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2025 Letter to Shareholders

Dear Fellow Shareholders:

| am pleased with the momentum we have built across our diversified business in FY25. Our associates,
stores, technology and digital capabilities, all seamlessly tied together, enable us to provide the most
customer-centric car buying and selling experience. We have achieved three straight quarters of retail
unit growth and robust EPS growth. In addition, we expanded our footprint by opening five stores and a
standalone reconditioning center, and celebrated the opening of our 250" store.

FY25 was also a pivotal year for CarMax as we continued to enhance our omni-channel experience for
associates and customers, drive operating efficiencies, foster an exceptional workplace culture, and
make a positive impact on our communities.

| share more on several of these important accomplishments below.

Experience and Efficiencies
| am proud of the steps we took during the year to further differentiate our omni-channel offering and
drive incremental operational efficiencies.

We rolled out a number of new systems that enhance consumers’ shopping experiences, support
conversion and enable our associates to be more efficient. These include order processing in our stores,
customer accounts online, Al-driven knowledge management in our Customer Experience Centers, and
EV research and shopping tools on the Edmunds and CarMax websites.

“ d of th t Our digital tools and enhancements have made it easier for
arm proudo € steps consumers to self-progress in their shopping journey. Skye,

we took during the year to  our Al-powered virtual assistant, is now able to

. . independently answer over half of the questions our
further differentiate our customers ask it, reflecting more than a 20% year over year

omni-channel offering and improvement. Going forward, we plan to continue to

drive incremental expand Skye’s functionality with additional data and new
architecture. Additionally, next year we will focus on

operational efficiencies.” improving our online vehicle transfer experience.

We ended the year with more than 80% of our sales supported by our digital capabilities, and the rate of
fully self-progressed online sales grew by 25% across FY25.

For supply, we enhanced both our consumer and dealer-facing appraisal experiences. We are now able
to give digital offers to approximately 99% of the customers who come to carmax.com for an appraisal,
and we made our dealer tool, MaxOffer, even easier to use. This has attracted more dealers to the
offering and has driven record sourcing volume each quarter. In FY26, we will further enhance MaxOffer



to attract new dealers, expanding our access to directly sourced vehicles. We will also streamline the
online appraisal checkout process and expand appraisal pick-up availability to new markets.

For finance, we began testing new credit scoring models and corresponding strategies across the full
credit spectrum, which positions us to further grow CarMax Auto Finance (CAF) income modestly in the
near-term and more materially over time. We are excited about the tremendous growth potential
unlocked by the broadening of our securitization program. This year, we expanded our ABS model,
successfully executing our first non-prime and higher-prime transactions. Going forward, we plan to
continue extending CAF’s participation across the credit spectrum to grow penetration and capture
additional finance profit. We will also modernize the ownership experience on CAF’s digital platform,
which will enhance the customer experience and drive operating efficiencies.

And finally, we continued to focus on driving down cost of

“l believe, and our goods sold by pursuing incremental efficiency
. opportunities across our logistics network and
research affi rms, that no reconditioning operations. We achieved savings of

approximately $125 per unit this year and anticipate that
we will achieve at least another $125 per unit in fiscal

experience. This is a key 2026. This exceeds the initial $200 target that we set at

. . . the beginning of fiscal 2025. These efficiencies support
differentiator that gives us affordability as we pass savings on to our customers and

competitor can match our

the right to win and access  2/°C suPport our margins.
to the largest total Committed to Our Associates and Communities

None of these achievements would be possible without
addressable market in the our more than 30,000 talented and dedicated associates
nationwide. CarMax associates foster our incredible
company culture, and they are the reason we have been
recognized by Fortune Magazine for 21 consecutive years
as one of the 100 Best Companies to Work For™. This is a major accomplishment that we all celebrate.
As part of our core value of putting people first, we also remain committed to championing a culture of
inclusion, connection, and belonging that values diversity of perspective, experience, and thought.

used car space.”

Since 2003, CarMax and The CarMax Foundation have invested more than $110 million in the
communities where we live and work. This year, we continued our steadfast support of nonprofits in our
communities and 100% of our locations participated in volunteer events. We continue to amplify our
social impact in collaboration with KABOOM! and Points of Light. Together, we mobilized thousands of
associates for days of service creating lasting impact on neighborhoods near our locations by building
playgrounds and transforming community centers, gardens, and schools. Under the leadership of The
CarMax Foundation, we developed new and innovative ways for our associates to give back in their
communities.

Finally, we continue to make meaningful progress in reducing our environmental impact and remain on
track to achieve our calendar year 2025 GHG emissions reduction target.

| welcome you to review our upcoming 2025 Responsibility Report for more information on these
initiatives and more.



Looking Ahead

| am excited for the future of our company. As we look ahead to FY26, we will leverage and enhance our
capabilities to drive growth through better execution, innovative efforts and upleveled experiences. |
believe, and our research affirms, that no competitor can match our experience. This is a key

III

‘d also like to call out the
power of the earnings
model we have built,
which is designed to
deliver an earnings per
share growth CAGR in the
high teens when retail
unit growth is in the mid-
single digits.”

differentiator that gives us the right to win and access to
the largest total addressable market in the used car space.
I'd also like to call out the power of the earnings model we
have built, which is designed to deliver an earnings per
share growth CAGR in the high teens when retail unit
growth is in the mid-single digits.

To our associates, thank you for living our values every day
and for taking care of each other, our customers and our

communities. You are critical to our long-term success.

| would also like to thank our shareholders for your
continued support and interest in CarMax.

Looking ahead, | am excited for all the work we will be

doing to continue the positive momentum we drove in FY25 and to continue to create lasting value for
our associates, customers, communities, and shareholders.

Bill Nash

Bl /1—~"—

President and Chief Executive Officer
April 11, 2025
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PART I
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In this document, “we,” “our,” “us,” “CarMax” and “the company” refer to CarMax, Inc. and its wholly owned subsidiaries,
unless the context requires otherwise.

FORWARD-LOOKING AND CAUTIONARY STATEMENTS

This Annual Report on Form 10-K and, in particular, the description of our business set forth in Item 1 and our Management’s
Discussion and Analysis of Financial Condition and Results of Operations set forth in Item 7 contain forward-looking
statements within the meaning of Section 27A of the Securities Act of 1933, as amended (“Securities Act”), and Section 21E of
the Securities Exchange Act of 1934, as amended (“Exchange Act”), including statements regarding:

e Our projected future sales and market share growth, comparable store sales growth, margins, tax rates, earnings, CarMax
Auto Finance income and earnings per share.

*  Our business strategies.

*  Our expectations for strategic investments.

*  Our expectations of factors that could affect CarMax Auto Finance income.

*  Our expected future expenditures, cash needs, and financing sources.

*  Our expected capital structure, stock repurchases and indebtedness.

e The projected number, timing and cost of new location openings.

*  Our gross profit margin, inventory levels and ability to leverage selling, general and administrative and other fixed costs.
e Our sales and marketing plans.

*  The capabilities of our proprietary information technology systems and other systems.

*  Our assessment of the potential outcome and financial impact of litigation and the potential impact of unasserted claims.
*  Our assessment of competitors and potential competitors.

e Our expectations for growth in our markets and business sectors.

*  Our assessment of the effect of recent regulations, legislation and accounting pronouncements.

In addition, any statements contained in or incorporated by reference into this report that are not statements of historical fact
should be considered forward-looking statements. You can identify these forward-looking statements by the use of words such
as “anticipate,” “believe,” “could,” “enable,” “estimate,” “expect,” “intend,” “may,” “outlook,” “plan,” “positioned,” “predict,”
“should,” “target,” “will” and other similar expressions, whether in the negative or affirmative. We cannot guarantee that we
will achieve the plans, intentions or expectations disclosed in the forward-looking statements. There are a number of important
risks and uncertainties that could cause actual results to differ materially from those indicated by our forward-looking
statements. These risks and uncertainties include, without limitation, those set forth in Item 1A under the heading “Risk
Factors.” We caution investors not to place undue reliance on any forward-looking statements as these statements speak only as
of the date when made. We disclaim any intent or obligation to update any forward-looking statements made in this report.

EEINT3 EEINT3 EEINT3



Item 1. Business.
BUSINESS OVERVIEW

CarMax Background

CarMax, Inc. delivers an unrivaled customer experience by offering a broad selection of quality used vehicles and related
products and services at competitive, no-haggle prices using a customer-friendly sales process. We are the nation’s largest
retailer of used cars, and we sold 789,050 used vehicles at retail during the fiscal year ended February 28, 2025. We are also
one of the nation’s largest operators of wholesale vehicle auctions, with 544,312 vehicles sold during fiscal 2025, and one of
the nation’s largest providers of used vehicle financing, servicing approximately 1.1 million customer accounts in our
$17.59 billion portfolio of managed receivables as of February 28, 2025. Our omni-channel platform empowers our retail
customers to buy a car on their terms - online, in-store or a seamless combination of both. Our associates, stores, technology
and digital capabilities seamlessly tied together enable us to provide the most customer centric car buying and selling
experience. This is a key differentiator that gives us the right to win and access to the largest total addressable market in the
used car space. This positions us to deliver strong market share growth and significant year-over-year earnings growth for
years to come.

CarMax was incorporated under the laws of the Commonwealth of Virginia in 1996. CarMax, Inc. is a holding company and
our operations are conducted through our subsidiaries. Under the ownership of Circuit City Stores, Inc. (“Circuit City”), we
began operations in 1993 with the opening of our first CarMax store in Richmond, Virginia. On October 1, 2002, the CarMax
business was separated from Circuit City through a tax-free transaction, becoming an independent, publicly traded
company. As of February 28, 2025, we operated 250 used car stores in 109 U.S. television markets. Our home office is located
at 12800 Tuckahoe Creek Parkway, Richmond, Virginia.

