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%% Bespoke Intel | Sporting Goods Retail

BACKGROUND

a Survey of 1,532 US Consumers, balanced to census demographically.

FINDINGS:

1. Consumers are primarily drawn to Dick’s by the variety of products they sell, and they’ve increasingly
flagged convenience as a reason why they choose to shop at Dick’s (price is the second most important
factor, but the share who selected price has declined in 2023).

2. Nike remains the top brand that drives people to shop at Dick’s. Shoppers also are likely to say
sneakers/shoes drive them into the store.

3. Compared to Dick’s, a higher share of Academy shoppers say price is what compels them to choose
Academy. Similar to Dick’s, Nike is the top brand motivating shoppers to engage with the store.

4. Dick’s remains very dominant when it comes to unaided awareness. Simply put, it is the first sporting
goods retailer that comes to mind for consumers, and it leads in this regard by a large margin.

5. Dick’s customers are the most likely of all the sporting goods retailers to prefer shopping it in-stores.
The sentiment that they prefer shopping it in-stores has grown over time.

6. Self-reported recent shopping and expected shopping across sporting goods retailers in our survey are
net positive and generally unchanged q/q.
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[Why Do Customers Choose Dick’s and Academy?

If You Had To Choose One Sporting Goods Retailer, Which, and Why?
NPS
Competitive Dynamics

Sporting Goods Retail Trends
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What do you like most about Dick's sporting goods?
Posed to all respondents who have shopped Dick’s.

SELECTION

conmme TR 7 CONVENIENT o THEVARIETY

e QUALITY P_R|CES """""

THEVARETYOPRODUCTS = THESELECTION
------- <o THEQUALITY = o

VARIETY

August 2023

N=862

Source: ';\f( Bespoke Market Intelligence Survey

Sporting Goods Retail I



%% Bespoke Intel | Survey Research DKS, ASO

When you shop Dick's sporting goods, which typically describes why you chose Dick's? (Please select
1-2 choices)

Posed to all respondents who have shopped Dick’s.
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DKS, ASO

How much of a role do the brands available at Dick’s play in your decision to shop at Dick’s?

Posed to all respondents who have shopped Dick’s.
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How much of a role do the types of products available at Dick’s

Posed to all respondents who have shopped Dick’s.
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Source: ';\f( Bespoke Market Intelligence Survey

Fill-in: Which brands are important?

NIKE

play in your decision to shop at Dick’s?

Fill-in: Which products are important?
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What do you like most about Academy Sports and Outdoors?
Posed to all respondents who have shopped Academy.
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When you shop Academy Sports and Outdoors, which typically describes why you chose Academy?
(Please select 1-2 choices)

Posed to all respondents who have shopped Academy.
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How much of a role do the brands available at Academy play in your decision to shop at Academy?

Posed to all respondents who have shopped Academy.
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Fill-in: Which brands are important?
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How much of a role do the types of products available at Academy play in your decision to shop at

Academy?
Posed to all respondents who have shopped Academy.
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Fill-in: Which products are important?
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Why Do Customers Choose Dick’s and Academy?

[If You Had To Choose One Sporting Goods Retailer, Which, and Why?

NPS
Competitive Dynamics
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Sporting Goods Retail

10



%% Bespoke Intel | Survey Research DKS, ASO

If you had to buy sporting goods/apparel or any related items that these retailers sell, which of the
following retailers would you be most likely to choose?

Posed to all respondents.

: : 37.2%

Dick's Sporting Goods
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None of the above/NA
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0% 20% 40% 60% 80% 100%

* Reasons why respondents selected each of the above over the rest of the list explained on the next page.

Source: ';\,'4 Bespoke Market Intelligence Survey
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AUG 23 Data, for comparison | Why would you be most likely to choose

the prior page? (Select ALL that apply)
Posed to all respondents, piping in the answer choice they selected they would pick if shopping for sporting goods today.
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Source: £ Bespoke Market Intelligence Survey
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DKS, ASO

APR 23 Data, for comparison | Why would you be most likely to choose

the prior page? (Select ALL that apply)

Posed to all respondents, piping in the answer choice they selected they would pick if shopping for sporting goods today.

Dick's Sporting Goods

Other (please specify)

Convenience 4.2%
Selection/Product
Availability 70.6%
Price 54.6%
0% 20% 40% 60% 80% 100%
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Other (please specify) | 1.2%
Convenience
Selection/Product |
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Price 63.4%
0% 20% 40% 60% 80% 100%
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Other (please specify) | 0.0%
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Source: £ Bespoke Market Intelligence Survey
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FEB 23 Data, for comparison | Why would you be most likely to choose over other shown on
the prior page? (Select ALL that apply)

Posed to all respondents, piping in the answer choice they selected they would pick if shopping for sporting goods today.

