We maintain insurance coverage with third-party insurers. However, not every risk or liability is or can be protected by
insurance, and, for those risks we insure, the limits of coverage we purchase or that are reasonably obtainable in the market may
not be sufficient to cover all actual losses or liabilities incurred. Liability insurance coverage is expensive and there is a risk
that commercially available liability insurance will not continue to be available to us at a reasonable cost, if at all. If we or
other industry participants sustain significant losses or make significant insurance claims, our ability to obtain future insurance
coverage at commercially reasonable rates could be materially adversely affected. An inability to obtain liability insurance,
significant increases in the cost of insurance we obtain, or losses in excess of our liability insurance coverage could have a
material adverse effect on us.

Any insurance we carry, including the aforementioned insurance coverage, reflects deductibles, self-insured retentions,
limits of liability and similar provisions that we believe are prudent based on our operations. To offset negative insurance
market trends, we may elect to self-insure, accept higher insurance deductibles or reduce the amount of insurance coverage in
response to market changes. Additionally, we self-insure a portion of expected losses under our workers’ compensation,
general liability, Academy, Ltd. Texas Work Injury Benefit Plan, and group health insurance programs. We use the services of
independent actuaries for loss adjustment expense reserve analyses for the aforementioned lines of insurance. Liabilities
associated with these lines of insurance are based on actual claim data and estimates of incurred but not reported claims,
developed using actuarial methodologies, and may be based on historical claim trends, industry factors, claim development, as
well as other actuarial assumptions. Unanticipated changes in any applicable actuarial assumptions and management estimates
underlying our recorded liabilities for these losses, variability in inflation rates, changes in the nature and method of claims
settlement, benefit level changes due to changes in applicable laws, insolvency of insurance carriers, and changes in discount
rates could result in materially different expenses than expected under these programs, which could have a material adverse
effect on our results of operations and financial condition.

We require many of our vendors to catrry their own insurance, and we have indemnity agreements with many of our
vendors, but we cannot be assured that (1) any specific claim or lawsuit will be subject to a vendor’s insurance or indemnity
agreement, (2) our vendors will carry or maintain such insurance coverage or meet their indemnity obligations or (3) we will be
able to collect payments from our vendors sufficient to offset liability losses or, in the case of our owned brand products, where
almost all of the manufacturing occurs outside the United States, that we will be able to collect anything at all.

With all claims and lawsuits, however, there is a risk that liabilities, fines and losses may not be covered by insurance or
indemnity or may exceed insurance or indemnity coverage.

Problems with operating, updating or implementing our information technology systems could disrupt our operations and
negatively impact our business operations and materially and adversely affect our financial results.

The efficient operation of our business is dependent on the successful integration and operation of our information
technology systems. For examples, we rely on our information technology systems to effectively manage our merchandise
planning and replenishment, warehousing and distribution, store operations, e-commerce, and customer transactions, optimize
our overall inventory levels, process financial information and sales transactions, prevent data breaches and credit card fraud,
communications, support services, and comply with legal and regulatory obligations.

Our information technology systems, if not functioning properly, could disrupt our ability to track, record, and analyze
sales and inventory and could cause disruptions of operations, including, among other things, our ability to order, process and
ship inventory, process financial information including credit card transactions, prevent data breaches and credit card fraud,
process payrolls or vendor payments or engage in other similar normal business activities. Our information systems, including
our back-up systems, are subject to damage or interruption from power outages, computer and telecommunications failures,
computer viruses, worms, other malicious computer programs, denial-of-service attacks, security breaches (through cyber-
attacks from cyber-attackers or sophisticated organizations), catastrophic events such as fires, floods, tornadoes, earthquakes
and hurricanes, and usage errors by our associates. Although we attempt to mitigate the risk of possible business interruptions
by employing customary strategies, any material disruption, malfunction or any other similar problem in or with our
information technology systems could negatively impact our business operations and materially and adversely affect our
financial results.
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From time to time, our computer and information technology systems may require upgrade, enhancement, integration and/
or replacement for us to maintain successful current operations and achieve future sales and store growth.

Updating our existing information technology systems subjects us to numerous risks, including:
* loss of information;
»  disruption of normal operations;
» changes in accounting or other operating procedures;
+ changes in internal control over financial reporting or general computer controls;
*  problems maintaining accuracy of historical data;
» allocation and dedication of key business resources to the updating of existing systems;

+ ability to attract and retain adequate experienced technical resources and third-party contractors for the
updating of existing systems;
e unknown impact on remaining systems;

* adequacy of training and change management to address critical changes in business processes and job
functions; and

» updated information technology system ultimately does not meet the needs of the business.

Any failure to successfully update our information technology systems, and any missteps, delays, cost overruns, vendor
disputes, technical challenges or other similar issues that may arise during the updating of our information technology systems,
could have a material impact on our business, financial condition, results of operations, internal controls over financial
reporting and ability to manage our business effectively.

From time to time, we may undertake initiatives involving numerous information technology systems, including our
merchandise management, warehouse management, point of sale, e-commerce, data security, credit card fraud detection,
financial reporting, and labor management systems. While each of these information technology systems initiatives is intended
to further improve and enhance our information technology systems, our failure to timely, properly or adequately implement
these systems initiatives could result in increased costs or risks, the diversion of our management’s and team members’
attention and resources and could materially adversely affect our results of operations, our internal controls over financial
reporting or general computer controls, our ability to manage our business effectively and possible disruption of our business
operations or financial reporting.

We depend on approximately 1,200 suppliers to supply us with the merchandise we purchase for resale and our significant
dependence on these suppliers exposes us to risks associated with disruption in supply and losses of merchandise purchasing
incentives that could have a material adverse effect on our business and results of operations.

We depend on approximately 1,200 suppliers to supply us in a timely and efficient manner with the merchandise we sell.
Our significant dependence on these suppliers exposes us to various risks that could have a material adverse effect on our
business and results of operations. In 2020, purchases from our largest vendor represented approximately 12% of our total
inventory purchases. The merchandise we sell is sourced from a wide variety of domestic and international suppliers and our
ability to find qualified suppliers and access merchandise in a timely and efficient manner is often challenging, particularly with
respect to merchandise sourced outside the United States. We generally do not have long-term written contracts with our
suppliers that would require them to continue supplying us with merchandise, particular payment terms or the extension of
credit. As a result, these suppliers could modify the terms of these relationships due to general economic conditions or
otherwise. If there is a disruption in supply from a principal supplier (which can occur for various reasons in or out of the
control of these suppliers, including the measures taken by the Chinese government or other governments in response to the
recent COVID-19 coronavirus outbreak), we may experience merchandise out-of-stocks, delivery delays or increased delivery
costs, or otherwise be unable to obtain the same merchandise from other suppliers in a timely and efficient manner and on
acceptable terms, or at all, which could materially affect our results of operations and our customers’ confidence in us. Changes
in our relationships with our suppliers (which can occur for various reasons in or out of our control) also have the potential to
increase our expenses and adversely affect our results of operations. The formation and/or strengthening of business
partnerships between our suppliers and our competitors could directly alter the available supply of merchandise we desire to
sell, which could have a material adverse effect on the level of customers purchasing merchandise from us and, thus, our results
of operations. Moreover, many of our suppliers provide us with merchandise purchasing incentives, such as return privileges,
volume purchasing allowances and cooperative advertising, and a decline or discontinuation of these incentives could severely
impact our results of operations.
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Harm to our reputation could adversely impact our ability to attract and retain customers, team members, vendors and/or
other partners.

