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Dear Fellow Shareholders:

It is my privilege to write to you for the first time as Chief Executive Officer of Dave & Buster’s Entertainment.
Since joining in July 2025, I have immersed myself in every dimension of this business—visiting stores, listening
to guests, and learning alongside the exceptional team members who bring our two iconic brands, Dave &
Buster’s and Main Event, to life every day. What I found confirmed my conviction: we are the largest operator
of Family Entertainment Centers in the world, and we are sitting on an extraordinary platform for long-term,
profitable growth.

Fiscal year 2025 was a year of transition and deliberate foundation-building. Against a challenging consumer
backdrop—marked by softening traffic and shifting guest expectations—we took decisive action to stabilize the
business, sharpen our strategy, and set the stage for a meaningful inflection.

Fiscal Year 2025 Highlights

• Revenue of $2.1 billion in fiscal year 2025.

• Adjusted EBITDA of $437 million in fiscal year 2025.

• Launched an entirely new Dave & Buster’s menu and Happy Hour program, meaningfully strengthening
food and beverage attachment and mix throughout the year.

• Delivered sequential improvement in food sales growth across walk-in channels, driven by our Eat & Play
Combo and an elevated menu offering.

• Introduced innovative experiences including the Human Crane, invested in new games and strategic
partnerships to reinvigorate our midway with many more activations planned for fiscal year 2026.

• Defined our brand purpose of “Fun is the Emotion” and establishing a clear North Star to guide everything
we do.

• Executed successful ticketed events, including high-energy sports watch activations, demonstrating the
power of our venues as premier destinations for marquee occasions.

A Compelling Strategy to Win

Through a rigorous strategic review and deep consumer research, we have built a clear, differentiated strategy
that I am confident will drive substantial long-term value for our shareholders.

We are a games-first business with over 60% of our revenue derived from amusements. That is not just a data
point; it is the strategic lens through which we see every decision. We are reimagining our entertainment
arcade to establish Dave & Buster’s as the definitive indoor location-based entertainment destination, driving
trial visits, deepening repeat visitation, and modernizing our games portfolio and in-store activations. We are
also transforming the WIN store into a high-impact destination attraction that delivers a memorable finale to
every visit—all while delivering tremendous value to our guests.

Fiscal year 2025 reinforced the power of pairing food and beverage with the entertainment experience. Our Eat
& Play Combo was a standout driver, and we will continue to test and scale programmatic levers to grow this
attachment metric in a margin-accretive way. In parallel, we are simplifying our menu and elevating our culinary
approach—reducing operational complexity while improving quality and speed of service.



We also see a significant opportunity to reshape how guests perceive our value. In January 2026, we expanded
our Half Price Games promotion to Sunday through Thursday, creating a differentiated, on-brand everyday
value platform with attractive margin characteristics. Early results are promising: average gaming spend has
held steady while dwell times have increased meaningfully, expanding the window to attach food and beverage
during each visit. We are further simplifying our rate card, streamlining the kiosk experience, and applying
disciplined menu engineering because for our guests, nothing beats clarity and simplicity.

Operational Excellence and Margin Management

Excellent strategy demands excellent execution. We are overhauling our labor model, optimizing staffing levels,
and simplifying operational processes to deliver a materially better guest experience. We have set clear,
measurable service standards at key guest touchpoints—including a one-minute greeting and four-minute drink
delivery—backed by consistent coaching and performance management. We have also taken meaningful steps
to protect gross profit despite higher gameplay and ticket issuance, through pricing discipline and the digital
rollout of ticket management, replacing what was historically a labor-intensive manual process. On the financial
side, we are managing capital spending with rigor to generate strong free cash flow while pursuing savings that
will expand EBITDA margins.

Marketing, Technology, and Partnerships

We are rebuilding our marketing engine with the right talent, processes, and measurement infrastructure to
deliver compelling creative and media strategies that move guests through our doors. We are activating our
loyalty program to deepen guest relationships and build brand consideration, while developing a scalable
Special Events growth engine that turns occasions into culturally relevant moments and converts event guests
into loyal, repeat visitors.

Technology is a critical enabler of everything we are building. We are modernizing in-store systems to reduce
friction for team members and elevate the guest experience, upgrading our website and mobile app to increase
conversion, and investing deeply in data, particularly first-party data, to enable faster, smarter decision-making
across the business. Strategic partnerships with culturally relevant IP and brands will further amplify our
entertainment offering, deepen guest engagement, and strengthen our long-term competitive position.