Dick's Sporting Goods Cabela's REI
Other (please specify) 3.35 Other (please specify) 9.71% Other (please specify) 11.49%
Convenience 50,47% Convenience 42.72% Convenience 6.78%)|
Selection/Product Availability 65.92% Selection/Product Availability 57.28% Selection/Product Availability 67.82%
Price 54.00% Price 46.60% Price 44.88%
0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%
Academy Sports + Outdoors Bass Pro Shops BIG 5 Sporting Goods

Other (please specify) || 2.98 Other (please specify) 8.18% Other (please specify) || 3.09
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Selection/Product Availability 63.69% Selection/Product Availability 69.09% Selection/Product Availability 46.39%
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N =
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Selection/Product Availability 56.58% Selection/Product Availability 61.07% Academy Sports + Outdoors 168
Bass Pro Shops 110
Price 65.79% Price 59.54% BIG 5 Sporting Goods 97
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Footlocker 131

Source: ';,3 Bespoke Market Intelligence Survey Sporting Goods Retail I



Why Do Customers Choose Dick’s and Academy?
If You Had To Choose One Sporting Goods Retailer, Which, and Why?
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How likely are you to recommend the following to a friend or colleague?
Posed to all respondents who have shopped the below ever.

REI 31.8 N=

Dick's Sporting Goods 862

Academy Sports + Outdoors 31.3 Cabela's 382

REI 236

BIG 5 Sporting Goods 6 Academy Sports + Outdoors 352

Bass Pro Shops 441

. BIG 5 Sporting Goods 219

Camping World Champs Sports 253

c Footlocker 594

hamps Sports ;

= Aug (23) Camping World 119
Dick's Sporting Goods
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Bass Pro Shops
Footlocker

40 50 60 70 80

Source: 'X’« Bespoke Market Intelligence Survey
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Why Do Customers Choose Dick’s and Academy?
If You Had To Choose One Sporting Goods Retailer, Which, and Why?
NPS
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DKS, ASO

When you think of sporting goods retail companies, which comes to mind first? (Fill-In)
Posed to all respondents.

August 2023 WmD'CKSéPORTINGGOODSM

Source: ';\,'4 Bespoke Market Intelligence Survey
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DKS, ASO

When you think of sporting goods retail companies, which comes to mind first? (Fill-In)
Posed to all respondents.

February
2023

AAAAAA

DICKSSPORTINGGOODS = =~ -

w2005 DICKSSPORTINGGOODS

Source: ';\3 Bespoke Market Intelligence Survey
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DKS, ASO

Which of the following retailers, if any, have you heard of?

Posed to all respondents.

Dick's Sporting Goods
Footlocker

Bass Pro Shops

Cabela's

Academy Sports + Outdoors
Champs Sports

Camping World

REl

BIG 5 Sporting Goods

None of the above

N=1532

Source: ';\,'4 Bespoke Market Intelligence Survey
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DKS, ASO

Have you ever purchased anything form the following retailers?

Posed to all respondents.

Dick's Sporting Goods
Footlocker

Bass Pro Shops

Cabela's

Academy Sports + Outdoors
Champs Sports

None of the above

REl

BIG 5 Sporting Goods

Camping World

N=1532

Source: ';\,'4 Bespoke Market Intelligence Survey
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How do you prefer to shop the following?
Posed to all respondents who have shopped the below.

RE
Camping World
Champs Sports
BIG 5 Sporting
Good
0048 m Aug (23)
Cabela's = Apr (23)
B Feb (23)
Academy Sports ® Nov (22)
+Outdoors B Aug (22)
= Feb (22)
Footlocker m Oct (21)
m May (29
Bass Pro Shops
Dick's Sporting
Goods
Always In-Store Usually In-Store Same Usually Online Always Online
N=
Dick's Sporting Goods 862
Cabela's 382
REI 236
Academy Sports + Outdoors 352
Bass Pro Shops 441
BIG 5 Sporting Goods 219
Champs Sports 253
Footlocker 594
Camping World 119

Source: ';\,'4 Bespoke Market Intelligence Survey
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When did you most recently purchase something from the following?
Posed to all respondents who have purchased from the below.