Negative publicity or perceptions involving us or our brands, products, team members, operations, vendors, spokespersons,
or marketing and other partners may negatively impact our reputation and adversely impact our ability to attract and retain
customers, team members, vendors and/or other partners. Failure to detect, prevent or mitigate issues that might give rise to
reputational risk or failure to adequately address negative publicity or perceptions could adversely impact our reputation,
business, results of operations, and financial condition. Issues that might pose a reputational risk include failure of our
cybersecurity measures to protect against data breaches, product liability and product recalls, our social media activity, failure
to comply with applicable laws and regulations or enforce our own policies, our policies related to the sale of firearms,
ammunition and accessories, our policies relating to the COVID-19 pandemic, public stances on controversial social or political
issues, and any of the other risks enumerated in these risk factors. As part of our marketing efforts, we rely on social media
platforms and other digital marketing to attract and retain customers. A variety of risks are associated with our social media
activity and digital marketing, including the improper disclosure of proprietary information, negative comments about or
negative incidents regarding us, exposure of personally identifiable information, fraud or out-of-date information. The
inappropriate use of social media and digital marketing vehicles by us, our customers, team members or others could increase
our costs, lead to litigation or result in negative publicity that could damage our reputation. Many social media platforms
immediately publish the content, videos and/or photographs created or uploaded by their subscribers and participants, often
without filters or checks on accuracy of the content posted. Information posted on such platforms at any time may be adverse
to our interests and/or may be inaccurate. The dissemination of negative information related to us or our brands, products, team
members, operations, vendors, spokespersons or partners could harm our business, results of operations and financial condition,
regardless of the information’s accuracy, and the harm may be immediate without affording us an opportunity for redress or
correction. Furthermore, the prevalence of news coverage, the internet, and social media may accelerate and increase the
potential scope of any negative publicity we might receive and could increase the negative impact of these issues on our
reputation, business, results of operations, and financial condition.

A failure of our third-party vendors of outsourced business services and solutions to meet our performance standards and
expectations could adversely affect our operations.

As part of our long-term strategy, we look for opportunities to cost-effectively enhance the capabilities of our business
services. In some cases, we outsource certain business services and solutions, and rely on the third-party vendors of these
business services and solutions, to support a variety of our business functions, including portions of our information technology
and management information systems, data security and credit card fraud detection, supply chain (including product
manufacturers, logistics service providers or independent distributors), retail operations, administrative services and other core
business functions. While we believe we conduct appropriate due diligence before entering into agreements with these third-
parties, if we fail to properly manage these vendors or if they fail to meet, or are prevented from meeting, our performance
standards and expectations, then our reputation, sales, and results of operations could be adversely affected. Any significant
interruption in the operations of these service providers, over which we have no control, could also have an adverse effect on
our business. In addition, we could face increased costs associated with finding replacement service vendors or hiring new
team members to provide these business services and solutions in-house.

We may not be able to continue our store growth plans successfully or continue to manage our growth effectively, and our
new stores may not generate sales levels necessary to achieve store-level sales or profitability comparable to that of our
existing stores, which could materially and adversely affect our business, financial condition and results of operations.

Our strategy includes opening stores in existing markets and, from time to time, new markets. We must successfully
choose our store sites, execute favorable real estate transactions on terms that are acceptable to us, construct and equip the
stores with furnishings and appropriate merchandise, hire and train competent personnel and effectively open and operate these
new stores and integrate the stores into our operations, and we may need to expand our distribution infrastructure, including the
addition of new distribution centers. Our plans to increase our number of retail stores will depend in part on the availability of
existing retail stores or store sites. A lack of available financing on terms acceptable to real estate developers or a tightening
credit market may adversely affect the retail sites available to us. We cannot expect that stores or sites will be available to us,
or that they will be available on terms acceptable to us. If additional retail store sites are unavailable on acceptable terms, we
may not be able to carry out a significant part of our growth strategy. Rising real estate costs and acquisition, construction and
development costs, available credit to landlords and developers and landlord bankruptcies could also inhibit our ability to grow.
If we fail to locate desirable sites, obtain lease rights to these sites on terms acceptable to us, hire adequate personnel and open
and effectively operate these new stores, our financial performance could be adversely affected.
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We lease our stores under operating leases with terms of 15 to 20 years, and we generally cannot cancel these leases at our
option. If a store is not profitable, and we decide to close it, we may nonetheless be committed to perform our obligations
under the applicable lease including, among other things, paying the base rent for the balance of the lease term. Similarly, we
may be committed to perform our obligations under the applicable leases even if current locations of our stores become
unattractive as demographic patterns change. In addition, as each of our leases expire, we may fail to negotiate renewals, either
on commercially acceptable terms or at all, which could require us to close stores in desirable locations.

In addition, our expansion in new and existing markets may present competitive, merchandising, marketing, human
resources, distribution and regulatory challenges that differ from our current challenges, including competition among our
stores, diminished novelty of our store design and concept, added strain on our distribution centers, maintaining our levels of
customer service, training our store team members, additional information to be processed by our management information
systems and diversion of our management’s attention from operations, such as the control of inventory levels in our stores.
New stores in new markets, where we are less familiar with the target customer and less well-known by the target customer,
may face different or additional risks and increased costs compared to stores operated in existing markets or new stores in
existing markets. Expansion into new markets could also bring us into direct competition with retailers with whom we have no
past experience as direct competitors. To the extent that we become increasingly reliant on entry into new markets to grow, we
may face additional risks and our results of operations could suffer. To the extent that we are not able to meet new challenges,
our sales could decrease and our operating costs could increase.

There also can be no assurance that we will be able to continue our expansion plans successfully or continue to manage our
growth effectively, or that our new stores will generate sales levels necessary to achieve store-level profitability or profitability
comparable to that of our existing stores. Our continued growth also depend in large part, upon our ability to open new stores
in a timely manner and to operate them profitably. In 2020, we stopped our store openings and have maintained a cautionary
approach toward store expansion in the current retail environment, and we may not open another new store until 2022. A
slower than expected pace of new store openings may negatively impact our net sales growth and operating income. New stores
also may face greater competition and have lower anticipated sales volumes relative to previously opened stores during their
comparable years of operation. We may not be able to advertise cost-effectively in new or large markets in which we have less
store density, which could slow sales growth at such stores. We also cannot guarantee that we will be able to obtain and
distribute adequate product supplies to our new stores or maintain adequate warehousing and distribution capability to support
our new stores at acceptable costs. Thus, our failure to achieve our expansion plans could materially and adversely affect our
business, financial condition and results of operations.

Our e-commerce activities expose us to various risks that could have a material adverse impact on our overall results of
operations.

Our customers are increasingly using computers, tablets, mobile phones and other devices to shop in our stores and on-line
for our products. Our business has become increasingly omnichannel as we strive to deliver a seamless shopping experience to
our customers through both online and in-store shopping experiences. We utilize our own e-commerce platform that allows us
to control our customer experience without relying on a single third-party provider. Maintaining and continuing to improve our
e-commerce platform involves substantial investment of capital and resources, integrating a number of information and
management systems from different vendors, increasing supply chain and distribution capabilities, attracting, developing and
retaining qualified personnel with relevant subject matter expertise, and effectively managing and improving the customer
experience. Our e-commerce operations are subject to numerous risks that could have a material adverse impact on our overall
results of operations, including:

» expansion of our sales across the United States, thereby, subjecting us to the regulatory and other
requirements of the 50 states;

e website operating issues, including website availability, system reliability, website operation, Internet
connectivity, website errors, computer viruses, telecommunication failures, electronic break-ins or similar
disruptions;

» the need to keep pace with rapid technological change and maintain investments necessary for our e-
commerce operation;

* legal compliance issues related to the online sale of merchandise;

* intellectual property litigation related to the enforcement of patent rights;

* privacy and personal data security;

*  protection against credit card and gift card fraud;

« fulfillment, inventory control and shipping issues for e-commerce transactions;

* tax issues, including state sales tax collection for e-commerce transactions;

*  hiring, retention and training of personnel qualified to conduct our e-commerce operation;
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+ ability to procure adequate computer hardware and software and technology services and solutions from
third-party providers; and

*  reduction in visits to, diversion and/or cannibalization of sales from, existing retail stores.