On June 1, 2021, we completed the acquisition of Edmunds Holding Company (“Edmunds”), one of the most well-established
and trusted online guides for automotive information and a recognized leader in digital car shopping innovations. With this
acquisition, CarMax enhanced its digital capabilities and further strengthened its role and reach across the used auto ecosystem
while adding exceptional technology and creative talent.

CarMax Business

We operate in two reportable segments: CarMax Sales Operations and CarMax Auto Finance (“CAF”). Our CarMax Sales
Operations segment consists of all aspects of our auto merchandising and service operations, excluding financing provided by
CAF. Our CAF segment consists solely of our own finance operation that provides financing to customers buying retail
vehicles from CarMax.

CarMax Sales Operations. Our CarMax Sales Operations segment sells used vehicles, purchases used vehicles from customers
and other sources, sells related products and services, and arranges financing options for customers, all for competitive, no-
haggle prices. We enable our customers to separately evaluate each component of the sales process based on comprehensive
information about the terms and associated prices of each component. Customers can accept or decline any individual element
of the offer without affecting the price or terms of any other component of the offer.

Purchasing a Vehicle:

The vehicle purchase process at CarMax differs fundamentally from the traditional auto retail experience. Our no-haggle
pricing removes a frequent customer frustration with the purchase process and allows customers to shop for vehicles the same
way they shop for other consumer products. Our omni-channel platform further empowers our customers to buy a car on their
own terms — online, in-store or a seamless combination of both.

Our omni-channel platform provides multiple ways for our customers to interact with us, including completely online. A
customer may interact online with Skye (our Al-powered virtual assistant) or with our customer experience consultants via
phone, text messages or chat. These employees are paid a fixed hourly rate and receive incentive bonuses based on their ability
to effectively progress the customer through their car-buying journey. Customers may also interact in-person with our sales
consultants who are generally paid commissions on a fixed dollars-per-unit standard, thereby earning the same commission
regardless of the vehicle being sold, the amount a customer finances or the related interest rate. These pay structures align our
associates’ interests with those of our customers, in contrast to other dealerships where sales and finance personnel may receive
higher commissions for negotiating higher prices and interest rates, or steering customers to vehicles with higher gross profits.

We recondition every used vehicle we retail to meet our CarMax Quality Certified standards, and each vehicle must pass an
inspection before being offered for sale. We stand behind every retail used vehicle we sell with our Love Your Car Guarantee.
This guarantee gives customers the ability to take 24-hour test drives before committing to purchase as well as provides a 10-



day money-back guarantee and a 90-day/4,000-mile limited warranty. Our CarMax Quality Certified standards were developed
internally by CarMax and are not affiliated with any third party or original equipment manufacturer program.

We maximize customer choice by offering a large selection of inventory on our lots and by making our nationwide inventory
available for viewing on our online platforms and mobile app. As of February 28, 2025, we had approximately 73,000 saleable
retail vehicles in our inventory. Vehicles in-transit or on customer hold are not reservable by other customers on our website.
Upon request by a customer, we will transfer virtually any used vehicle in our inventory. This gives CarMax customers access
to a much larger selection of vehicles than any traditional auto retailer. In fiscal 2025, approximately 38% of our vehicles sold
were transferred at customer request.

Selling us a Vehicle:

We have separated the practice of trading in a used vehicle in conjunction with the purchase of another vehicle into two distinct
and independent transactions. We will appraise a customer’s vehicle in-person free of charge and make a written, guaranteed
offer to buy that vehicle regardless of whether the owner is purchasing a vehicle from us. We also provide online instant
appraisal offers, which quickly give customers an offer on their vehicle. Our no-haggle offer is good for seven days. The
success of these offerings strengthens our leadership position as the largest used vehicle buyer from consumers in the U.S.

Vehicle purchases are also made through MaxOffer, our digital appraisal product for dealers that gives licensed dealers an
instant offer good for seven days. We leverage the Edmunds sales team to open new markets and sign-up new dealers for
MaxOffer.

In fiscal 2025, we purchased approximately 1.2 million vehicles from consumers and dealers.

Based on age, mileage or condition, approximately half of the vehicles acquired through our appraisal processes meet our retail
standards. Those vehicles that do not meet our retail standards are sold to licensed dealers through our wholesale
auctions. Unlike many other auto auctions, we own all the vehicles that we sell in our auctions, which allows us to maintain a
high auction sales rate. This high sales rate, combined with dealer-friendly practices, makes our auctions an attractive source of
vehicles for licensed dealers. We continue to further enhance our auction products to improve dealer experiences. For fiscal
2025, our average auction sales rate was approximately 98%.

Financing a Vehicle:
The availability of financing is a critical component of the vehicle purchase process, and having an array of finance sources

increases approvals, expands access to financing for our customers and mitigates risk to CarMax. Our finance program
accommodates customers across a wide range of the credit spectrum through both CAF and third-party providers. We believe
that our processes and systems, transparency of pricing, and vehicle quality, as well as the integrity of the information collected
at the time the customer applies for credit, enable CAF and our third-party providers to make underwriting decisions in a unique
and advantageous environment distinct from the traditional auto retail environment. All finance offers, whether from CAF or
our third-party providers, are backed by a 3-day payoff option, which allows customers to refinance their loan with another
finance provider within three business days at no charge.

We offer pre-qualification and finance-based shopping products nationwide, which are supported by CAF and multiple third-
party providers. These products enable customers to request pre-qualification online with no impact to credit scores and receive
their decisions and terms within minutes, empowering them to conveniently shop with their personalized, pre-qualification
terms across our nationwide inventory. These products seamlessly provide consumers with the information and capabilities
they need to shop for financing that best meets their budget and needs, further differentiating CarMax’s customer-centric
financing experience. Approximately 80% of our customers use our online finance-based shopping tool as they begin the credit
process. We have also established an online checkout and purchasing experience, which integrates our financing process,
allowing eligible customers to apply and accept finance offers online without the assistance of an associate. We continue to
enhance and further expand these products and experiences.

Related Products and Services:

We provide customers with a range of other related products and services, including extended protection plan (“EPP”’) products
and vehicle repair service. EPP products include extended service plans (“ESPs”) and guaranteed asset protection (“GAP”),
which is designed to cover the unpaid balance on an auto loan in the event of a total loss of the vehicle or unrecovered theft.
Our ESP customers have access to vehicle repair service at each CarMax store and at thousands of independent and franchised
service providers. We believe that the broad scope of our ESPs helps promote customer satisfaction and loyalty, and thus
increases the likelihood of repeat and referral business. In fiscal 2025, approximately 54% of the customers who purchased a
retail used vehicle also purchased an ESP and approximately 18% purchased GAP.




CarMax Auto Finance. CAF provides financing solely to customers buying retail vehicles from CarMax. CAF allows us to
manage our reliance on third-party finance providers and to leverage knowledge of our business to provide qualifying
customers a competitive financing option. CAF utilizes proprietary scoring models based upon the credit history and other
credit data of the customer along with CAF’s historical experience to predict the likelihood of customer repayment. Because
CAF offers financing solely to CarMax customers, our scoring models are optimized for the CarMax channel. We believe CAF
enables us to capture additional profits, cash flows and sales. After the effect of 3-day payoffs and vehicle returns, CAF
financed 42.7% of our retail used vehicle unit sales in fiscal 2025.

CAF also services all auto loans it originates and is responsible for providing billing statements, collecting payments,
maintaining contact with delinquent customers, and arranging for the repossession of vehicles securing defaulted loans.

Competition

CarMax Sales Operations. The U.S. used car marketplace is highly fragmented, and we face competition from franchised
dealers, who sell both new and used vehicles; online and mobile sales platforms; independent used car dealers; and private
parties. According to industry sources, as of December 31, 2024, there were over 18,000 franchised dealers in the U.S., who
sell the majority of late-model used vehicles. Competition in our industry has evolved with the adoption of online platforms
and marketing tools, all of which facilitate increased competition.

Based on industry data, there were approximately 38 million used cars sold in the U.S. in calendar 2024, of which
approximately 20 million were estimated to be age 0- to 10-year old vehicles. We are the largest retailer of used vehicles in the
U.S. In calendar 2024, we estimate we sold approximately 3.7% of the age 0- to 10-year old vehicles sold on a nationwide
basis, consistent with calendar 2023. External title data indicates that while our year-over-year market share came under
pressure during the first half of the year, it recovered as we achieved accelerating gains through the second half of the year, with
particular strength in vehicles aged 0 to 4 years, which grew for the entire year. Our market share is generally correlated to the
length of time we have operated in a given market.

We believe that our principal competitive advantages in used vehicle retailing include our ability to provide a high degree of
customer satisfaction with the car-buying experience by virtue of our competitive, no-haggle prices and our customer-friendly
sales process; our breadth of selection of the most popular makes and models available; the quality of our vehicles; our
proprietary information systems; the transparency and availability of CAF and third-party financing; the locations of our retail
stores; and our commitment to evolving our car-buying experience to meet customers’ changing expectations. Our omni-
channel platform empowers our retail customers to buy a car on their terms - online, in-store or a seamless combination of both.
Our associates, stores, technology and digital capabilities seamlessly tied together enable us to provide the most customer
centric car buying and selling experience. This is a key differentiator that gives us the right to win and access to the largest total
addressable market in the used car space. This positions us to deliver strong market share growth and significant year-over-year
earnings growth for years to come.

In addition, we believe our willingness to appraise and purchase a customer’s vehicle, whether or not the customer is buying a
car from us, provides a competitive sourcing advantage for retail vehicles. Our high volume of appraisal purchases, further
supported by our online instant appraisal offers and MaxOffer, supplies not only a large portion of our retail inventory, but also
provides the scale that enables us to conduct our own wholesale auctions to dispose of vehicles that do not meet our retail
standards.

Our wholesale auctions compete with other automotive in-person and online auctions. These competitors auction vehicles of all
ages, while CarMax’s auctions predominantly sell older, higher mileage vehicles. Since fiscal 2021, our wholesale auctions
have primarily been conducted virtually.