Our People and Our Communities

Our team members are the heart of everything we do. The connection between team enthusiasm, guest
enjoyment, and business performance is direct and we are investing accordingly. We are implementing
leadership development programs across our stores and support center to strengthen our bench, improve
retention, and increase internal mobility. We are also unifying our culture around a shared mission. At Dave &
Buster’s, our “You Got It!” service philosophy drives every team member to go above and beyond for every
guest. At Main Event, our values of raising your game, going above and beyond, speaking up, making it
memorable, and winning through people—guide every action, every day.

Our commitment to community is equally strong. We have proudly supported Make-A-Wish since 2012, and
Main Event continues its long-standing partnership with the Special Olympics. Across the country, our venues
participate in local charitable efforts that reflect the communities we serve. Our Buster’s Legacy Fund,
supported by contributions from team members, guests, and business partners, provides critical assistance to
team members facing difficult life events or severe financial hardship.

Looking Ahead

Beyond our domestic opportunity, the international stage beckons. With seven billion potential customers
outside our current footprint, the long-term global runway for these brands is extraordinary. Our near-term
focus remains squarely on executing our domestic strategy with discipline and precision—but make no mistake,
the world-stage opportunity is real, and we intend to capture it.



I am extremely energized about this company’s future. We have two beloved, industry-leading brands,
exceptional underlying business models, and a team that is talented, passionate, and hungry to win. Our
strategy is clear. Our direction is set. And I am confident that the best days for Dave & Buster’s and Main Event
lie squarely ahead. We remain committed to delivering the highest possible returns for our shareholders and
unlocking the full potential of this remarkable company.

Thank you for your continued interest in and support of our journey.

Tarun Lal

Chief Executive Officer

Dave & Buster’s Entertainment, Inc.
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FORWARD-LOOKING STATEMENTS

This Annual Report on Form 10-K (“Form 10-K”) contains statements that are, or may be deemed to be, “forff ward-
looking statements” within the meaning of Section 27A of the Securities Act of 1933, as amended (the “Securities Act”),
and Section 21E of the Securities Exchange Act of 1934, as amended (the “Exchange Act”). These forward-looking
statements can be identified by the use of forward-looking terminology, including the terms “believes,” “estimates,”
“anticipates,” “expects,” “intends,” “may,” “will” or “should” or, in each case, their negative or other variations or
comparable terminology. These forward-looking statements include all matters that are not historical facts. They appear in
a number of places throughout this report and include statements regarding our intentions, beliefs or current expectations
concerning, among other things: our results of operations; financial condition; liquidity; prospects; growth; strategies; the
industryrr in which we operate; expansion and opening of new locations; expectations regarding variability in run-rate levels
in our stores and seasonality; expectations of future proceeds from sale-leaseback transactions; anticipated breakage; our
compliance with debt covenants and the terms of our Credit Agreement (as defined herein); our defenses to various legal
claims we may face; and opportunities and risks affeff cting our business, industryrr and financial results, including
macroeconomic factors.

By their nature, forward-looking statements involve risks and uncertainties because they relate to events and depend
on circumstances that may or may not occur in the future. Important factors that could cause our actuatt l results and financial
condition to differff materially from those indicated in the forward-looking statements include, among others, the following:
our ability to successfulff ly design and execute our business strategy; our effeff ctiveness at integrating and operating our past
or future acquisitions; the effeff cts of new or improved technologies or changes in consumer behavior; the potential for
unfavff orable pubu licity; our ability to obtain and renew leases on favorable terms or at all; our subsu tantial indebtedness and
covenants in our Credit Agreement restricting our ability to implement our business plan; our success in opening and
operating new stores profitff ably and optimizing existing stores; risks related to our information systems and potential
cybersecurity breaches or other privacy or data incidents; the cost and availabia lity of certain commodities; our procurement
of new games and entertainment offeff rings and our ability to obtain related licensing rights; the extensive laws and
regulations in which we must comply with; and other factors, including those set forth in in Item A. Risk Factors in this
Form 10-K. In addition, even if our results of operations, financial condition and liquidity, and the development of the
industryrr in which we operate are consistent with the forward-looking statements contained in this Form 10-K, such results
or developments may not be indicative of results or developments in subsu equent periods. Forward-looking statements are
based only on information currently availabla e to us and speak only as of the date of this Form 10-K. We do not undertake
any obligation to update or revise the forward-looking statements to reflect events that occur or circumstances that exist
afteff r the date on which such statements were made, except to the extent required by law.