Our e-commerce activities also carry challenges such as identifying our e-commerce customer, marketing our website,
establishing a profitable on-line merchandising mix, managing shipping costs to our customers, setting prices to compete
against other on-line retailers, maintaining website content, timely and accurately fulfilling orders, integrating our e-commerce
business with our store operations, and growing the operation as part of our overall strategic plan. If we do not successfully
manage the risks and navigate the challenges associated with our e-commerce activities, it could have a material adverse effect
on our results of operations. Further, governmental regulation of e-commerce continues to evolve in such areas as marketing
and advertising, taxation, privacy, data protection and privacy, pricing, content, copyrights, distribution, mobile
communications, electronic contracts and other communications, consumer protection, the provision of online payment
services, the design and operation of websites and the characteristics and quality of products and services. Unfavorable changes
to regulations in these areas could have a material adverse impact on our e-commerce activities.

Our owned brand merchandise exposes us to various risks generally encountered by companies that source, manufacture,
market and retail exclusive owned brand merchandise.

In addition to national brand merchandise, we offer customers owned brand merchandise that is primarily sold exclusively
by Academy. The sale of owned brand merchandise subjects us to certain risks, including:

*  our ability to successfully and profitably conduct sourcing and manufacturing activities internally or with
third-party agents, manufacturers and distributors;

* our failure or our manufacturers’ failure to comply with federal, state and local regulatory requirements,
including product safety, working age and conditions, anti-corruption, import and customs and retail sale
restrictions;

*  potential mandatory or voluntary product recalls;
» claims and lawsuits resulting from injuries associated with the use of our owned brand merchandise;

»  our ability to successfully protect our intellectual property or other proprietary rights (e.g., defending against
counterfeit, knock-offs, grey-market, infringing or otherwise unauthorized goods);

*  our ability to successfully navigate and avoid claims related to the intellectual property or other proprietary
rights of third parties;

+ our ability to successfully administer and comply with the obligations under license agreements that we have
with the licensors of brands, including in some instances certain sales minimums that if not met could cause
us to lose the licensing rights or pay damages;

*  sourcing and manufacturing outside the United States, including foreign laws and regulations, political unrest,
disruptions or delays in cross-border shipments, changes in economic conditions in foreign countries,
exchange rate and import duty fluctuations and conducting activities with third-party manufacturers; and

* increases in the price of raw materials used in the manufacturing of our owned brand merchandise and other
risks generally encountered by entities that source, manufacture, market and retail owned brand merchandise.

Our failure to adequately address some or all of these risks could have a material adverse effect on our business, results of
operations and financial condition.

A disruption in the operation of our distribution centers would affect our ability to deliver merchandise to either our stores
or customers, which could adversely impact our revenues and harm our business and financial results.

We operate three distribution centers located in Katy, Texas, Twiggs County, Georgia, and Cookeville, Tennessee, to
manage the receipt, storage, sorting, packing and distribution of our merchandise to the appropriate stores or to the customer
directly. We depend in large part on the orderly operation of our receiving and distribution process, which depends, in turn, on
adherence to shipping schedules, proper functioning of our information technology and inventory control systems and overall
effective management of our distribution centers. As a result of damage to, or prolonged interruption of, operations or
inventory at any of these facilities, or with respect to third-party transportation providers, due to a work stoppage, labor
shortage, operations significantly below historical efficiency levels, supply chain disruption, inclement weather, natural or man-
made disasters, system failures, slowdowns or strikes, acts of terror or other unforeseen events in the areas or regions of these
facilities could impair our ability to adequately stock our stores, process returns of products to vendors and ship product to our
e-commerce customers, thereby adversely affecting our sales and profitability. In addition, we could incur significantly higher
costs and longer lead times associated with distributing our products to our stores and customers during the time it takes for us
to reopen or replace these distribution centers.
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Although we maintain business interruption and property insurance for these facilities, there can be no assurance that our
insurance coverage will be sufficient, or that insurance proceeds will be timely paid to us, if our distribution centers are shut
down or interrupted for any unplanned reason.

Our quarterly operating results and comparable sales may fluctuate due to seasonality and other factors outside of our
control.

We have historically experienced and expect to continue to experience seasonal fluctuations in our net sales, operating
income and net income. A significant portion of our net sales and profits is driven by summer holidays, such as Memorial Day,
Father’s Day and Independence Day, during the second quarter. Our net sales and profits are also impacted by the November/
December holiday selling season, and in part by the sales of cold weather sporting goods and apparel during the fourth quarter.
If we miscalculate the demand for our products generally or for our product mix during certain holiday or sporting seasons, our
net sales could decline resulting in lower margins, higher labor costs as a percentage of sales and excess inventory, which
would harm our financial performance.

Our quarterly results of operations and comparable sales have historically fluctuated, and may continue to fluctuate, as a
result of factors outside our control, including:
»  general regional and national economic conditions;
»  consumer confidence in the economy;

* unseasonal or extreme weather conditions, natural or man-made disasters (such as snow storms, hurricanes,
tornadoes, floods, pandemics, and civil disturbances);

+  catastrophic or tragic events (such as tragedies involving firearms or public health pandemics) in or affecting
our markets;

» changes in demand for the products that we offer in our stores;

* lack of new product introduction;

* lockouts or strikes involving professional sports teams;

* retirement of sports superstars used in marketing various products;

» sports scandals, including those involving leagues, associations, teams or athletes with ties to us or our
markets;

*  costs related to the closure of existing stores;

+ litigation;

» the success or failure of college and professional sports teams in our markets;
+ expansion of existing or entry of new competitors into our markets;

+  consolidation of competitors in our markets;

»  shift in consumer tastes and fashion trends;

» calendar shifts or holiday or seasonal periods;

* the timing of income tax refunds to customers;

» changes in laws and regulations, politics or consumer advocacy affecting our business, including sentiment
relating to the sale of firearms and ammunition;

» cancellations of tax-free holidays in certain states;

*  pricing, promotions or other actions taken by us or our existing or possible new competitors; and

» changes in other tenants or landlords or surrounding geographic circumstances in the shopping centers in
which we are located.

Our quarterly operating results and comparable sales may also be affected by the timing of new store openings and the
relative proportion of new stores to mature stores, the level of pre-opening expenses associated with new stores and the amount
and timing of net sales contributed by new stores. Furthermore, our operating margins may be impacted in periods in which
incremental expenses are incurred as a result of upcoming new store openings.
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The occurrence of severe weather events, catastrophic health events, natural or man-made disasters, social and political
conditions or civil unrest could significantly damage or destroy our retail locations, could prohibit consumers from traveling
to our retail locations or could prevent us from resupplying or staffing our stores or distribution centers or fulfilling out e-
commerce orders, especially during peak shopping seasons.