CarMax Auto Finance. CAF operates and is a significant participant in the auto finance sector of the consumer finance
market. This sector is primarily comprised of banks, captive finance divisions of new car manufacturers, credit unions and
independent finance companies. According to industry sources, this sector represented approximately $1.7 trillion in
outstanding receivables as of December 31, 2024. CAF’s primary competitors are banks and credit unions that offer direct
financing to customers purchasing used cars.

We believe that CAF’s principal competitive advantage is its strategic position as the primary finance source for CarMax
customers, and that CAF’s primary drivers for growth are the growth in CarMax’s retail used unit sales as well as increased
penetration through full credit spectrum lending. We periodically test different credit offers and closely monitor acceptance
rates and the effect on sales to assess market competitiveness. We also monitor 3-day payoffs, as the percentage of customers
exercising this option can be an indication of the competitiveness of our offer.



Products and Services

Retail Merchandising. We offer customers a broad selection of makes and models of used vehicles, including domestic,
imported and luxury vehicles, as well as hybrid and electric vehicles (“EV”), at competitive prices. Our focus is vehicles that
are 0 to 10 years old, with vehicles that are 0 to 6 years old representing approximately 75% of used vehicle sales in fiscal 2025.
Over the past three fiscal years, vehicles that are 0 to 10 years old generally ranged in price from $15,000 to $49,000. The mix
of our used vehicle inventory by make, model and age will vary from time to time, depending on consumer preferences,
seasonality and market pricing and availability.

Wholesale Auctions. The typical vehicle sold at our wholesale auctions is more than 10 years old and has more than 100,000
miles. We provide condition disclosures on each vehicle, including those for vehicles with major mechanical issues, possible
frame or flood damage, branded titles, salvage history and unknown true mileage. Professional, licensed auctioneers conduct
our auctions. Dealers pay a fee to us based on the sales price of the vehicles they purchase. Our auctions are generally held on
a weekly or bi-weekly basis.

Extended Protection Plans. In conjunction with the sale of a vehicle, we offer customers EPP products. We receive revenue
for selling these plans on behalf of unrelated third parties, who are the primary obligors. We have no contractual liability to
customers for claims under these agreements. The ESPs we currently offer on all used retail vehicles provide coverage up to 60
months (subject to mileage limitations). GAP covers the customer for the term of their finance contract. The EPPs that we sell
have been designed to our specifications and are administered by the third parties through private-label arrangements.
Periodically, we may receive profit-sharing revenues based upon the performance of the ESP policies administered by third
parties. As of February 28, 2025, our third-party ESP providers included Assurant, Inc., CNA National Warranty Corporation
and Fidelity Warranty Services, Inc. Our third-party GAP provider as of February 28, 2025 was Safe-Guard Products
International LLC.

Reconditioning and Service. An integral part of our used car consumer offer is the reconditioning process, designed to make
sure every car meets our internal standards before it can become a CarMax Quality Certified vehicle. This process includes an
inspection of the engine and all major systems. Based on this inspection, we determine the reconditioning necessary to bring
the vehicle up to our internal quality standards. Many of our stores depend upon nearby, typically larger, CarMax stores for
reconditioning, which increases efficiency and reduces overhead. We utilize stand-alone reconditioning centers to balance
production capacity across our stores and drive efficiency across our network. We perform most routine mechanical and minor
body repairs in-house; however, for some reconditioning services, including, but not limited to, services related to
manufacturer’s warranties, we engage third parties specializing in those services. CarMax does not have manufacturer
authorization to complete recall-related repairs, and some vehicles CarMax sells may have unrepaired safety recalls. However,
safety recall information, as reported by the National Highway Traffic Safety Administration, is available on our website, and
we review any unrepaired safety recall information with our used vehicle customers before purchase.

All CarMax used car stores provide vehicle repair service, including repairs of vehicles covered by the ESPs we sell.
Additionally, we have partnered with third-party auto service and repair providers. Through these partnerships, our customers
have access to a nationwide network of trusted, quality and fair-priced service and repair locations.

Customer Credit. We offer financing alternatives for retail customers across a wide range of the credit spectrum through CAF
and arrangements with several financial institutions. Vehicles are financed using retail installment contracts secured by the
vehicle. As of February 28, 2025, our network of third-party finance providers included Ally Financial, American Credit
Acceptance, Capital One Auto Finance, Exeter Finance Corp., Santander Consumer USA and Westlake Financial Services. We
have no recourse liability for credit losses on retail installment contracts arranged and held by third-party providers, and we
periodically test additional third-party providers.

Generally, credit applications submitted by customers to CarMax are initially reviewed by CAF using our proprietary
underwriting standards. Based on that review, CAF makes financing offers designed to create a loan portfolio that meets our
targeted risk profile in the aggregate. Applications that CAF declines or approves with conditions are generally evaluated by
other third-party finance providers. Third-party providers generally either pay us or are paid a fixed, pre-negotiated fee per
contract. We refer to the providers who generally pay us a fee or to whom no fee is paid as Tier 2 providers, and we refer to
providers to whom we pay a fee as Tier 3 providers. We are willing to pay a fee to Tier 3 providers because we believe their
participation provides us with incremental sales by enabling customers to secure financing that they may not otherwise be able
to obtain. All fees either received or paid are pre-negotiated at a fixed amount and do not vary based on the amount
financed, the interest rate, the term of the loan or the loan-to-value ratio. CAF also provides financing for a small percentage of
customers who would typically be financed by a Tier 2 or Tier 3 provider. CAF is building the capability to scale its
participation across all credit tiers, which will help to capture finance economics, drive sales, and complement our valued
lending partnerships that are a key foundation of CarMax’s best-in-class credit platform.



We do not offer financing to dealers purchasing vehicles at our wholesale auctions. However, we have made arrangements to
have third-party financing available to our auction customers.

Suppliers for Used Vehicles

We acquire a significant percentage of our retail used vehicle inventory directly from consumers through our in-store and online
appraisal processes, as well as through local, regional and online auctions. We also acquire used vehicle inventory from
wholesalers, franchised and independent dealers and fleet owners, such as leasing companies and rental companies. Instant
offer, our online consumer-facing appraisal tool, as well as MaxOffer, our digital appraisal product for dealers, have
significantly driven the increase in our vehicle purchases. The buy rate for customers who engage with us after first receiving
an online instant appraisal offer is typically higher than through our traditional appraisal lane. The used vehicle inventory we
acquire directly from consumers through our appraisal process helps provide an inventory of makes and models that reflects
consumer preferences in each market.

The supply of late-model used vehicles is influenced by a variety of factors, including the total number of vehicles in operation;
the volume of new vehicle sales, which in turn generate used car trade-ins; and the number of used vehicles sold or remarketed
through retail channels, wholesale transactions and at automotive auctions. According to industry sources, there were
approximately 292 million light vehicles in operation in the U.S. as of December 31, 2024. During calendar year 2024, it is
estimated that approximately 16 million new cars and 38 million used cars were sold at retail, many of which were
accompanied by trade-ins, and approximately 12 million wholesale vehicles were sold at auctions and through other channels.

We believe that sources of used vehicles will continue to be sufficient to meet our current and future needs based on the large
number of vehicles remarketed each year, consumer acceptance of our appraisal process, our experience and success in
acquiring vehicles from dealers, auctions and other sources, and the large size of the U.S. auction market relative to our needs.

Seasonality
Historically, our business has been seasonal. Our stores typically experience their strongest traffic and sales in the spring and
summer, with an increase in traffic and sales in February and March, coinciding with federal income tax refunds.

Technology

We leverage a combination of cloud-based solutions and proprietary technologies to run our operations. We have a strong
software engineering discipline and we have adopted Agile, DevOps, Lean and other leading digital delivery practices.
Technology teams are tightly integrated with the rest of the business and are embedded within our cross-functional “Product”
teams. Our Product teams use a “test and learn” approach to iterate and deploy new technology-enabled experiences to our
associates and customers. We use advanced data science, Al and machine learning capabilities to optimize our business and the
customer experience. Our business is supported by digital and mobile technologies that provide enhanced customer experience
while enabling highly integrated automation of all operating functions, including receiving, appraisals, cataloging,
reconditioning, merchandising, shopping, financing, sale and delivery. We also leverage technology, including data
automation, Skye and knowledge management systems, to help us improve efficiency in our Customer Experience Centers
(“CECs”). Buyers and sales consultants are equipped with mobile and centralized tools that allow them to access real-time
information to better serve our customers. Our proprietary digital technology provides our management with real-time
information about many aspects of our omni-channel operations, such as inventory management, pricing, vehicle transfers,
wholesale auctions and sales consultant productivity. Real-time access to a complete view of our customer interactions from
omni-channel allows our associates to provide a tailored and differentiated experience to our customers. In addition, through
our systematic integrations with our third-party finance partners, we are able to provide our finance-based shopping experience.
We continue to build our technologies to expand our reach and integrate CarMax into a broader ecosystem of partnerships.

Our proprietary centralized inventory management and pricing system tracks each vehicle throughout the sales process and
allows us to buy the mix of makes, models, age, mileage and price points tailored to customer buying preferences. Leveraging
our more than thirty years of experience buying and selling millions of used vehicles, our system generates recommended initial
retail price points, as well as retail price markdowns for specific vehicles based on algorithms that account for factors including
sales history, consumer interest and seasonal patterns. We believe this systematic approach to vehicle pricing allows us to
optimize inventory turns, which reduces the depreciation risk inherent in used cars and helps us to achieve our targeted gross
profit dollars per unit. Because of the pricing discipline afforded by our inventory management and pricing system, generally
99% of our entire used car inventory offered at retail is sold at retail.