PART I

ITEM 1. Business

Dave & Buster’s Entertainment, Inc. (“D&B Entertainment”) is the owner and operator of 243 venues in North
America that offeff r premier entertainment and dining experiences for both aduldd ts and families under the Dave & Buster's
and Main Event brands. As of Februarr ry 3, 2026, the Company had 179 Dave & Buster’s branded stores in 43 states, Puerto
Rico, and Canada that offeff r guests the opportunity to “Eat Drink Play and Watch”, all in one location. Each store offeff rs a
full menu of entrées and appetizers, a complete selection of alcoholic and non-alcoholic beverages, and an extensive
assortment of entertainment attractions centered around playing games and watching live sports and other televised events.
Internationally, the Company is in early-stage growth as a franchisor of the Dave & Buster’s brand, with four franchised
locations currently open. As of Februarr ry 3, 2026, the Company also has 64 Main Event stores in 22 states across the United
States. Main Event offeff rs food, drinks and entertainment, including state-of-tff he-art bowling, laser tag, arcade games and
virtuat l reality, making it the perfect place for families to connect and make memories.

Unless otherwise provided in this report, references to “Dave & Buster’s,” “we,” “us,” “our” or the “Company” refer
to D&B Entertainment and its wholly owned subsu idiaries and any predecessor entities. All dollar amounts are presented in
millions, unless otherwise noted or the context otherwise requires, except for per share amounts.
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Our fiscal year consists of 52 or 53 weeks ending on the Tuesday afteff r the Monday closest to January 31. During
fiscal 2024, we adjud sted the year-end day from Sunday to Tuesday to improve labora and operational effiff ciencies by ending
the Company's periods outside of the busier weekend timeframe. Each quarterly period has 13 weeks, except in a 53-week
year when the fourth quarter has 14 weeks. Fiscal 2025 and fiscal 2024 contained 52 weeks, while fiscal 2023 contained 53
weeks. We refer to our fiscal years ended Februarr ry 3, 2026, Februarr ry 4, 2025 and Februarr ry 4, 2024 as “fisff cal 2025,”
“fisff cal 2024,” and “fisff cal 2023,” respectively, throughout this report.

Entertainment

Game play is a key aspect of the entertainment experience at each of our stores, which we believe is the core
differentiating featurt e of our brands. The arcade in each of our stores is an area where we offeff r a wide array of
entertainment options (including redemption, simulation, virtuat l reality, traditional arcade and other midway-style games
and experiences), some of which are exclusive to our Dave & Buster's and Main Event brands on a permanent or temporaryrr
basis. Our Dave & Buster’s and Main Event stores average approximately 125 and 112 games, respectively. The number
of entertainment options at any particular store depends on the location footprt int and other activities offeff red, which may
include bowling, laser tag, billiards and gravity ropes.

Most of our games are activated by game play credits on cards or other radio-frequency identificff ation devices. A
customer purchases a card with game play credits or “chips” at an automated kiosk, through our mobile application, or
from one of our team members. Our entertainment revenues accounted for approximately 62.9% of our total revenues
during fiscal 2025. Redemption games offeff r our customers the opportunity to win tickets that are redeemable at a retail-
style space in our stores with prizes ranging from branded novelty items to high-end electronics.

We believe this “opportunity to win” creates a fun and highly energized social experience that is an important aspect
of the in-store experience and cannot be easily replicated at home. Many of our non-redemption games, which include our
virtuat l reality, video, and simulation offeff rings, can be played by multiple customers simultaneously and include some of
the latest high-tech games that are commercially availabla e.

Sports viewing is another key component of the entertainment experience at Dave & Buster’s. All our stores have
multiple large screen televisions and high-quality audio systems providing customers with a dedicated area for watching
live sports and other immersive programming. The majoa rity of our Dave & Buster's branded stores have an enhanced
viewing experience with huge cutting-edge LED “Wow Walls” that deliver an elevated viewing experience and provide a
platform for broader programming and marketing opportunities. Our sports-viewing areas offeff r an immersive viewing
environment that provide customers with large, high-definition televisions, where customers watch national and local
sports programming and enjon y our full bar and food menu. We strive to create an energetic environment that includes a
differentiated and interactive viewing experience for customers. We believe these featurtt es create an energetic and social
environment and supporu t our strategy of positioning Dave & Buster’s as an entertainment destination. At Dave & Buster’s
guests can enjon y arcade games, complemented by sports viewing, along with food and beverage offeff rings as part of an
integrated entertainment experience.