Unforeseen events, including public health issues such as contagious viruses, natural disasters such as earthquakes,
hurricanes, tornadoes, snow or ice storms, floods and heavy rains, and man-made disasters such as an oil spill closing large
areas of hunting or fishing, could disrupt our operations or the operations of our suppliers, as well as the behavior of our
consumers. For example, frequent or unusually heavy snowfall, ice storms, rainstorms or other extreme weather conditions
over a prolonged period could make it difficult for our customers to travel to our stores and thereby reduce our sales and
profitability. In addition, extreme weather conditions could result in disruption or delay of production and delivery of materials
and products in our supply chain and cause staffing shortages in our stores. Socio-political factors, such as civil unrest or other
economic or political uncertainties that contribute to consumer unease or harm to our store base, may also result in decreased
discretionary spending, property damage and/or business interruption losses. For example, we may face losses related to the
civil unrest in the United States, such as the civil unrest that occurred in late May 2020 in response to reported incidents of
police violence. To the extent these events result in the closure of one or more of our distribution centers, a significant number
of stores, or our corporate headquarters or impact one or more of our key suppliers, our operations and financial performance
could be materially adversely affected through an inability to support our business, resupply or staff our stores, distribution
centers or corporate headquarters or fulfill our e-commerce orders, especially during peak shopping seasons, and through lost
sales. We believe that we take reasonable precautions to prepare particularly for unforeseen catastrophic or weather-related
events; however, our precautions may not be adequate to deal with such events in the future. As these events occur in the
future, if they should impact areas in which we have our corporate headquarters, a distribution centers or a concentration of
retail stores or vendor sources, such events could have a material adverse effect on our business, financial condition and results
of operations.

Our failure to protect our intellectual property or avoid the infringement of third-party intellectual property rights could be
costly and have a negative impact on our results of operations.

We believe that our trademarks, service marks, copyrights, patents, processes, trade secrets, domain names and other
intellectual property, including our Academy Sports + Outdoors brand, our owned brands, such as Academy Sports + Outdoors,
Magellan Outdoors, BCG, O’rageous and Outdoor Gourmet, and our goodwill, designs, names, slogans, images and trade dress
associated with these brands, are valuable assets, essential to our success and our competitive position due to their name
recognition with customers. The unauthorized use or other misappropriation of our intellectual property could diminish the
value of our brands or goodwill and cause a decline in our sales. In addition, any infringement or other intellectual property
claim made by or against us, whether or not it has merit, could be time-consuming, result in costly litigation, cause product
delays, cause us to discontinue affected products, distract key resources from our core business or require us to enter into
royalty or licensing agreements. As a result, any such claim made by or against us or our failure to protect our intellectual
property could have an adverse effect on our results of operations.

Our business is significantly dependent on our ability to meet our labor needs.

The success of our business depends significantly on our ability to hire and retain quality team members, including store
managers, Enthusiasts and other store team members, distribution center team members, and corporate directors, managers and
other personnel. We plan to expand our team member base to manage our anticipated growth. Competition for non-entry-level
personnel, particularly for team members with retail experience, is highly competitive. Additionally, our ability to maintain
consistency in the quality of customer service in our stores is critical to our success. Many of our store team members are in
entry-level or part-time positions that historically have high rates of turnover. We are also dependent on the team members who
staff our distribution centers, many of whom are skilled. We may be unable to meet our labor needs and control our costs due
to external factors such as the availability of a sufficient number of qualified persons in the work force of the markets in which
we operate, competition, unemployment levels, demand for certain labor expertise, prevailing wage rates, wage inflation,
changing demographics, health and other insurance costs, adoption of new or revised employment and labor laws and
regulations, and the impacts of man-made or natural disasters, such as tornadoes, hurricanes, and the COVID-19 pandemic.

Recent or potential future legislative initiatives may seek to increase the federal minimum wage in the United States, as
well as the minimum wage in a number of individual states. As federal or state minimum wage rates increase, we may need to
increase not only the wage rates of our minimum wage team members, but also the wages paid to our other hourly team
members as well. Further, should we fail to increase our wages competitively in response to increasing wage rates, the quality
of our workforce could decline, causing our customer service to suffer. Additionally, the U.S. Department of Labor has
proposed rules that may have salary and wage impact for “exempt” team members, which could result in a substantial increase
in store payroll expense. Any increase in the cost of our labor could have an adverse effect on our operating costs, financial
condition and results of operations. If we are unable to hire and retain store-level team members capable of providing a high
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level of customer service, skilled distribution center team members or other qualified personnel, our business could be
materially adversely affected.

Although none of our team members are currently covered under collective bargaining agreements, we cannot guarantee
that our team members will not elect to be represented by labor unions in the future. If some or our entire workforce were to
become unionized and collective bargaining agreement terms were significantly different from our current compensation
arrangements or work practice, it could have a material adverse effect on our business, financial condition and results of
operations.

Our stores are located primarily in the southern United States which could subject us to regional risks.

Because our stores are located primarily in the southern United States, we are subject to regional risks, such as the regional
economy, weather conditions and natural disasters such as floods, droughts, tornadoes and hurricanes. Man-made disasters,
such as an oil spill in the Gulf of Mexico, a nuclear power plant crisis or other events, may also impact our regional area. We
sell a significant amount of merchandise related to outdoor activities which can be adversely affected by such events that may
postpone the start of or shorten sports seasons or inhibit participation in other outdoor activities or otherwise have a significant
impact on our operations. Several of our competitors operate stores across the United States and thus are not as vulnerable to
the risks of operating in one region. If a region of our stores’ footprint suffers an economic downturn or any other adverse
regional event, there could be an adverse impact on our net sales and results of operations and our ability to implement our
planned expansion program.

Fluctuations in merchandise costs and availability due to fuel price uncertainty, demand changes, increases in commodity
prices, labor shortages and other factors could negatively impact our consolidated and combined results of operations.

The cost of our merchandise is affected, in part, by the price of raw materials. A substantial rise in the price of raw
materials could dramatically increase the costs associated with manufacturing the merchandise that we purchase from our
suppliers, which could cause the price of our merchandise to increase and could have a negative impact on our sales and
profitability. In addition, increases in commodity prices could also adversely affect our results of operations. If we increase the
price for our products in order to maintain gross margins for our products, such increase may adversely affect demand for, and
sales of, our products, which could have a material adverse effect on our financial condition and results of operations.

We rely upon various means of transportation, including ships and trucks, to deliver products from vendors to our
distribution centers and from our distribution centers to our stores. Consequently, our results can vary depending upon
numerous factors affecting transportation, including the price of fuel and the availability of trucks and ships. The price of fuel
and demand for transportation services has fluctuated significantly over the last few years, and has resulted in increased costs
for us and our vendors. In addition, changes in regulations may result in higher fuel costs through taxation, transportation
restrictions or other means. Fluctuations in transportation costs and availability could adversely affect our results of operations.

Labor shortages in the transportation industry could negatively affect transportation costs and our ability to supply our
stores in a timely manner. In particular, our business is highly dependent on the shipping and trucking industry to deliver
products to our distribution centers and our stores. Our results of operations may be adversely affected if we, or our vendors,
are unable to secure adequate transportation resources at competitive prices to fulfill our delivery schedules to our distribution
centers or our stores.

Difficulties in moving products manufactured overseas and through the ports of North America, whether due to port
congestion, government shutdowns, labor disputes, product regulations and/or inspections or other factors, including natural
disasters or health pandemics, could negatively affect our business.

We depend on key personnel in order to support our existing business and future initiatives and may not be able to retain or
replace these team members recruit additional qualified personnel or effectively manage succession.