Cabela's
Bass Pro Shops

Footlocker

Dick's Sporting

Goods
B Aug (23)
Camping World = Apr (23)
H Feb (23)
B Nov (22)
RE m Aug (22)
B Feb (22)
Champs Sports ® Oct (21
= May (2
BIG 5 Sporting
Goods
Academy Sports +
Outdoors
In The Past Month In The Past Three Months In The Past Year More Than A Year Agol/l
Can't Recall o .
Dick's Sporting Goods
Cabela's
REI
Academy Sports + Qutdoors
Bass Pro Shops
BIG 5 Sporting Goods
Champs Sports
Footlocker

Camping World

Source: ';\,'4 Bespoke Market Intelligence Survey
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Have you recently increased or decreased your shopping of the following?
Posed to all respondents who have purchased from the below.

2

Footlocker
—
2
Bass Pro Shops é
Cabela's e — |
. . 193
Dick's Sporting
Goods - m Aug (23)
Camping World - 2ptr) ((223;))
HFe
Academy = Nov (22)
Sports +... Aug (22)
mFeb (22)
RE = Oct (21)
B May (2
BIG 5 Sporting @Y
Goods
Champs Sports
N=
Increased No Change Decreased Dick's Sporting Goods 862
Cabela's 382
REI 236
Academy Sports + OQutdoors 352
Bass Pro Shops 441
BIG 5 Sporting Goods 219
Champs Sports 253
Footlocker 594
Camping World 119

Source: ';\,'4 Bespoke Market Intelligence Survey
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Going forward, do you expect to change how often you shop the following?
Posed to all respondents who have purchased from the below.
185
Bass Pro Shops
Cabela's
Dick's Sporting
Goods
Footlocker
= Aug (23)
Camping World H Apr (23)
B Feb (23)
E Nov (22)
RE m Aug (22)
Feb (22)
BIG 5 Sporting
Goods B Oct (27)
= May (29
Academy
Sports +
Outdoors N=
Champs Sports Dick's Sporting Goods 862
Cabela's 382
REI 236
Will Increase No Change Will Decrease Academy Sports + Outdoors 352
Bass Pro Shops 441
BIG 5 Sporting Goods 219
Champs Sports 253
Footlocker 594
Camping World 119
5% i ; i
Source: 9+ Bespoke Market Intelligence Survey Sportlng Goods Retail
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Thinking of the types of items that you have bought from this retailer for, how loyal are you to this

retailer for these purchases?
Posed to all respondents who shop the below retailers.

21

Bass Pro Shops

21

-
I —
—
I —
-

Cabela's
2.06
Footlocker
Dick's Sporting
Goods
Aug (23)
Apr (23
Camping World pr (23)
Feb (23)
Nov (22)
REl
Aug (22)
BIG 5 Sporting Feb (22)
Goods Oct (21)
May (29
Champs Sports
Academy Sports + i . _
Outdoors Dick's Sporting Goods 862
Cabela's 382
i REI 236
| Always Buy From This | Usually Buy From | Rarely Buy From
Retailer This Retailer This Retailer Academy Sports + Outdoors 352
Bass Pro Shops 441
BIG 5 Sporting Goods 219
Champs Sports 253
Footlocker 594
Camping World 119

Source: ';\,'4 Bespoke Market Intelligence Survey
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DKS, ASO

When you shop the following, how likely are you to check the price of the item on Amazon before you
buy it from this retailer?

Posed to all respondents who have shopped the below.

Camping
World

RE

Champs
Sports

BIG 5 Sporting
Goods

Bass Pro
Shops

Cabela's

Dick's
Sporting
Goods

Footlocker
Academy

Sports +
Outdoors

Very Unlikely To Price
Check On Amazon

Unlikely To Price
Check On Amazon

Somewhat Likely To

Likely To Price Check
Price Check on

on Amazon

Source: ';\f( Bespoke Market Intelligence Survey
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m Aug (22)
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® Oct (29
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Very Likely To Price
Check on Amazon

Dick's Sporting Goods
Cabela's
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Academy Sports + Qutdoors

Bass Pro Shops

BIG 5 Sporting Goods
Champs Sports
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Please rate the strength of your relationship with the following:
Posed to all respondents who have shopped the below.
2.56
Bass Pro Shops
254
Footlocker
252
Cabela's
244
Dick's Sporting
Goods
= Aug (23)
Camping World m Apr (23)
m Feb (23)
H Nov (22)
Champs Sports = Aug (22)
= Feb (22)
RE B Oct (21)
= May (29
BIG 5 Sporting
Goods
Academy Sports N=
+Outdoors Dick's Sporting Goods 862
Cabela's 382
Very St
ery Strong Very Weak REI 236
Academy Sports + OQutdoors 352
Bass Pro Shops 441
BIG 5 Sporting Goods 219
Champs Sports 253
Footlocker 594
Camping World 119
5% i ; i
Source: 9+ Bespoke Market Intelligence Survey Sportlng Goods Retail
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