Marketing and Advertising
Our marketing strategies are focused on driving customer growth through building awareness and affinity for the brand and
acquiring in-market shoppers and sellers. These strategies are implemented through a broad range of media including, but not



limited to, traditional broadcast, digital, search, social, out-of-home, sports sponsorships and influencer and activation
programs. Our website and related mobile app received an average of 35 million monthly visits during fiscal 2025 and are a
critical part of the customer’s journey, allowing them to learn about CarMax, explore our full inventory in real time, initiate
vehicle transfers, apply for financing pre-qualification, receive an appraisal offer and even buy a car fully online. Our survey
data indicates that during fiscal 2025, approximately 95% of customers who purchased a vehicle from us had first visited us
online. In addition, approximately 80% of our customers leveraged some or all of our digital capabilities to complete their
transactions in fiscal 2025. We believe consumers in the used car industry will increasingly prefer to have the ability to shop
and transact digitally.

In fiscal 2025, we continued building the CarMax brand through new creative campaigns promoting our omni-channel platform
as well as brand reassurance messaging, highlighting our money back guarantee and up-front pricing. We extended our Never
Settle campaign, encouraging customers to never settle for less than the CarMax experience when buying or selling a car. We
have expanded our partnerships with the WNBA and the NWSL, including our front-of-kit sponsorship of the NWSL’s Gotham
FC and our founding partnership of the WNBA’s new Golden State Valkyries. Additionally, in our hometown of Richmond,
Virginia, we announced a naming rights agreement for the new ballpark and home of the Richmond Flying Squirrels, a AA
minor league baseball team, set to open in the 2026 season.

Human Capital Resources

CarMax’s purpose, to drive integrity by being honest and transparent in every interaction, is brought to life each day by our
associates’ commitment to living our core values. We recognize that our associates are the key to our success, and we are
proud to provide an award-winning workplace where we value the contribution of all associates and foster a culture where
associates can achieve their career goals. Our associates are further guided by the policies and procedures we have in place to
ensure everyone is treated with respect and has opportunities to reach their full potential.

On February 28, 2025, we had a total of 30,048 full- and part-time associates, of which 1,011 work in our CAF segment and
492 work for our Edmunds business. We had 24,883 hourly and salaried associates, as well as 3,537 in-store sales associates,
1,510 sales associates in our CECs and 118 Edmunds sales associates. Our in-store and Edmunds sales associates
predominantly work on a commission basis while our CEC sales associates are hourly employees who are incentive eligible.
We employ additional associates during peak selling seasons. No associate is subject to a collective bargaining agreement. We
annually review our pay in each geographic market to ensure we are providing a fair and competitive wage. As of February 28,
2025, all our associates were paid above the applicable minimum wage. We offer a broad range of benefits to our associates,
including health benefits for full-time associates.

Throughout the implementation of our omni-channel car buying experience, the shape of our workforce evolved to include
more technology, product and data science associates. As of February 28, 2025, we had 1,481 technology, product and data
science associates. In response, we created a rotational program for college technology hires and implemented a technology
and data science reskilling program. All roles working on our innovation efforts are eligible for equity or equity-based grants
through our standard compensation plan, which serve as a meaningful engagement and retention tool. We believe this
evolution in our workforce has been and will continue to be critical to the development of our technology platforms and
strategic initiatives.

Our commitment to our associates is reflected in our fair and broad-based compensation packages and benefit programs, our
continuous investment in talent acquisition, engagement, and development activities, and our comprehensive safety and security
program. We review pay equity annually based on objective factors such as position, tenure, and location. If we find
discrepancies that cannot be explained by these objective factors, we make appropriate adjustments. Our commitment is to
provide equal pay for comparable work.

We have been recognized for 21 consecutive years as one of Fortune magazine’s 100 Best Companies to Work For®. This
award reflects our ability to provide associates with the tools and environment they need to succeed and grow in their careers.
We have an Associate Experience Team and a cross-functional Associate Experience Advisory Group dedicated to ensuring an
inclusive and engaging workplace. We also continued to measure engagement via biannual associate voice surveys, and across
the company, teams created focused plans to continually improve engagement based on survey results. Our goal is to achieve
world-class associate engagement and responding to associate feedback enables us to focus on the issues that matter to our
associates.

CarMax’s culture of inclusion is built on a foundation of integrity and respect. We value the wide range of experiences and

perspectives our associates bring to locations across the country. Our commitment to inclusion is based on a company vision to
ensure everyone, everywhere has the opportunity to reach their full potential.
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This commitment extends to every facet of our business interactions, from associates within CarMax to job applicants,
customers, vendors, shareholders, and business partners, to ensure everyone is treated fairly and impartially.

Intellectual Property

Our brand image is a critical element of our business strategy. We rely on trademarks, domain names and copyrights to protect
core aspects of CarMax’s look and feel. Innovation and technology also play an increasingly vital role in all aspects of the
business. We actively pursue appropriate intellectual property protection for our state-of-the-art work by filing patent
applications in areas ranging from vehicle reconditioning and digital merchandising to image capture, online shopping
innovations and search engine optimization.

Laws and Regulations

Vehicle Dealer and Other Laws and Regulations. We operate in a highly regulated industry. In every state in which we
operate, we must obtain licenses and permits to conduct business, including dealer, service, sales, transportation and finance
licenses issued by state and local regulatory authorities. A wide range of federal, state and local laws and regulations govern
the manner in which we conduct business, including logistics, advertising, sales, financing and employment practices. These
laws include consumer protection laws and privacy laws, as well as other laws and regulations applicable to motor vehicle
dealers. These laws also include federal and state wage-hour, anti-discrimination and other employment practices laws. Our
financing activities with customers are subject to federal truth-in-lending, consumer leasing, equal credit opportunity and fair
credit reporting laws and regulations, as well as state and local motor vehicle finance, collection, repossession and installment
finance laws. Our activities are subject to oversight by the Federal Trade Commission and other federal and state regulators,
and our financing activities are also subject to the supervisory authority of the Consumer Financial Protection Bureau.

Claims arising out of actual or alleged violations of law could be asserted against us by individuals or governmental authorities
and could expose us to significant damages or other penalties, including revocation or suspension of the licenses necessary to
conduct business and fines.

Environmental Laws and Regulations. We are subject to a variety of federal, state and local laws and regulations that pertain
to the environment. Our business involves the use, handling and disposal of hazardous materials and wastes, including motor
oil, gasoline, solvents, lubricants, paints and other substances. We are subject to compliance with regulations concerning,
among other things, the operation of underground and above-ground gasoline storage tanks, gasoline dispensing equipment,
above-ground oil tanks and automotive paint booths.

AVAILABILITY OF REPORTS AND OTHER INFORMATION

The following items are available free of charge on our website through the “Financials” link on our investor relations home
page at investors.carmax.com, shortly after we file them with, or furnish them to, the U.S. Securities and Exchange
Commission (the “SEC”): annual reports on Form 10-K, quarterly reports on Form 10-Q, current reports on Form §-K, proxy
statements on Schedule 14A, and any amendments to those reports. The following documents are also available free of charge
on our website: Corporate Governance Guidelines, Code of Business Conduct, Responsibility Reports and the charters of the
Audit, Nominating and Governance, Compensation and Personnel, and Technology and Innovation Committees. We publish
any changes to these documents on our website. We also promptly disclose reportable waivers of the Code of Business
Conduct, if any, on our website. The contents of our website are not, however, part of this report.

Printed copies of these documents are also available to any shareholder, without charge, upon written request to our corporate
secretary at the address set forth on the cover page of this report.
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Item 1A. Risk Factors.

We are subject to a variety of risks, the most significant of which are described below. Our business, sales, results of operations
and financial condition could be materially adversely affected by any of these risks.

BUSINESS RISKS

We operate in a highly competitive industry. Failure to develop and execute strategies to remain the nation’s largest retailer
of used vehicles and to adapt to the increasing use of digital and online tools to market, buy, sell and finance used vehicles
could adversely affect our business, sales and results of operations.

Automotive retailing is a highly competitive and highly fragmented business. Our competition includes publicly and privately
owned new and used car dealers and online and mobile sales platforms, as well as millions of private individuals. Competitors
buy and sell the same or similar makes of vehicles that we offer in the same or similar markets at competitive prices. New car
dealers leverage their franchise relationships with automotive manufacturers to brand certain used cars as “certified pre-
owned,” which could provide those competitors with an advantage over CarMax.

Retail Competition. Some of our competitors have replicated or attempted to replicate portions of the consumer offer that we
pioneered when we opened our first used car store in 1993, including our use of competitive, no-haggle prices and our
commitment to buy a customer’s vehicle even if they do not purchase one from us.

Competitors using online focused business models, both for direct sales and consumer-to-consumer facilitation, could
materially impact our business model. Increased online used vehicle offerings and the growing consumer trend of buying
vehicles online adds new competition in a segment that is growing and could result in lower-than-expected retail margins, and
could have a material adverse effect on our business, sales and results of operations. Further, existing e-commerce businesses
have and could continue to enter the online new and used vehicle markets, including companies with significantly more
resources than CarMax that might be able to provide customers access to a greater inventory of vehicles while delivering a
superior online experience. If we fail to respond effectively to our existing and potential retail competitors, it could have a
material adverse effect on our business, sales and results of operations.

Online Facilitation. In addition, our competitive standing is affected by companies, including search engines and online car
marketplaces, that are not direct competitors but that may direct online traffic to the websites of competing automotive
retailers. The increasing activities of these companies could make it more difficult for carmax.com to attract traffic. These
companies could also make it more difficult for CarMax to otherwise market its vehicles online.

The increasing use of digital and online tools to facilitate consumers’ sales or trade-ins of their current vehicles could have a
material adverse effect on our ability to source vehicles through our appraisal process, which in turn could have a material
adverse effect on our vehicle acquisition costs and results of operations. For example, online appraisal tools are available to
consumers that generate offers and facilitate purchases by dealers other than CarMax.

In addition, there are companies that sell software and data solutions to new and used car dealers to enable those dealers to,
among other things, more efficiently source and price inventory. The increasing use of such products by dealers who compete
with CarMax could reduce the relative competitive advantage of CarMax’s internally developed proprietary systems.