Our future success may be adversely impacted if we are not able to attract, retain and develop talent and future leaders,
including our senior executives and team members. Our senior executive team closely supervises all major aspects of our
business, including the design and development of our strategy, and procurement of merchandise; operation of our information
technology platforms, supply chain, and store network; development and retention of critical talent; and financial planning,
reporting and compliance. Our senior executive team has substantial experience and expertise in our retail business, and serves
an integral role in the growth and support of our various initiatives. If we were to lose the leadership of senior executives or
other key team members, our business could be adversely affected. In addition, if significant unexpected turnover occurs at the
team member level, the loss of the services of these individuals, or any resulting negative perceptions of our business, could
damage our reputation and our business. Competition for such qualified talent is intense, and we cannot be sure we will be able
to find suitable successors promptly, or at all, or to successfully integrate any successors, or that we will be able to attract,
retain, and develop a sufficient number of qualified individuals in future periods.
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We are subject to payment-related risks.

For our sales to our customers, we accept a variety of payment methods, including credit cards, debit cards, electronic
funds transfers and electronic payment systems. Accordingly, we are, and will continue to be, subject to significant and
evolving regulations and compliance requirements, including obligations to implement enhanced authentication processes that
could result in increased costs and liability, and reduce the ease of use of certain payment methods. For certain payment
methods, including credit and debit cards, as well as electronic payment systems, we pay interchange and other fees, which may
increase over time. We rely on independent service providers for payment processing, including credit and debit cards. If these
independent service providers become unwilling or unable to provide these services to us or if the cost of using these providers
increases, our business could be harmed. We are also subject to payment card association operating rules and agreements,
including data security rules and agreements, certification requirements and rules governing electronic funds transfers, which
could change or be reinterpreted to make it difficult or impossible for us to comply. If we fail to comply with these rules or
requirements, or if our data security systems are breached or compromised, we may be liable for losses incurred by card issuing
banks or customers, subject to fines and higher transaction fees, lose our ability to accept credit or debit card payments from our
customers, or process electronic fund transfers or facilitate other types of payments. Any failure to comply could harm our
brand, reputation, business and results of operations.

We may pursue strategic acquisitions, which could have an adverse impact on our business, as could assimilation of
companies following acquisition.

Although we have never done so in the past, we may from time to time acquire companies or businesses in the future.
Acquisitions may result in difficulties in assimilating acquired companies, and may result in the diversion of our capital and our
management’s attention from other business issues and opportunities. We may not be able to successfully integrate companies
or businesses that we acquire, including their personnel, financial systems, distribution, operations and general store opening
procedures. If we fail to successfully integrate acquisitions, our business could suffer. In addition, the integration of any
acquired business and their financial results may adversely affect our results of operations.

Our success depends on the effectiveness of our marketing and advertising programs.

Brand marketing and advertising significantly affect sales at our locations, as well as e-commerce sales. Our marketing
and advertising programs may not be successful, which may prevent us from attracting new customers and retaining existing
customers. If sales decline, we will have fewer funds available for marketing and advertising, which could materially and
adversely affect our revenues, business and results of operations. As part of our marketing efforts, we rely on print, television
and radio advertisements, as well as search engine marketing, web advertisements, social media platforms and other digital
marketing to attract and retain customers. These efforts may not be successful, resulting in expenses incurred without the
benefit of higher revenues or increased customer or team member engagement. Customers are increasingly using internet sites
and social media to inform their purchasing decisions and to compare prices, product assortment, and feedback from other
customers about quality, responsiveness and customer service before purchasing our services and products. If we are unable to
continue to develop successful marketing and advertising strategies, especially for online and social media platforms, or if our
competitors develop more effective strategies, we could lose customers and sales could decline.

Risks Related to Our Indebtedness

Our high level of indebtedness requires that we dedicate a substantial portion of our cash flows to debt service payments and
reduces the funds that would otherwise be available for other general corporate purposes and other business opportunities,
which could adversely affect our operating performance, growth, profitability and financial condition, which in turn could
make it more difficult for us to generate cash flow sufficient to satisfy all of our obligations under our indebtedness.

As of January 30, 2021, we had approximately $400.0 million outstanding under the Term Loan and $400.0 million
outstanding under the Notes, all of which is secured. As of January 30, 2021, we had no borrowings outstanding under the
ABL Facility, an available borrowing capacity under the ABL Facility of approximately $718.8 million (which is subject to
customary borrowing conditions, including a borrowing base), and outstanding letters of credit of $25.4 million, $20.1 million
of which were issued under the ABL Facility.
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Our overall level of indebtedness requires that we dedicate a substantial portion of our cash flows to debt service payments.
The Term Loan requires quarterly principal and cash interest payments through September 30, 2027. The ABL Facility matures
on November 6, 2025, subject to a springing maturity clause which is triggered 91 days before the November 6, 2027 maturity
of the Term Loan should it not be paid off or extended at least 91 days beyond the November 6, 2025 maturity date of the ABL
Facility. The Notes require semi-annual payments of interest (in arrears) and matures on November 15, 2027.

Our substantial indebtedness reduces the funds that would otherwise be available for operations, future business
opportunities and payments of our debt obligations and limits our ability to:

»  obtain additional financing, if necessary, for working capital and operations, or such financing may not be
available on favorable terms;

*  make needed capital expenditures;
+ make strategic acquisitions or investments or enter into joint ventures;
+  react to changes or withstand a future downturn in our business, the industry or the economy in general,

* meet store growth, distribution center expansion, e-commerce growth, budget targets and forecasts of future
results;

*  engage in business activities, including future opportunities that may be in our interest; and
+  react to competitive pressures or compete with competitors with less debt.

These limitations could adversely affect our operating performance, growth, profitability and financial condition, which
would make it more difficult for us to generate cash flow sufficient to satisfy our obligations under our indebtedness.

Our ability to make scheduled payments on our debt obligations also depends on our financial condition, results of
operations and capital resources, which are subject to, among other things: the business, financial, economic, industry,
competitive, regulatory and other factors discussed in these risk factors, and on other factors, some of which are beyond our
control, including: the level of capital expenditures we make, including those for acquisitions, if any; our debt service
requirements; fluctuations in our working capital needs; our ability to borrow funds and access capital markets; and restrictions
on debt service payments and our ability to make working capital borrowings for debt service payments contained in our debt
instruments.

If we are unable to generate sufficient cash flow to permit us to make scheduled service payments on our debt, then we will
be in default and holders of that debt could declare all outstanding principal and interest to be due and payable. If our existing
indebtedness were to be accelerated, there can be no assurance that we would have, or be able to obtain, sufficient funds to
repay such indebtedness in full. In addition, in the event of a default, the lenders under the ABL Facility could terminate their
further commitments to loan money and our secured lenders under the Term Loan and the ABL Facility and/or holders of the
Notes could foreclose against the assets securing their borrowings, and we could be forced into bankruptcy or liquidation.

Despite our high level of indebtedness, we may still be able to incur substantially more debt, which could further increase
the risks to our financial condition described above.