Food and Beverage

We strive to differentiate our food with quality, flavorful offeff rings guided by a “modern American dining” identity
at both our Dave & Buster’s and Main Event locations. These offeff rings are rooted in enhanced flavors and quality
ingredients across a condensed number of menu items that enable our customers to explore new flavors while offeff ring a
balanced selection of familiar dishes. In recent years, we have modified our menus for simplifieff d execution and made
kitchen enhancements to allow us to deliver dishes to customers faster and drive an improved customer experience. During
the third quarter of 2025, we launched our “back-to-basics” menu at our Dave & Buster’s stores, to bring back historically
favored menu items and to add new menu options. We will continue to evolve our menus to reflect the changing tastes of
our broad customer base, with options for full meals and appetizers to share with friends. We deliver high-quality offeff rings,
including a wide variety of starters, one-of-a-kind burgers and handhelds, choice-grade steaks, pasta, and low calorie,
vegetarian, and gluten-friendly options. We believe our broad menus offeff r something for everyonerr and are appropriate for
many different occasions. To ensure that we stay on-trend, we continue to update our menus regularly with new food items
or tailored promotions.

Each of our locations also offeff rs full bar service, including a variety of beers, hand-crafteff d cocktails, and premium
spirits. We are focused on maintaining a streamlined beverage menu for ease of execution, while using quality ingredients
including fresh juices, purees and house-made mixers. Beverage service is typically availabla e throughout the entire store,
allowing for multiple point-of-sale opportunities. We believe that our high margin beverage offeff ring is complementaryrr to
the other offeff rings at each of our stores.
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Competitive Positioning

The out-of-home entertainment market is highly competitive. We compete for customers’ discretionary income on
entertainment with localized attraction facilities such as movie theaters, sporting events, bowling alleys, sports activity
centers, arcades and entertainment centers, night clubs and restaurants as well as theme parks. We also face competition
from local, regional, and national establa ishments that offeff r similar entertainment experiences and restaurants that are highly
competitive with respect to price, quality of service, location, ambience and type and quality of food. Some of these
establa ishments may exist in multiple locations, and we may also face competition on a national basis in the future from
other similar concepts. We also face competition from increasingly sophisticated home-based forms of entertainment, such
as internet and video gaming and home movie streaming.

The key elements that drive our total customer experience and help position us from a competitive standpoint
include the following:

Highgg brand awareness withii broad customtt er appeal.

We believe that the customer experience at our stores, supporu ted by our extensive marketing reach, has helped us
create widely recognized brands. As of Februarr ry 3, 2026, we had approximately 90% national brand awareness for Dave &
Buster’s as an entertainment and dining venue, and a broad customer appeal across families and young aduldd ts. The primary
target audience for our Dave & Buster’s locations is young aduld ts and families, while our Main Event stores primarily
focus on families with children.

Multi-fa- cetedtt customtt er expexx rience highi lightgg stt our value proposition.

We believe that our combination of interactive games, attractive television viewing areas, high-quality dining, and
full-service beverage offeff rings, delivered in a highly energized atmosphere, provides a multi-faceted customer experience
that cannot be easily replicated at home or elsewhere without having to visit multiple destinations. We aim to offeff r our
customers a value proposition comparable or supeu rior to many separately availabla e dining and entertainment options. We
continuously work with game manufactff urtt ers and others to create new games and attractions that include content
exclusively availabla e at our Dave & Buster’s and Main Event stores on a permanent or temporaryrr basis. Our new games in
combination with new food and beverage offeff rings and focused attention to the customer experience are intended to help us
to retain and generate customer traffiff c. Our value proposition is enhanced by marketing initiatives including unlimited
game play offeff rs or free game play as an introduction to new games, game play dollar volume discounts and eat and play
promotional offeff rs. We believe these initiatives encourage customers to participate more fully across our food, beverage,
and entertainment offeff rings.

Stortt e models generate favorablell stortt e economics and strott ng returns.