If we fail to respond effectively to competitive pressures or to changes in the used vehicle marketplace, it could have a material
adverse effect on our business, sales and results of operations.

CAF Competition. Our CAF segment is subject to competition from various financial institutions, including banks and credit
unions, which provide vehicle financing to consumers. If we were unable to continue providing competitive finance offers to
our customers through CAF, it could result in a greater percentage of sales financed through our third-party finance providers,
which are generally less profitable to CarMax, or through other outside financing sources. Moreover, if CAF competitors are
able to attract potential customers before they visit CarMax, whether through competitive finance offers or ease of customer
experience, they may be directed to retail options other than CarMax. Accordingly, if CAF was unable to continue making
competitive finance offers to our customers, or our finance competitors are able to successfully attract and redirect a
disproportionate number of our potential customers, it could have a material adverse effect on our business, sales and results of
operations.

Evolving Marketplace. The marketplace for used vehicles may be impacted by the significant, and likely accelerating, changes
to the broader automotive industry. Increasing demand for EVs is driving the need to adapt our business to source, recondition
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and service EVs. Technological changes, including the development of autonomous vehicles, new products and services, new
business models, including subscription models, and new methods of travel could reduce automotive retail demand or disrupt
our current business model. If we fail to respond effectively to the evolving marketplace, it could have a material adverse effect
on our business, sales and results of operations.

The automotive retail industry in general and our business in particular are sensitive to economic conditions. These
conditions could adversely affect our business, sales, results of operations and financial condition.

We are subject to national and regional U.S. economic conditions. These conditions include, but are not limited to, recession,
inflation, interest rates, unemployment levels, the state of the housing market, gasoline prices, consumer credit availability,
consumer credit delinquency and loss rates, tariffs or the imposition of new tariffs, trade wars, barriers or restrictions, or threats
of such actions, personal discretionary spending levels, and consumer sentiment about the economy in general. These
conditions and the economy in general have been, and in the future may be, affected by significant national or international
events such as a global health crisis or current geopolitical conditions. When these economic conditions worsen or stagnate, it
can have a material adverse effect on consumer demand for vehicles generally, demand from particular consumer categories or
demand for particular vehicle types. It can also negatively impact availability of credit to finance vehicle purchases for all or
certain categories of consumers. This could result in challenges to vehicle affordability, lower sales, decreased margins on units
sold, and decreased profits for our CAF segment. For example, tariffs impacting the availability and price of automotive parts,
vehicles, or steel used in constructing new locations could also adversely impact our business. Economic conditions can also
have a material adverse effect on the supply of late-model used vehicles, as automotive manufacturers produce fewer new
vehicles and consumers retain their current vehicles for longer periods of time. This could result in increased costs to acquire
used vehicle inventory and decreased margins on units sold.

Any significant change or deterioration in economic conditions could have a material adverse effect on our business, sales,
results of operations and financial condition.

Our business is dependent upon capital to operate, fund growth and support the activities of our CAF segment. Changes in
capital and credit markets could adversely affect our business, sales, results of operations and financial condition.

Changes in the availability or cost of capital and working capital financing, including the long-term financing to support the
expansion of our store base and sales growth in existing stores, could adversely affect sales, operating strategies and store
growth. Although internally generated cash flows have generally been sufficient to maintain our operations and fund our
growth, there can be no assurance that we will continue to generate sufficient cash for these purposes. Failure to do so—or our
decision to put our cash to other uses—would make us more dependent on external sources of financing to fund our growth.

Changes in the availability or cost of the long-term financing to support the origination of auto loans receivable through CAF
could adversely affect sales and results of operations. We use a securitization program to fund the majority of the auto loans
receivable originated by CAF. Changes in the condition of the asset-backed securitization market could lead us to incur higher
costs to access funds in this market or require us to seek alternative means to finance CAF’s loan originations. If this market
ceased to exist and there were no immediate alternative funding sources available, we might be forced to curtail our lending
practices for some period of time. The impact of reducing or curtailing CAF’s loan originations could have a material adverse
effect on our business, sales and results of operations.

Our revolving credit facility, term loan, senior unsecured notes and certain securitization and sale-leaseback agreements contain
covenants and event-of-default or other performance triggers. Any failure to comply with these covenants or performance
triggers could have a material adverse effect on our business, results of operations and financial condition.

Disruptions in the capital and credit markets could adversely affect our ability to draw on our revolving credit facility or access
our deposits generally. If our ability to secure funds from the facility or our deposits were significantly impaired, our access to
working capital would be impacted, our ability to maintain appropriate inventory levels could be affected and these conditions
—especially if coupled with a failure to generate significant cash flows—could have a material adverse effect on our business,
sales, results of operations and financial condition.

CarMax was founded on the fundamental principle of integrity. Failure to maintain a reputation of integrity and to
otherwise maintain and enhance our brand could adversely affect our business, sales and results of operations.

Our reputation as a company that is founded on the fundamental principle of integrity is critical to our success. Our reputation

as a retailer offering competitive, no-haggle prices, a broad selection of CarMax Quality Certified used vehicles, superior
customer service and a seamless omni-channel experience is also critical to our success. If we fail to maintain the high
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standards on which our reputation is built, or if an event occurs that damages this reputation, it could adversely affect consumer
demand and have a material adverse effect on our business, sales and results of operations. Such an event could include an
isolated incident at a single store, particularly if such incident results in adverse publicity, governmental investigations, or
litigation and could involve, among other things, our sales process, our provision of financing, our reconditioning process, our
treatment of customers or associates, our use of Al, cultural brand positioning, or real or perceived vehicle quality and related
injury. Even the perception of a decrease in the quality of our brand could impact results.

The use of social media has increased the speed with which information and opinions can be shared and the speed with which
reputation can be affected. We monitor social media and attempt to address customer concerns, provide accurate information
and protect our reputation, but there can be no guarantee that our efforts will succeed. If we fail to correct or mitigate
misinformation or negative information, including information spread through social media or traditional media channels, about
the vehicles we offer, our customer experience, or any aspect of our brand, it could have a material adverse effect on our
business, sales and results of operations.

Our business is sensitive to changes in the prices of new and used vehicles.

Any significant changes in retail prices for new and used vehicles could have a material adverse effect on our sales and results
of operations. For example, when retail prices for used vehicles rise relative to retail prices for new vehicles, it can make
buying a new vehicle more attractive to our customers than buying a used vehicle, which can have a material adverse effect on
sales and results of operations and can result in decreased used margins. Manufacturer incentives could contribute to narrowing
this price gap. In addition, any significant changes in retail or wholesale prices for used vehicles could have a material adverse
effect on our results of operations by reducing margins.

Our business is dependent upon access to vehicle inventory and the parts used to recondition such inventory. A failure to
expeditiously liquidate that inventory—or obstacles to acquiring inventory, including parts—whether because of supply,
competition, or other factors could have a material adverse effect on our business, sales and results of operations.

Used vehicle inventory is subject to depreciation risk. CarMax has experienced, and could experience in the future, steep
market depreciation of its vehicle inventory due to changes in economic conditions, which could result in reduced retail and
wholesale margins. The inability to liquidate excess inventory at prices that allow us to meet margin targets or to recover our
costs could have a material adverse effect on our results of operations.

A reduction in the availability of, or access to, sources of inventory, including parts used to recondition inventory, could have a
material adverse effect on our business, sales and results of operations.

We source a significant percentage of our vehicles through our appraisal process, which includes our online instant appraisal
offers, and these vehicles are generally more profitable for CarMax. Accordingly, if we fail to adjust appraisal offers to stay in
line with broader market trade-in offer trends, or fail to recognize those trends, it could adversely affect our ability to acquire
inventory. Acquiring inventory from third-party auctions or from other dealers through our MaxOffer channel is generally less
profitable than acquiring it from our in-store and online appraisal products. Our ability to source vehicles through our appraisal
process could also be affected by competition, both from new and used car dealers directly and through third parties driving
appraisal traffic to those dealers. See the risk factor above titled “We operate in a highly competitive industry” for discussion of
this risk. Our ability to source vehicles from third-party auctions could be affected by an increase in the number of closed
auctions that are open only to new car dealers who have franchise relationships with automotive manufacturers.

Our failure to realize the benefits associated with our omni-channel platform or initiatives designed to leverage evolving
technologies, including Al, could have a material adverse effect on our business, sales and results of operations.

We have made a considerable investment in our omni-channel platform, as well as investments in initiatives designed to
leverage evolving technologies, including AI. A failure to capture the benefits that we expect from the platform or these
initiatives and our continued investments in enhancements to the platform or in these initiatives could have a material adverse
effect on our business, sales and results of operations. We must anticipate and meet our customers’ expectations in an evolving
retail marketplace. Our business, sales and results of operations may be negatively affected if we fail to provide a high quality
and consistent customer experience, regardless of sales channel, if our omni-channel platform or other initiatives do not meet
customer expectations, or if we are unable to attract, retain and manage the personnel at various levels who have the necessary
skills and experience we need to implement our initiatives.
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Our failure to manage our growth and the related challenges could have a material adverse effect on our business, sales and
results of operations.

Our growth is dependent on the success of our omni-channel platform, opening stores in new and existing markets, continued
sales growth and the build-out of our offsite production and auction facilities. These enhancements and expansions place
significant demands on our management team, our associates and our information systems. If we fail to effectively or
efficiently manage our growth, it could have a material adverse effect on our business, sales and results of operations. Sales
growth requires that we continue to effectively execute our business strategies and implement new and ongoing initiatives to
elevate the experience of our customers. See the risk factor above titled “Our failure to realize the benefits associated with our
omni-channel platform could have a material adverse effect on our business, sales and results of operations” for more
discussion of this risk. The expansion of our store base, addition of offsite production and auction facilities and implementation
of new initiatives also requires us to recruit and retain the associates necessary to support that expansion. See the risk factor
below titled “Our success depends upon the continued contributions of our associates” for discussion of this risk. The
expansion of our business also requires real estate. Our inability to acquire or lease suitable real estate at favorable terms could
limit our expansion and could have a material adverse effect on our business and results of operations.