Despite our high level of indebtedness, we may be able to incur significant additional indebtedness in the future, including
off-balance sheet financings, trade credit, contractual obligations and general and commercial liabilities. Although the credit
agreements governing the Term Loan and the ABL Facility and the indenture governing the Notes contain restrictions on the
incurrence of additional indebtedness, these restrictions are subject to a number of qualifications and exceptions, and the
additional indebtedness incurred in compliance with these restrictions could be substantial. These restrictions also will not
prevent us from incurring obligations that do not constitute indebtedness, and additionally we have further borrowing capacity
under the ABL Facility. As of January 30, 2021, we had no borrowings outstanding under the ABL Facility, and an available
borrowing capacity under the ABL Facility of approximately $718.8 million (which is subject to customary borrowing
conditions, including a borrowing base). We may be able to increase the commitments under the ABL Facility by $250.0
million, subject to certain conditions. We may also be able to increase the capacity under the Term Loan by up to the greater of
(x) $480.0 million and (y) 100% of the Consolidated EBITDA (as defined in the Term Loan), plus an additional amount,
subject to certain conditions, which borrowings would be secured indebtedness. The addition of new debt to our current debt
levels could further exacerbate the related risks to our financial condition that we now face.
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If we are unable to generate sufficient cash to service all of our indebtedness, we may be forced to take other actions to fund
the satisfaction of our obligations under our indebtedness, which may not be successful.

If our cash flow is insufficient to fund our debt service obligations, we could face substantial liquidity problems and could
be forced to reduce or delay investments and capital expenditures or to dispose of material assets or operations, raise additional
debt or equity capital or restructure or refinance our indebtedness. However, we may not be able to implement any such
alternative measures on commercially reasonable terms or at all and, even if successful, those alternative actions may not allow
us to meet our scheduled debt service obligations. Even if new financing were available, it may be on terms that are less
attractive to us than our then existing indebtedness or it may not be on terms that are acceptable to us. In addition, the credit
agreements governing the Term Loan and the ABL Facility and the indenture governing the Notes restrict our ability to dispose
of assets and use the proceeds from those dispositions and may also restrict our ability to raise debt or equity capital to be used
to repay other indebtedness when it becomes due. Thus, we may not be able to consummate those dispositions or to obtain
proceeds in an amount sufficient to meet any debt service obligations then due.

If we cannot generate sufficient cash flow to permit us to make scheduled payments on our debt, then we will be in default
and holders of that debt could declare all outstanding principal and interest to be due and payable. If our existing indebtedness
were to be accelerated, there can be no assurance that we would have, or be able to obtain, sufficient funds to repay such
indebtedness in full. In addition, in the event of a default, the lenders under the ABL Facility could terminate their further
commitments to loan money and our secured lenders under the Term Loan and the ABL Facility and/or holders of the Notes
could foreclose against the assets securing their borrowings and we could be forced into bankruptcy or liquidation.

The terms of our outstanding indebtedness may restrict our current and future operations, particularly our ability to respond
to changes or to take certain actions.

The credit agreements governing the Term Loan and the ABL Facility and the indenture governing the Notes contain
restrictive covenants that impose significant operating and financial restrictions on us and may limit our ability to engage in acts
that may be in our best interest, including restrictions on our ability to:

e incur additional indebtedness and guarantee indebtedness;

* pay dividends or make other distributions in respect of, or repurchase or redeem, capital stock;
*  prepay, redeem or repurchase certain debt;

* make loans, investments and other restricted payments;

*  sell or otherwise dispose of assets;

¢ incur liens;

« enter into transactions with affiliates;

e alter the businesses we conduct;

e enter into agreements restricting our subsidiaries’ ability to pay dividends; and

*  consolidate, merge or sell all or substantially all of our assets.

Additionally, at certain times, the ABL Facility requires maintenance of a certain minimum adjusted fixed charge coverage
ratio. Our ability to comply with the covenants and restrictions contained in our credit agreements and indenture may be
affected by events beyond our control. If market or other economic conditions deteriorate, our ability to comply with these
covenants and restrictions may be impaired.

A breach of the covenants under one of these agreements could result in an event of default under the applicable
indebtedness, which, if not cured or waived, could have a material adverse effect on our business, results of operations and
financial condition. Such a default, if not cured or waived, may allow the creditors to accelerate the related debt principal and/
or related interest payments and may result in the acceleration of any other debt to which a cross-acceleration or cross-default
provision applies. If our existing indebtedness were to be accelerated, there can be no assurance that we would have, or be able
to obtain, sufficient funds to repay such indebtedness in full. In addition, an event of default under the credit agreement
governing our ABL Facility would permit the lenders under our ABL Facility to terminate all commitments to extend further
credit under that facility. Furthermore, if we were unable to repay the amounts due and payable under secured indebtedness, the
lenders/holders of such indebtedness could proceed against the collateral granted to them to secure that indebtedness, and we
could be forced into bankruptcy or liquidation.
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Our variable rate indebtedness subjects us to interest rate risk, which could cause our debt service obligations to increase
significantly.

Borrowings under the Term Loan and ABL Facility are at variable rates of interest and expose us to interest rate risk. If
interest rates increase, our debt service obligations on the variable rate indebtedness will increase even though the amount
borrowed will remain the same, and our net income and operating cash flows, including cash available for servicing our
indebtedness, will correspondingly decrease. We use interest rate swap agreements to hedge market risks relating to possible
adverse changes in interest rates with the intent of reducing volatility in our cash flows due to fluctuations in interest rates.
However, we may not maintain interest rate swaps with respect to all of our variable rate indebtedness, and any swaps we enter
into may not fully mitigate our interest rate risk, may prove disadvantageous, or may create additional risks. In addition, our
hedging activities are subject to the risks that a counterparty may not perform its obligations under the applicable derivative
instrument.

LIBOR and other interest rates that are indices deemed to be “benchmarks” are the subject of recent and ongoing national,
international and other regulatory guidance and proposals for reform. Some of these reforms are already effective, while others
are still to be implemented. These reforms may cause such benchmarks to perform differently than in the past, or to disappear
entirely, or have other consequences that cannot be predicted. Any such consequence could have a material adverse effect on
our existing facilities, our interest rate swap agreement or our future debt linked to such a “benchmark” and our ability to
service debt that bears interest at floating rates of interest.

If the financial institutions that are lenders under the ABL Facility fail to extend credit under the facility or reduce the
borrowing base, our liquidity and results of operations may be adversely affected.

One of our sources of liquidity is the ABL Facility. Each financial institution that is a lender under the ABL Facility is
responsible on a several but not joint basis for providing a portion of the loans to be made under the facility. If any participant
or group of participants with a significant portion of the commitments under the ABL Facility fails to satisfy its or their
respective obligations to extend credit under the facility and we are unable to find a replacement for such participant or
participants on a timely basis (if at all), our liquidity may be adversely affected. In addition, the lenders under the ABL Facility
may reduce the borrowing base under the facility in certain circumstances, which could adversely impact our liquidity and
results of operations.

Our high level of indebtedness may hinder our ability to negotiate favorable terms with our landlords, vendors and suppliers,
which could negatively impact our operating performance and, thus, could make it more difficult for us to generate cash
flow sufficient to satisfy all of our obligations under our indebtedness.

Our new store profitability is partially attributable to our ability to negotiate attractive rental rates with our landlords and to
secure sale-leaseback financing at attractive cap rates. Our high level of indebtedness may adversely affect our credit profile or
rating, which may adversely affect our ability to negotiate favorable rental rates for our new store locations or expiring existing
store leases or secure sale-leaseback financing. This could negatively impact the profitability of new and existing stores and
potentially limit the number of viable new store locations or replacement store locations for expiring store leases.