We believe our store models offeff ring entertainment, food, and beverage options provide the benefit of historically
higher revenue per store, higher gross margins, and higher operating income margins in comparison to traditional
restaurant concepts.

Our entertainment offeff rings have low variable costs, generating a gross margin of 91.9% for fiscal 2025. Because
entertainment generated 62.9% of our fiscal 2025 revenues, we have less exposure to increasing food costs and associated
restaurant labora than traditional restaurant concepts. As a result, our business model generates strong operating cash flow
which we can use to reinvest in the business, pay down debt or return capital to shareholders through share repurchases or
dividends.

Our favorable store economics allow us to target new store returns of at least 30% and 25% cash-on-cash returns
over one and five-year periods, respectively. We define and calculate cash-on-cash returns for an individual store as (a)
Adjud sted EBITDA (definff ed in Item 7. “Management’s Discussion and Analysis of Financial Condition and Results of
Operations”) at the store level, divided by (b) our net development costs. Net development costs include equipment,
building, leaseholds and site costs, net of tenant improvement allowances and other landlord payments, sale-leaseback
proceeds, excluding pre-opening costs and capitalized interest.

Commitmett nt to customtt er satisfii acff tion.

We aim to continuously enhance our entertainment, food, and beverage offeff rings through our service philosophy of
providing a high quality and consistent customer experience through dedicated training and development of our team
members, supporu ted by a corporate culture that fosters employee engagement.
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Strategy

We have a multi-faceted growth strategy focused on the following key components:

Drive growth in comparablell stortt e sales.

We strive to differentiate our brands from other entertainment and dining alternatives and drive growth in our
comparable sales through the following strategies:

• Offeff r the latest entertainment to bring people together. We believe that our diverse offeff ring of games and
amusement activities is the core differentiating featurt e of our brands. Staying current with the latest amusement
offeff rings promotes customer traffiff c to our stores and provides an exciting environment to enjon y with friends and
family through the latest multiplayer games and challenges and social gaming experiences. We plan to
continually update our games each year through the development of innovative and proprietary games and the
purchase of new games that we believe will resonate with our customers to drive brand relevance due to a variety
of factors, including their large scale, eye-catching appearance, association with recognizable brands, ability to
be experienced by a group or the fact they cannot be easily replicated at home. We intend to extend our
programming capaa bia lities at our stores by offeff ring more curated content and creating a calendar of ongoing and
one-time events leveraging our investments in the best and latest audio-visual technology. We also plan to
continuously review and update pricing of our games and amusement activities to provide affoff rdabla e
entertainment while remaining competitive with our peers.

• Offeff r novel food & drink at competitive prices. We aim to offeff r a wide variety of craveable items at optimized
prices for our guests. We strive to increase effiff ciency by simplifyiff ng execution, allowing us to deliver dishes to
the tabla e hotter and faster for an improved customer experience. We continually update and innovate our food
offeff rings based on customer research and optimize our selections to improve execution effiff ciency.

• Drive customer engagement through an optimized media mixii and stratt tegie c loyao lty offeff rings. We continue to
review and optimize our media mix to both drive incremental visits from our existing customer base and increase
new customer traffiff c. We maintain our focus on delivering personalized messaging that connects with consumers
to drive incremental visitations and focus our advertising on our brand storyrr and our attractive offeff rings. In
addition, we continue to leverage our customer relationship management program and our growing loyalty
databaa se by delivering more targeted individualized offeff rs, creative content, and exclusive offeff rings.

• Refreff sh our existing sites.We consistently update our existing sites through regular maintenance. We will invest
in remodels of certain existing stores, as needed, to modernize our layouts, maintain or grow customer traffiff c and
drive effiff ciency.

• Drive incremental sales volume through special event hosting. Our dedicated sales team strives to drive
incremental special events traffiff c in each of our stores. We maintain our focus on opportunities to grow special
events sales including optimized online booking and entertainment offeff rings tailored towards group events, and
the introduction of ticketed experiences that allow smaller groups and individual guests to participate in themed
or limited-time programming within our venues. We also offeff r elevated banquet menu offeff rings and dedicated
service to provide an exceptional guest experience.

• Drive an imprm oved expee erience and optimize operations through targeted technology investments.We continue to
streamline our service model through store-level technology improvements including kiosks and other self-ff
service technology. We regularly invest in analytics tools and technology upgrades to more effiff ciently measure
and improve performance, drive incremental sales, and continuously monitor costs and profitaff bia lity.