Our success depends upon the continued contributions of our associates.

Our associates are the driving force behind our success. We believe that one of the key factors that distinguishes CarMax is a
culture centered on valuing our associates. We provide flexible, hybrid and remote work arrangements for certain associates,
which may impact associate engagement, integration of new associates and overall company culture. A failure to maintain our
culture could have a material adverse effect on our business, sales and results of operations.

In addition, managing our response to a changing economic environment, evolving technologies and our strategic initiatives
require management, employees and contractors to adapt and learn new skills and capabilities. A failure to maintain an
adaptable and responsive culture or to continue developing and retaining the associates that drive our success could have a
material adverse effect on our business, sales and results of operations.

We have experienced, and could experience in the future, a shortage of associates for retail and operational positions, which
could have an impact on our ability to conduct our business and maintain qualified talent in key areas. Further, there has been a
general increase in domestic workers organizing to form or join a union. If we are unable to maintain positive associate
relations, or if, despite our efforts, we become subject to successful unionization efforts, it could increase costs, limit our ability
to respond to competitive threats and have a material adverse effect on our business, sales and results of operations.

Our ongoing success also depends upon the continued contributions of our store, CEC, region and corporate management
teams. Consequently, the loss of the services of any of these associates could have a material adverse effect on our business,
sales and results of operations. In addition, an inability to build our management bench strength to support store growth could
have a material adverse effect on our business, sales and results of operations.

We may experience greater credit losses in CAF’s portfolio of auto loans receivable than anticipated.

We are exposed to the risk that our customers who finance their purchases through CAF will be unable or unwilling to repay
their loans according to their terms and that the vehicle collateral securing the payment of their loans may not be sufficient to
ensure full repayment. Credit losses are inherent in CAF’s business and could have a material adverse effect on our results of
operations.

We make various assumptions and judgments about CAF’s portfolio of auto loans receivable and provide an allowance for loan
losses based on a number of factors. Although management will establish an allowance for loan losses it believes is
appropriate, this allowance may not be adequate. For example, when economic conditions deteriorate unexpectedly, additional
loan losses not incorporated in the existing allowance for loan losses may occur. Losses in excess of the existing allowance for
loan losses could have a material adverse effect on our business, results of operations and financial condition.

Our failure to realize the benefits associated with our strategic investments, including actual or potential acquisitions, could
have a material adverse effect on our business, sales and results of operations and we may incur impairment losses on our
strategic investments in equity securities.

From time to time, CarMax makes strategic investments, including acquisitions, and we currently hold non-controlling equity

investments in several companies. We may encounter difficulties in managing our strategic investments and in assimilating
new capabilities or acquisitions to meet the future needs of our business. Furthermore, we may not realize all the anticipated

15



benefits of these investments, or the realized benefits may be significantly delayed. While our evaluation of any potential
transaction includes business, legal, and financial due diligence with the goal of identifying and evaluating the material risks
involved, our due diligence reviews may not identify all of the issues necessary to accurately estimate the cost and potential
benefits and risks of a particular investment.

Additionally, under U.S. generally accepted accounting principles (“GAAP”), if any investment’s fair value declines below its
carrying value, we will need to record an impairment loss in the applicable fiscal period. As a result, we may incur expenses
related to the impairment of existing or future equity investments. Any such impairment charge could have a material adverse
effect on our business, financial condition and results of operations.

We rely on third-party finance providers to finance a significant portion of our customers’ vehicle purchases. Accordingly,
our sales and results of operations are partially dependent on the actions of these third parties.

We provide financing to qualified retail customers through CAF and several third-party finance providers. We also have
arrangements with third parties who provide financing to some of our auction customers. If one or more of these third-party
providers cease to provide financing to our customers, provide financing to fewer customers or no longer provide financing on
competitive terms, it could have a material adverse effect on our business, sales and results of operations. Additionally, if we
were unable to replace the current third-party providers upon the occurrence of one or more of the foregoing events, it could
also have a material adverse effect on our business, sales and results of operations.

We rely on third-party providers to supply EPP products to our customers. Accordingly, our sales and results of operations
are partially dependent on the actions of these third-parties.

We receive revenue for selling EPP products on behalf of unrelated third-parties, who are the primary obligors. If one or more
of these third-party providers cease to provide EPP products, make changes to their products or no longer provide their products
on competitive terms, it could have a material adverse effect on our business, sales and results of operations. Additionally, if
we were unable to replace the current third-party providers upon the occurrence of one or more of the foregoing events, it could
also have a material adverse effect on our business, sales and results of operations.

We rely on third-party vendors for key components of our business.

Many components of our business, including data management, key operational processes and critical customer systems, are
provided by third parties. We carefully select our third-party vendors, but we do not control their actions. If our vendors fail to
perform as we expect or conduct operations that are inconsistent with our values, our operations and reputation could suffer if
the failure harms the vendors’ ability to serve us and our customers. One or more of these third-party vendors may experience
financial distress, technology challenges, cybersecurity incidents, staffing shortages, liquidity challenges, file for bankruptcy
protection, go out of business, suffer disruptions in their business or experience significant increases in the cost of their goods
or services sold due to factors beyond their control, including tariffs. The use of third-party vendors represents an inherent risk
to our company that could have a material adverse effect on our business, sales and results of operations.

Our business is sensitive to conditions affecting automotive manufacturers.

Adverse conditions, such as the 2023 United Auto Workers strike and tariffs impacting the availability and price of vehicles and
automotive parts, affecting one or more automotive manufacturers could have a material adverse effect on our sales and results
of operations and could impact the supply of vehicles, including the supply of late-model used vehicles. In addition,
manufacturer recalls are a common occurrence. Because we do not have manufacturer authorization to complete recall-related
repairs, some vehicles we sell may have unrepaired safety recalls. Such recalls, and our lack of authorization to make recall-
related repairs, could adversely affect used vehicle sales or valuations, could cause us to temporarily remove vehicles from
inventory, could force us to incur increased costs and could expose us to litigation and adverse publicity related to the sale of
recalled vehicles, which could have a material adverse effect on our business, sales and results of operations.

Our results of operations and financial condition are subject to management’s accounting judgments and estimates, as well
as changes in accounting policies.

The preparation of our financial statements requires us to make estimates and assumptions affecting the reported amounts of
CarMax’s assets, liabilities, revenues, expenses and earnings. If these estimates or assumptions are incorrect, it could have a
material adverse effect on our results of operations or financial condition. We have identified several accounting policies as
being “critical” to the fair presentation of our financial condition and results of operations because they involve major aspects of
our business and require us to make judgments about matters that are inherently uncertain. These policies are described in Item
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7. Management’s Discussion and Analysis of Financial Condition and Results of Operations, and the notes to consolidated
financial statements included in Item 8. Consolidated Financial Statements and Supplementary Data.

The implementation of new accounting requirements or other changes to GAAP could have a material adverse effect on our
reported results of operations and financial condition.

We may not be able to adequately protect our intellectual property, which could adversely affect our business, sales, results
of operations and financial condition.

Protecting our intellectual property (including patents, trademarks, copyrights, confidential information and trade secrets) is
integral to our business. The failure to protect our intellectual property, including from unauthorized uses, can erode consumer
trust and our brand value and have a material adverse effect on our business.

Our business is sensitive to weather events.

The occurrence of severe weather events, such as rain, flooding, hail, snow, wind, storms, hurricanes, extended periods of
unusually cold weather or natural disasters, including wildfires, could cause store closures or affect the timing of consumer
demand, either of which could adversely affect consumer traffic and could have a material adverse effect on our sales and
results of operations in a given period. Further, as the Earth’s climate changes, extreme weather events have become more
frequent or more intense, which could have a material adverse effect on our sales and results of operations.

We have communicated certain environmental goals that are subject to related disclosure requirements. Failure to meet
environmental goals or satisfy disclosure requirements could adversely affect our business, sales, results of operations and
financial condition.

We have communicated certain environmental goals in our public disclosures which may be difficult to achieve. The accuracy,
adequacy or completeness of the disclosures may subject us to scrutiny. Further, statements about our environmental goals, and
progress toward those goals, may be based on standards for measuring progress that are still developing, and such statements
may be subject to evolving, forthcoming and altogether new disclosure requirements. If we are unable to achieve progress with
respect to our environmental goals, accomplish our environmental goals or satisfy evolving shareholder expectations or
regulatory or industry standards, we could suffer reputational harm. Our environmental data, processes, and disclosure may be
incomplete or inaccurate, which may result in civil penalties and have a material adverse effect on our business, sales and
results of operations.

We are subject to local conditions in the geographic areas in which we are concentrated.

Our performance is subject to local economic, competitive and other conditions prevailing in geographic arecas where we
operate. Since a large portion of our sales is generated in the Southeastern U.S., California, Texas and Washington, D.C./
Baltimore, our results of operations depend substantially on general economic conditions and consumer spending habits in these
markets. In the event that any of these geographic areas experience a downturn in economic conditions, weather events or other
region-specific incidents, it could have a material adverse effect on our business, sales and results of operations.

TECHNOLOGY AND DATA PRIVACY RISKS

We collect sensitive confidential information from our customers. A breach of this confidentiality, whether due to a
cybersecurity or other incident, could result in harm to our customers and damage to our brand.

We collect, process and retain sensitive and confidential customer information in the normal course of business and may share
that information with our third-party service providers. This information includes the information customers provide when
purchasing or selling a vehicle and applying for vehicle financing. We also collect, process and retain sensitive and confidential
associate information in the normal course of business and may share that information with our third-party service
providers. Although we have taken measures designed to safeguard such information and have received assurances from our
third-party providers, our facilities and systems, and those of third-party providers, could be vulnerable to external or internal
security breaches, acts of vandalism, computer viruses, misplaced or lost data, programming or human errors or other similar
events.