Our successful retail strategy is partially attributable to our ability to negotiate favorable trade terms with our vendors. Our
high level of indebtedness may adversely affect our credit profile or rating, which may adversely affect our ability to negotiate
favorable trade terms from our current or future merchandise vendors, including pricing, payment, delivery, inventory,
transportation, defective and marketing allowances and other terms, and may increase our need to support merchandise
purchases with letters of credit. We may also be unable to negotiate favorable trade terms for our current or future service and
non-merchandise vendors, including vendors that assist us in critical aspects of the business such as real estate, transportation
and logistics, customs, hazardous material and firearm compliance, warehousing and storage, insurance and risk management,
procurement, marketing and advertising, store and online operations and information technology. This could negatively impact
the profitability of our business and our ability to effectively compete against other retailers. Thus, our high level of
indebtedness could adversely affect the profitability of our business, which could make it more difficult for us to generate cash
flow sufficient to satisfy our obligations under our indebtedness.
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Risks Related to the Ownership of Our Common Stock

We are a “controlled company” within the meaning of the rules of Nasdaq and the rules of the SEC and, as a result, qualify
Jor, and rely on, exemptions from certain corporate governance requirements. You do not have the same protections
afforded to stockholders of other companies that are subject to such requirements.

Investment entities owned by investment funds and other entities affiliated with Kohlberg Kravis Roberts & Co. L.P.
(“KKR”), or the KKR Stockholders, collectively beneficially own approximately 54.5% of the voting power of common stock
(see Note 1 to the financial statements included within this Annual Report). As a result, we are a “controlled company” within
the meaning of the corporate governance standards of Nasdaq. Under these rules, a company of which more than 50% of the
voting power is held by an individual, group or another company is a “controlled company” and may elect not to comply with
certain corporate governance requirements, including the requirement that:

* amajority of our board of directors consist of “independent directors” as defined under the rules of Nasdaq;

* our director nominees be selected, or recommended for our board of directors’ selection by a nominating/
governance committee comprised solely of independent directors; and

¢ the compensation of our executive officers be determined, or recommended to our board of directors for
determination, by a compensation committee comprised solely of independent directors.

Because we utilize these exemptions, we do not have a majority of independent directors, our compensation committee and
nominating and governance committee do not consist entirely of independent directors. Accordingly, you do not have the same
protections afforded to stockholders of companies that are subject to all of the corporate governance requirements of Nasdaq.

KKR Stockholders control us and their interests may conflict with yours in the future.

KKR Stockholders collectively own approximately 54.5% of the voting power of our common stock (see Note 1 to the
financial statements included within this Annual Report). KKR Stockholders are able to control the election and removal of our
directors and thereby determine our corporate and management policies, including potential mergers or acquisitions, payment of
dividends, asset sales, amendment of our certificate of incorporation or bylaws and other significant corporate transactions for
so long as KKR Stockholders and their affiliates retain significant ownership of us. KKR Stockholders and their affiliates may
also direct us to make significant changes to our business operations and strategy, including with respect to, among other things,
store openings and closings, new product and service offerings, team member headcount levels and initiatives to reduce costs
and expenses. This concentration of our ownership may delay or deter possible changes in control of the Company, which may
reduce the value of an investment in our common stock. So long as KKR Stockholders continue to own a significant amount of
our voting power, even if such amount is less than 50%, KKR Stockholders are able to strongly influence or effectively control
our decisions and, so long as KKR Stockholders and their affiliates collectively own at least 5% of all outstanding shares of our
stock entitled to vote generally in the election of directors, KKR Stockholders are able to appoint individuals to our board of
directors under our stockholders agreement. See “Certain Relationships and Related Party Transactions—Stockholders
Agreement.” The interests of KKR Stockholders may not coincide with the interests of other holders of our common stock.

In the ordinary course of their business activities, KKR Stockholders and their affiliates may engage in activities where
their interests conflict with our interests or those of our stockholders. Our amended and restated certificate of incorporation
provides that any of KKR Stockholders, any of their affiliates or any director who is not employed by us (including any non-
employee director who serves as one of our officers in both his or her director and officer capacities) or his or her affiliates do
not have any duty to refrain from engaging, directly or indirectly, in the same business activities or similar business activities or
lines of business in which we operate. KKR Stockholders and their affiliates also may pursue acquisition opportunities that
may be complementary to our business and, as a result, those acquisition opportunities may not be available to us. In addition,
KKR Stockholders may have an interest in pursuing acquisitions, divestitures and other transactions that, in their judgment,
could enhance their investment, even though such transactions might involve risks to you.

In addition, KKR Stockholders and their affiliates are able to determine the outcome of all matters requiring stockholder
approval and are able to cause or prevent a change of control of the Company or a change in the composition of our board of
directors and could preclude any acquisition of the Company. This concentration of voting control could deprive you of an
opportunity to receive a premium for your shares of common stock as part of a sale of the Company and ultimately might affect
the market price of our common stock.
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We incur additional costs and associated with the requirements of being a public company, and our management is required
to devote substantial time to compliance, adding complexity to running our business.

As a public company, we incur significant legal, regulatory, finance, accounting, investor relations, insurance, and other
expenses that we did not incur as a private company, including costs associated with public company governance and reporting
requirements and costs of recruiting and retaining non-executive directors. We also incur costs associated with the Sarbanes-
Oxley Act, and the Dodd-Frank Wall Street Reform and Consumer Protection Act, or the Dodd-Frank Act, and related rules
implemented by the SEC, and costs in connection with continued listing on Nasdaq. The expenses incurred by public
companies generally for reporting and corporate governance purposes have been increasing. Our efforts to comply with these
rules and regulations increase our legal and financial compliance costs and to make some activities more time-consuming and/
or costly. Our management devotes a substantial amount of time to ensure that we comply with all of these requirements,
diverting the attention of management away from revenue-producing activities. These laws and regulations also could make it
more difficult or costly for us to obtain certain types of insurance, including director and officer liability insurance, and we may
be forced to accept reduced policy limits and coverage or incur substantially higher costs to obtain the same or similar coverage.
These laws and regulations could also make it more difficult for us to attract and retain qualified persons to serve on our board
of directors, our board committees or as our executive officers. Furthermore, if we are unable to satisfy our obligations as a
public company, we could be subject to delisting of our common stock, fines, sanctions and other regulatory action and
potentially civil litigation.

Failure to comply with requirements to design, implement and maintain effective internal controls could have a material
adverse effect on our business and stock price, and any failure to maintain financial controls could result in our financial
statements becoming unreliable

As a public company, we have significant requirements for enhanced financial reporting and internal controls. We have
made, and will continue to make, changes to our internal controls and procedures for financial reporting and accounting systems
to meet our reporting obligations as a public company. The process of designing and implementing effective internal controls is
a continuous effort that requires us to anticipate and react to changes in our business and the economic and regulatory
environments and to expend significant resources to maintain a system of internal controls that is adequate to satisfy our
reporting obligations as a public company. The measures we take may not be sufficient to satisfy our obligations as a public
company and if we are unable to establish or maintain appropriate internal financial reporting controls and procedures, it could
cause us to fail to meet our reporting obligations on a timely basis, result in material misstatements in our consolidated financial
statements and harm our results of operations. In addition, we will be required, pursuant to Section 404(a) of the Sarbanes-
Oxley Act, or Section 404, to furnish a report by management on, among other things, the effectiveness of our internal control
over financial reporting in the annual report for the fiscal year ended January 29, 2022. This assessment will need to include
disclosure of any material weaknesses identified by our management in our internal control over financial reporting. The rules
governing the standards that must be met for our management to assess our internal control over financial reporting are
complex and require significant documentation, testing and possible remediation. Testing and maintaining internal controls
may divert our management’s attention from other matters that are important to our business.