Invest domesticallyll in our brands.

We believe the Dave & Buster’s and Main Event brands have significant domestic growth opportunities in the
United States. In fiscal 2025, we opened eight Dave & Buster's stores and three Main Event stores, in addition to the
relocation of one Dave & Buster’s location. In fiscal 2026 and beyond, the number of openings will depend on many
factors, including our ability to locate appropriate sites, negotiate acceptabla e purchase or lease terms, generate sufficient
operating cash flows or have sufficient financing capaa city to construcrr t new stores, obtain necessary local governmental
permits, and recruirr t and train team members.

We select new site locations through an evaluation of a set of drivers we believe increase the probabia lity of
successfulff , high-volume stores, including: site quality, visibility, accessibility and traffiff c volume, population density,
competitive presence and trade area demographics. The experience and establa ished relationships derived from our
development team enable us to focus our attention on the most relevant network of real estate brokers, which gives us
access to a large pool of qualifieff d potential store sites.
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Dave & Buster's Stores - Our Dave & Buster's stores vary in size from approximately 16,000 to 70,000 square feet.
To optimize sales per square foot and further enhance our store economics, we currently utilize three basic formats when
designing new stores. The target size of our future large format stores is expected to be between 30,000 and 45,000 square
feetff , the target size of our future medium format stores is expected to be between 25,000 and 30,000 square feet and the
target size of our small future format stores is expected to be 25,000 square feet. The stores we opened in fiscal 2025
averaged approximately 28,000 square feet. We believe the smaller store format allows us to reduce capital investment risk
per store and enter smaller markets that would not have warranted the investment of a larger box. For the smaller format,
we have reduced the back-of-house space and optimized the customer-facing area dedicated to simulation and redemption
games. We believe the smaller forff mat maintains the dynamic customer experience that is the foundation of our brand and
allows us flexibility in our site selection process.

Main Event Stores - Our Main Event stores vary in size from approximately 37,500 to 78,000 square feet. The target
size of our future stores is between approximately 40,000 and 50,000 square feet. The Main Event stores we opened in
fiscal 2025 averaged approximately 50,000 square feet. If an existing building exists at a target location, we could open a
future store outside of this range depending on projected store economics, competition and various other factors.

Invest in foreigngg operations

We are expanding the Dave & Buster's brand through international franchise agreements. As of Februarr ry 3, 2026,
we have signed five international franchise partnerships, which will expand the Dave & Buster's brand to locations in India,
Australia, the Dominican Republic, the Philippines and Mexico. Under these agreements, we currently plan to open a total
of 37 franchised Dave & Buster's locations.

We opened our first international franchise location in Bengaluru, Karnataka, India, in December 2024, followed by
our second in Mumbai, Maharashtra, India, in August 2025, our third in Manila, the Philippines, in October 2025 and our
fourth in Santo Domingo, Dominican Republic, in Februarr ry 2026. We currently have plans to open additional franchise
locations in Mexico City, Mexico; Perth, Australia; and New Delhi, India in Fiscal 2026.

To drive international expansion, we have developed key strategic initiatives that uniquely supporu t global market
penetration. The initiatives include a customizable footprt int to drive improved economics in each market; focused menu
localization with high regional resonance; a proprietary,rr dynamic pricing model; global marketing programs that are
demographically agnostic and locally executabla e; differff entiated entertainment strategies and packages unique to each
demographic; localized entertainment, and third-party programming.

We also own and operate two stores outside of the United States in the Canadian province of Ontario. The activities
of stores outside the United States are subju ect to various risks of doing business in a foreign country, including currency
fluctuations, changes in laws and regulations, and economic and political instability. We do not believe there is any
dependence on or material risk to our domestic business related to our Canadian operations.

Human Capital Management

Our team members are the heart of our Company, and we depend on them to provide great customer service and to
maintain strong operations. Our ability to attract and retain an engaged and experienced team is critical to the successfulff
execution of our business strategies. While we continue to operate in a competitive labora environment, we believe our
culture, policies, and labora practices contribute to strong relations with our team members.

Our Culture

Across the Company, we are committed to being fun creators. We are devoted to our service philosophy that calls
for providing exceptional service to our customers and to each other everyrr day. Our culture encourages intensity, hard
work, and having fun. We firmly believe we are better together, and we encourage teamwork, empathy, and good
judgment. We empower all team members to embrace innovation, change, and continuous learning and growth.