The security measures we have implemented to protect against cybersecurity incidents may not always prevent or mitigate the

impact of a cybersecurity incident and there can be no assurance that future efforts to prevent or mitigate a cybersecurity
incident will be effective either. Numerous national retailers have disclosed security breaches involving sophisticated cyber-
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attacks, including ransomware, that were not recognized or detected until after such retailers had been affected, notwithstanding
the preventive measures such retailers had in place. Further, the rapid evolution and increased adoption of Al and other
evolving technologies may increase our level of cybersecurity risk. Any security breach involving the misappropriation, loss or
other unauthorized disclosure of confidential customer or associate information, whether experienced by us or by our third-
party service providers, and whether due to an external cybersecurity incident, a programming error, or other cause, could
damage our reputation, expose us to mitigation costs and the risks of private litigation and government enforcement, disrupt our
business and otherwise have a material adverse effect on our business, sales and results of operations. In addition, our failure to
respond quickly and appropriately to such a security breach could exacerbate the consequences of the breach.

We are subject to numerous and rapidly changing federal, state, and local laws and regulations regarding privacy, cybersecurity,
and the collection, use, and disclosure of sensitive confidential information. If we fail to comply with these laws and
regulations or future applicable laws and regulations, we could suffer reputational harm and disruption to our business, and be
subject to significant litigation, monetary damages, regulatory enforcement actions, or fines. See the risk factor below titled
“We operate in a highly regulated industry and are subject to a wide range of federal, state and local laws and regulations.
Changes in these laws and regulations, or our failure to comply, could have a material adverse effect on our business, sales,
results of operations and financial condition” for the risks associated with failure to comply with these laws and regulations.

We rely on sophisticated information systems to run our business. The failure of these systems, or the inability to enhance
our capabilities, could have a material adverse effect on our business, sales and results of operations.

Our business is dependent upon the integrity and efficient operation of our information systems. We rely on our information
systems to manage sales, inventory, our customer-facing websites and applications (carmax.com, carmaxautofinance.com, the
CarMax mobile app, and carmaxauctions.com), consumer financing, customer information and other data. The failure of these
systems to perform as designed, the failure to maintain or invest in and update these systems as necessary, or the inability to
enhance our data management and information technology capabilities, could disrupt our business operations and have a
material adverse effect on our sales and results of operations.

Despite our ongoing efforts to maintain and enhance the integrity and security of these systems, we have been and could be
subjected to attacks by hackers, including denial-of-service attacks directed at our websites or other system breaches or
malfunctions due to associate error or misconduct or other disruptions. Such incidents could disrupt our business and have a
material adverse effect on sales and results of operations. See the risk factor above titled “We collect sensitive confidential
information from our customers” for the risks associated with a breach of confidential customer or associate information.

REGULATORY AND LITIGATION RISKS

We operate in a highly regulated industry and are subject to a wide range of federal, state and local laws and
regulations. Changes in these laws and regulations, or our failure to comply, could have a material adverse effect on our
business, sales, results of operations and financial condition.

We are subject to a wide range of federal, state and local laws and regulations, as well as changes in these laws and regulations
and the manner in which they are interpreted or applied. Our sale of used vehicles and related products is subject to state and
local licensing requirements, federal and state laws regulating marketing and advertising, and state laws regulating sales and
services. Our provision of vehicle financing is subject to federal and state laws regulating the provision of consumer
finance. Our facilities and business operations are subject to laws and regulations relating to environmental protection and
health and safety. In addition to these laws and regulations that apply specifically to our business, we are also subject to laws
and regulations affecting public companies and large employers generally, including privacy laws and federal employment
practices, securities and tax laws, and sustainability and responses to climate change. For additional discussion of these laws
and regulations, see the section of this Form 10-K titled “Business — Laws and Regulations.”

The violation of any of these laws or regulations could result in administrative, civil or criminal penalties or in a cease-and-
desist order against our business operations, any of which could damage our reputation and have a material adverse effect on
our business, sales and results of operations. We have incurred and will continue to incur capital and operating expenses and
other costs to comply with these laws and regulations.
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We are subject to evolving regulations, disclosure requirements, standards and expectations relating to environmental,
social and governance matters. Failure to satisfy these regulations, requirements, standards and expectations could
adversely affect our business, sales, results of operations and financial condition.

We are subject to regulations and disclosure requirements relating to environmental, social and governance (“ESG”) matters,
including climate-related disclosure regulations. These ESG-related laws and regulations, as well as shareholder standards and
expectations, continue to evolve, creating uncertainty for public companies. Our shareholders, customers and other
stakeholders may hold differing views on ESG-related matters, including differing views on our response to concerns regarding
ESG-related matters, which may result in pressure from various stakeholders, negative media attention, damage to our
reputation, and a diversion of management’s attention and resources. These circumstances could have material adverse effects
on our business. We have incurred and will continue to incur operating expenses and other costs to comply with the evolving
set of laws and regulations and to respond to sharcholder standards and expectations for ESG-related matters. The violation of
laws or regulations for ESG-related matters (or the disclosures themselves) could result in civil penalties, significant expenses,
or damage to our reputation, which could have a material adverse effect on our business, sales and results of operations.

We are subject to various legal proceedings. If the outcomes of these proceedings are adverse to CarMax, it could have a
material adverse effect on our business, results of operations and financial condition.

We are subject to various litigation matters from time to time, which could have a material adverse effect on our business,
results of operations and financial condition. Claims arising out of actual or alleged violations of the law could be asserted
against us by individuals, either individually or through class claims, or by governmental entities in civil or criminal
investigations and proceedings. These claims could be asserted under a variety of laws including, but not limited to, consumer
finance laws, consumer protection laws, intellectual property laws, privacy laws, labor and employment laws, securities laws,
employee benefit laws, tax laws and environmental laws. These actions could expose us to adverse publicity and to substantial
monetary damages and legal defense costs, injunctive relief and criminal and civil fines and penalties including, but not limited
to, suspension or revocation of licenses to conduct business.

GENERAL RISKS
The market price of our common stock may be volatile and could expose us to securities class action litigation.

The price of our common stock may be subject to wide fluctuations based upon our operating results, general economic and
market conditions, general trends and prospects for our industry, announcements by our competitors, our ability to achieve any
long-term targets or performance metrics and other factors. In addition, the market price of our common stock may also be
affected by whether we meet analysts’ expectations. Failure to meet such expectations could have a material adverse effect on
the price of our common stock. Following periods of volatility in the market price of a company’s securities, securities class
action litigation is more likely. If litigation were instituted against us, it could result in substantial costs and a diversion of our
attention and resources, which could have a material adverse effect on our business.

Item 1B. Unresolved Staff Comments.
None.
Item 1C. Cybersecurity.

CarMax’s cybersecurity program is designed to help ensure the proper assessment, identification, and management of the
company’s risks from cybersecurity threats and is integrated into our overall risk management system. The company’s
cybersecurity program is staffed by well-trained and experienced cybersecurity professionals and includes technology controls,
proactive identification of data security vulnerabilities, and quarterly, or as needed, reporting by management to the Technology
and Innovation Committee of the Board of Directors (the “Board”).

CarMax’s cybersecurity team manages the company’s Incident Response Plan, which establishes a comprehensive system and
process for tracking and logging cybersecurity occurrences, reviewing the occurrences to determine whether remediation or
escalation is appropriate and escalating certain occurrences to the company’s Chief Information Security Officer (the “CISO”)
for further review and assessment. CarMax has an established review and escalation process for assessing cybersecurity
occurrences and, if necessary, escalating cybersecurity incidents to members of our senior management team.

We monitor industry trends to prioritize and mitigate cybersecurity risk for our customers, associates and business, and to
remain apprised of industry developments and emerging threats. CarMax engages in testing to improve our cybersecurity
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approach internally and with third-party vendors and conducts exercises based on current threat intelligence. Additionally, all
CarMax associates are required to complete the company’s cybersecurity training program on an annual basis.

The company engages a third-party with extensive experience in cybersecurity to periodically perform a maturity analysis of
CarMax’s cybersecurity program as compared to peer companies. We conduct annual tabletop exercises, guided by a third-
party cybersecurity firm, with key members of our cybersecurity and legal teams to assess the company's readiness and
capabilities to respond to a cyber-attack. At least annually, we also conduct third-party penetration tests to enhance the security
of our digital systems, and we employ network scanning to help us identify any newly developed vulnerabilities or threats. Our
third-party intake process incorporates cybersecurity risk into the assessment of our third-party vendors when we engage a new
vendor or experience a change in relationship with an existing vendor. Further, CarMax’s cybersecurity team conducts periodic
reviews of the company’s third-party vendors depending on the vendor’s risk profile as determined by the company’s
cybersecurity team.

The company’s cybersecurity program is led and overseen by our Chief Information and Technology Officer (the “CITO”) and
our CISO. The CITO joined CarMax in 2012, reports to our Chief Executive Officer and has served in various technology
leadership roles in startup organizations and Fortune 500 companies across the retail, travel, hospitality, finance, and
technology industries for over 20 years. The company’s CISO reports to the CITO, joined CarMax in 2015 and has served in
various roles in information technology and cybersecurity for over 30 years, including prior service as the vice president of
information security, risk and compliance for a Fortune 500 company. Our CISO has various industry certifications, including
the Certified in Risk and Information Systems Control (CRISC), the Certified in the Governance of Enterprise IT (CGEIT) and
the Certified Information Systems Auditor (CISA) certifications.

The Board’s Technology and Innovation Committee assists in the Board’s oversight of the company’s cybersecurity risk. The
Committee monitors and oversees the company’s exposure to cybersecurity occurrences as well as the company’s approach to
managing cybersecurity risk, including how to reasonably control and monitor cybersecurity risks and effectively assign
management oversight and responsibility. CarMax’s management team, including the CITO and the CISO, provide quarterly
updates to the Committee regarding the cybersecurity landscape and the company’s security posture in the context of external
cybersecurity occurrences as well as updates on the latest issues related to cybersecurity risk as needed.