In connection with the implementation of the necessary procedures and practices related to internal control over financial
reporting, we may identify deficiencies that we may not be able to remediate in time to meet the deadline imposed by the
Sarbanes-Oxley Act for compliance with the requirements of Section 404. In addition, we may encounter problems or delays in
completing the remediation of any deficiencies identified by our independent registered public accounting firm in connection
with the issuance of their attestation report. Our testing, or the subsequent testing (if required) by our independent registered
public accounting firm, may reveal deficiencies in our internal controls over financial reporting that are deemed to be material
weaknesses. Any material weaknesses could result in a material misstatement of our annual or quarterly consolidated financial
statements or disclosures that may not be prevented or detected.

We may not be able to conclude on an ongoing basis that we have effective internal control over financial reporting in
accordance with Section 404 or our independent registered public accounting firm may not issue an unqualified opinion. If
either we are unable to conclude that we have effective internal control over financial reporting or our independent registered
public accounting firm is unable to provide us with an unqualified report, investors could lose confidence in our reported
financial information, which could have a material adverse effect on the trading price of our common stock.
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Our stock price may be highly volatile or may decline regardless of our operating performance, and you may not be able to
resell shares of our common stock at or above the price you paid or at all, and you could lose all or part of your investment
as a result.

The trading price of our common stock may be highly volatile and may be adversely affected due to a number of factors,
most of which we cannot control, including those listed elsewhere under this “Risk Factors” section, and the following:
» results of operations that vary from the expectations of securities analysts and investors;
* results of operations that vary from those of our competitors;

» changes in expectations as to our future financial performance, including financial estimates and investment
recommendations by securities analysts and investors;

¢ changes in economic conditions for companies in our industry;
* changes in market valuations of, or earnings and other announcements by, companies in our industry;

» declines in the market prices of stocks generally, particularly those of sporting goods and outdoor recreation
retail companies;

« additions or departures of key management personnel;
e strategic actions by us or our competitors;

e announcements by us, our competitors our suppliers of significant contracts, price reductions, new products or
technologies, acquisitions, dispositions, joint marketing relationships, joint ventures, other strategic
relationships or capital commitments;

» changes in preference of our customers and our market share;

* changes in general economic or market conditions or trends in our industry or the economy as a whole;
*  changes in business or regulatory conditions;

e future sales of our common stock or other securities;

e investor perceptions of or the investment opportunity associated with our common stock relative to other
investment alternatives;

» changes in the way we are perceived in the marketplace, including due to negative publicity or campaigns on
social media to boycott certain of our products, our business or our industry;

« the public’s response to press releases or other public announcements by us or third parties, including our filings
with the SEC;

» changes or proposed changes in laws or regulations or differing interpretations or enforcement thereof affecting
our business;

* announcements relating to litigation or governmental investigations;

* guidance, if any, that we provide to the public, any changes in this guidance or our failure to meet this guidance;

» the development and sustainability of an active trading market for our common stock;

» changes in accounting principles; and

» other events or factors, including those resulting from informational technology system failures and disruptions,
epidemics, pandemics, natural disasters, war, acts of terrorism, civil unrest or responses to these events.

Furthermore, the stock market may experience extreme volatility that, in some cases, may be unrelated or disproportionate
to the operating performance of particular companies. These broad market and industry fluctuations may adversely affect the
market price of our common stock, regardless of our actual operating performance. In addition, price volatility may be greater
if the public float and trading volume of our common stock is low.

In the past, following periods of market volatility, stockholders have instituted securities class action litigation against
various issuers. If we were to become involved in securities litigation, it could have a substantial cost and divert resources and
the attention of executive management from our business regardless of the outcome of such litigation, which may adversely
affect the market price of our common stock.
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You may be diluted by the future issuance of additional common stock in connection with our incentive plans, acquisitions
or otherwise.

We have approximately 209 million shares of common stock authorized but unissued. Our amended and restated certificate
of incorporation authorizes us to issue these shares of common stock, options and other equity awards relating to common stock
for the consideration and on the terms and conditions established by our board of directors in its sole discretion, whether in
connection with acquisitions or otherwise. We have reserved shares for issuance under our New Academy Holding Company,
LLC 2011 Unit Incentive Plan, or 2011 Equity Plan, our 2020 Omnibus Incentive Plan, or 2020 Equity Plan, and our new 2020
Employee Stock Purchase Plan, or ESPP. See “Executive Compensation—Equity Compensation Plans.” Any common stock
that we issue, including under our 2011 Equity Plan, 2020 Equity Plan, ESPP or other equity incentive plans that we may adopt
in the future, would dilute the percentage ownership held by the investors who purchase common stock in this offering. In the
future, we may also issue our securities in connection with investments or acquisitions. The amount of shares of our common
stock issued in connection with an investment or acquisition could constitute a material portion of our then-outstanding shares
of our common stock. Any issuance of additional securities in connection with investments or acquisitions may result in
additional dilution to you.

Our ability to raise capital in the future may be limited.

Our business and operations may consume resources faster than we anticipate. In the future, we may need to raise
additional funds through the issuance of new equity securities, debt or a combination of both. Additional financing may not be
available on favorable terms or at all. If adequate funds are not available on acceptable terms, we may be unable to fund our
capital requirements. If we issue new debt securities, the debt holders would have rights senior to holders of our common stock
to make claims on our assets and the terms of any debt could restrict our operations, including our ability to pay dividends on
our common stock. If we issue additional equity securities or securities convertible into equity securities, existing stockholders
will experience dilution and the new equity securities could have rights senior to those of our common stock. Because our
decision to issue securities in any future offering will depend on market conditions and other factors beyond our control, we
cannot predict or estimate the amount, timing or nature of our future offerings. Thus, you bear the risk of our future securities
offerings reducing the market price of our common stock and diluting their interest.

Because we have no current plans to pay cash dividends on our common stock, you may not receive any return on
investment unless you sell your common stock for a price greater than that which you paid for it.

We have no current plans to pay cash dividends on our common stock. The declaration, amount and payment of any future
dividends will be at the sole discretion of our board of directors, and will depend on, among other things, general and economic
conditions, our results of operations and financial condition, our available cash and current and anticipated cash needs, capital
requirements, contractual, legal, tax and regulatory restrictions and implications on the payment of dividends by us to our
stockholders or by our subsidiaries to us, including restrictions under our credit agreements, or indentures, and other
indebtedness we may incur, and such other factors as our board of directors may deem relevant. As a result, you may not
receive any return on an investment in our common stock unless you sell our common stock for a price greater than your
purchase price.

Academy Sports and Outdoors, Inc. is a holding company and depends on its subsidiaries for cash to fund its operations and
expenses, including future dividend payments, if any.

Our operations are conducted through our wholly owned subsidiaries and our ability to generate cash to meet our debt
service obligations or to make future dividend payments, if any, is highly dependent on the earnings of, and the receipt of funds
from, our subsidiaries via dividends or intercompany loans. We do not currently expect to declare or pay dividends on our
common stock for the foreseeable future; however, to the extent that we determine in the future to pay dividends on our
common stock, the agreements governing our indebtedness may restrict the ability of our subsidiaries to pay dividends or
otherwise transfer assets to us. In addition, Delaware law may impose requirements that may restrict our ability to pay
dividends to holders of our common stock.

Future sales, or the perception of future sales, by us or our existing stockholders in the public market could cause the
market price for our common stock to decline.

The sale of substantial amounts of shares of our common stock in the public market, or the perception that such sales could
occur, including sales by our existing stockholders, could harm the prevailing market price of shares of our common stock.
These sal