The company has not experienced any material cybersecurity incidents or incurred any material expenses resulting from a
cybersecurity breach; however, we cannot provide assurance that our business strategy, results of operations and financial
condition will not be materially affected in the future by such risks or any future material incidents. For a discussion of whether
and how any risks from cybersecurity threats are reasonably likely to materially affect us, including our business strategy,
results of operations or financial condition, refer to the risk factors captioned “We rely on third-party vendors for key
components of our business” and “We collect sensitive confidential information from our customers. A breach of this
confidentiality, whether due to a cybersecurity or other incident, could result in harm to our customers and damage to our
brand” set forth under the heading “Risk Factors” included in Part I, Item 1A of this Form 10-K.
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Item 2. Properties.

We conduct our retail vehicle operations primarily in two formats — production and non-production stores. Production stores
are those locations at which vehicle reconditioning is performed. Production stores have more service bays and require
additional space for reconditioning activities and, therefore, are generally larger than non-production stores. In determining
whether to construct a production or a non-production store on a given site, we take several factors into account, including the
anticipated long-term regional reconditioning needs and the available acreage of the sites in that market. As a result, some
stores that are constructed to accommodate reconditioning activities may initially be operated as non-production stores until we
expand our presence in that market. We also have production and non-production stores that operate in Metropolitan Statistical
Areas (“MSAs”) of less than 600,000 people, which we define as small markets. Some of these stores also have a smaller
footprint compared with our stores in larger markets.

USED CAR STORES BY FORMAT AS OF FEBRUARY 28, 2025

Production Stores
Store count 111 139
generally 4 - 12 acres

Non-production Stores

Store location size generally 10 - 25 acres
Stores located in small MSAs 13 46

USED CAR STORES BY STATE AS OF FEBRUARY 28, 2025

State Count State Count

Alabama 5  Missouri 4
Arizona 5  Nebraska 1
California 33 Nevada 4
Colorado 6 New Hampshire 1
Connecticut 3 New Jersey 6
Delaware 1 New Mexico 2
Florida 24 New York 5
Georgia 12 North Carolina 13
Idaho 1 Ohio 6
Illinois 11 Oklahoma 3
Indiana 4 Oregon 3
Iowa 1 Pennsylvania 5
Kansas 2 Rhode Island 1
Kentucky 2 South Carolina 4
Louisiana 5  Tennessee 10
Maine 1  Texas 27
Maryland 7  Utah 1
Massachusetts 4  Virginia 12
Michigan 1 Washington 5
Minnesota 2 Wisconsin 4
Mississippi 3 Total 250




Of the 250 used car stores open as of February 28, 2025, 167 were located on owned sites and 83 were located on leased sites.
The leases are classified as follows:

Land-only leases 27
Land and building leases 56
Total leased sites 83

In addition to our stores, we operate two stand-alone reconditioning facilities and one stand-alone auction facility. These
locations are used to balance capacity at our stores and drive efficiencies across our network.

As of February 28, 2025, we leased our CAF office building in Atlanta, Georgia, as well as office buildings for our customer
experience centers in Atlanta, Georgia; Kansas City, Missouri; and Phoenix, Arizona. We also lease other ancillary properties
to support our corporate and store operations. We own our home office building in Richmond, Virginia and land associated
with planned future locations.

Item 3. Legal Proceedings.

Information in response to this Item is included in Note 18 to the Consolidated Financial Statements included in Item 8 of this
Annual Report on Form 10-K and is incorporated herein by reference.

Item 4. Mine Safety Disclosures.

None.

INFORMATION ABOUT OUR EXECUTIVE OFFICERS

The following table identifies our current executive officers. We are not aware of any family relationships among any of our

executive officers or between any of our executive officers and any directors. All executive officers are elected annually and
serve for one year or until their successors are elected and qualify. The next election of officers will occur in June 2025.

Name Age  Office

William D. Nash. ..o, 55 President, Chief Executive Officer and Director

Diane L. Caftitz........coevviiiiiiiiiiiiii e 54 Executive Vice President, Chief Innovation and People Officer

Jon G. Daniels 53 Executive Vice President, CarMax Auto Finance

James LysKi.....co.ooiiiiiii e 62 Executive Vice President, Chief Growth and Strategy Officer
Enrique N. Mayor-Mora..........cccoccevenieenceneneenenenenns 56 Executive Vice President, Chief Financial Officer

Shamim Mohammad..................ooiiiini e 56  Executive Vice President, Chief Information and Technology Officer
C. Joseph WIlSON.......ccueriirenirininieieeeeeeseeeee 52 Executive Vice President, Chief Operating Officer

John M. Stuckey, HL......c.cccoveniiniiniiiincccccnene 51 Senior Vice President, General Counsel and Corporate Secretary
TYIEr TUILC. c.eveeieeeeeeee e 42 Senior Vice President, Chief Product Officer

Mr. Nash joined CarMax in 1997 as auction manager. In 2007, he was promoted to vice president and later, senior vice
president of merchandising, a position he held until 2011, when he was named senior vice president, human resources and
administrative services. In 2012, he was promoted to executive vice president, human resources and administrative services. In
February 2016, he was promoted to president, and in September 2016, he was promoted to chief executive officer and named to
the board of directors. Prior to joining CarMax, Mr. Nash worked at Circuit City. In 2024, he was appointed as an independent
member of the Board of Directors of eBay, Inc.

Ms. Caftritz joined CarMax in 2003 as assistant general counsel. She was promoted to associate general counsel, director in
2005, deputy general counsel, assistant vice president in 2010, and vice president in 2014. During her initial tenure in the
CarMax legal department, Ms. Cafritz managed commercial and consumer litigation, was responsible for operational regulatory
guidance and led CarMax’s government affairs program. In 2017, Ms. Cafritz was named senior vice president and chief
human resources officer, and in 2021, she was named senior vice president, general counsel, chief compliance officer and chief
human resources officer. In 2022, Ms. Cafritz was promoted to executive vice president, general counsel, chief compliance
officer and chief human resources officer, and in 2023, she was named executive vice president, human resources, general
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counsel and chief compliance officer. In 2024, Ms. Cafritz transitioned to executive vice president, chief innovation and people
officer. Prior to joining CarMax, Ms. Cafritz was a partner at McDermott, Will & Emery.

Mr. Daniels joined CarMax in 2008 as vice president, risk and analytics. In 2014, he was promoted to senior vice president,
CarMax Auto Finance. In 2025, Mr. Daniels was promoted to executive vice president, CarMax Auto Finance. Prior to joining
CarMax, Mr. Daniels served as group director, credit risk management of HSBC and vice president of Metris.

Mr. Lyski joined CarMax in 2014 as senior vice president and chief marketing officer. In 2017, he was promoted to executive
vice president and chief marketing officer. In 2023, he transitioned to executive vice president and chief innovation and
strategy officer, and in 2024, he transitioned to executive vice president and chief growth and strategy officer. Prior to joining
CarMax, he served as chief marketing officer of The Scotts Miracle-Gro Company from 2011 to 2014 and as chief marketing
officer at Nationwide Mutual Insurance Company from 2006 to 2010. In addition, Mr. Lyski has held marketing leadership
positions at Cigna Healthcare Inc. and FedEx Corporation.

Mr. Mayor-Mora joined CarMax in 2011 as vice president, finance before assuming the role of vice president and treasurer in
2016. Mr. Mayor-Mora was promoted to senior vice president and chief financial officer in 2019, and in 2022, he was
promoted to executive vice president and chief financial officer. Prior to joining CarMax, he served as vice president of
financial planning and analysis and investor relations at Denny’s Corporation from 2005 to 2011. He also served in financial
positions of increasing responsibility at Gap, Inc. from 2001 to 2005.

Mr. Mohammad joined CarMax in 2012 as vice president of application development and IT planning. In 2014, he was
promoted to senior vice president and chief information officer. In 2018, he was named senior vice president and chief
information and technology officer and in 2021, he was promoted to executive vice president and chief information and
technology officer. Prior to joining CarMax, Mr. Mohammad was vice president of information technology at BJ’s Wholesale
Club from 2006 to 2012 and held various technology leadership positions at Blockbuster and Travel CLICK. In 2022, he was
appointed as an independent member of the Board of Directors of United Natural Foods, Inc.

Mr. Wilson joined CarMax in 1995 as a buyer-in-training at the Raleigh, North Carolina store, where he was subsequently
promoted to buyer and then senior buyer. Mr. Wilson later served as purchasing manager at two CarMax stores in southern
Florida before being promoted to regional vice president of merchandising. He was promoted to assistant vice president,
auction services and merchandising development in 2008, vice president, auction services and merchandising development in
2013, and then vice president, merchandising operations in 2016. In 2017, Mr. Wilson was promoted to senior vice president,
store strategy and logistics, and in 2022, he was promoted to executive vice president and chief operating officer.

Mr. Stuckey joined CarMax in 2004 as corporate counsel and has held various positions of increasing responsibility within
CarMax’s legal department. In 2015, he was promoted to vice president and deputy general counsel. In 2021, Mr. Stuckey was
promoted to vice president, deputy general counsel and corporate secretary, and in 2024, he was promoted to senior vice
president, general counsel, and corporate secretary. Prior to joining CarMax, Mr. Stuckey practiced securities, mergers and
acquisitions law at Hunton & Williams, LLP (now Hunton Andrews Kurth LLP).

Mr. Tuite joined CarMax in 2015 as director of corporate strategy and was promoted to assistant vice president in 2016. In
2020, Mr. Tuite was promoted to vice president, product and corporate strategy. In 2023, Mr. Tuite was promoted to senior
vice president, product and corporate strategy and chief product officer. Prior to joining CarMax, Mr. Tuite was vice president
of expansion at Alton Lane and a project leader at The Boston Consulting Group.
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