Our Team

As of Februarr ry 3, 2026, we employed approximately 23,610 team members across both of our brands, consisting of
88.8% store hourly team members, 9.4% store management, 1.5% store supporu t, and 0.3% dedicated special events sales
force.
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Our values unite us in a shared commitment to attract, retain, and engage qualifieff d personnel to develop a team that
reflects the characteristics of our customer base. We strive to provide a fun corporate atmosphere, which we believe
promotes teamwork, helps our team members maximize their potential, enables our team members to make better business
decisions, and fuels innovation. At Dave & Buster’s, we are committed to fostering a workplkk ace where everyrr individual is
valued and respected, everyrr voice is heard, everyrr experience is valued, and everyrr team member has equal opportunities for
growth and advancement. We are proud of our progress, but we remain dedicated to continually advancing our effoff rts to
build a vibrant, respectfulff , and supporu tive workplkk ace.

Our Leadership Team

We are led by a strong senior management team with a wealth of experience with national brands spanning casual
dining, entertainment, and other consumer-centric industries. We believe our management team’s prior experience,
combined with its experience at Dave & Buster’s and Main Event, provides us with specialized insights into our customer
base and enables us to create the dynamic environment that is core to our brands.

Our Stortt e Teams

Our typical store team consists of a General Manager supporu ted by an average of six to seven additional
management positions per store. Management team members handle various departments within the store including
responsibility for hourly team members. Our stores typically employ approximately 100 hourly team members, most of
which are part-time.

The General Manager and the management team are responsible for the day-to-day operations of the store, including
the hiring, training, and development of team members, as well as financial and operational performance. There is a
defined structurt e of development and progression of job responsibilities within the supporu ting management positions to
help ensure that each store has an adequate succession plan. Each store is overseen by a Regional Operations Director,
Senior Regional Operations Director or Vice President of Operations (collectively, “Regional Management”) who directly
or indirectly reports to our executive team. We are proud of our store leadership teams’ experience and carefulff ly monitor
our store management team retention rates, which have consistently tracked in the top quartile of the casual dining industry.rr

Attrtt acting Talent

We seek to hire experienced leaders and team members and offeff r competitive wage and benefit programs. We offeff r
performance-based compensation programs to our store management and store supporu t center employees. In addition to
salaries, these programs (which vary by employee level) include bonuses, stock awards, and various employee assistance
programs. In addition, our salaried and hourly team members are also eligible to participate in a 401(k) plan and medical/
dental/vision insurance plans and to receive vacation/pa/ id time offff based on tenure.

Developill ngii Talent

We motivate and develop our team members by providing them with opportunities for increased responsibilities and
advancement. Throughout the year, we provide numerous training opportunities for our team members, with a focus on
continuous learning and development. With hundreds of leadership positions across our stores, we provide a pathway and
training for individuals across the organization to advance from entry-rr level jobs into management roles. In addition, our
geographic footprt int ofteff n allows us to offeff r our store team members relocation options.

We strive to maintain quality and consistency through the extensive training and supeu rvision of our team members
and adherence to high standards relating to personnel performance, food and beverage preparation, safety protocols, game
playability and maintenance. We provide new team members with comprehensive orientation and one-on-one training for
their positions to help ensure they meet our high standards. New team members are trained by partnering with a trainer to
help ensure that the training and information they receive is complete and accurate. Team members are certifieff d for their
positions by passing a series of tests, including alcohol awareness and responsibility training for service team members.

We require our new store managers to complete an eight-week training program that includes front-of-house service,
kitchen, amusements, and management responsibilities. Newly trained managers are then assigned to their location, where
they receive additional training with their General Manager. The last two weeks of their training include a comprehensive
evaluation of new skills. We place a high priority on our continuing management development programs to ensure that
qualifieff d managers are availabla e for our future openings. We conduct regular evaluations with each manager to discuss
prior performance and future performance goals and continuously evaluate our staffiff ng to proactively plan for growth.
Through an Annual Operators Conferff ence our General Managers share best practices with each other, and all receive an
operating plan to drive performance for that year.
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When we open a new store, we provide varying levels of job-specific training to team members to help ensure the
opening is smooth and to help guide an effiff cient operation from the first day the store opens to the public. Prior to opening
a new location, our dedicated training and opening team travels to the location to deliver an intensive training program for
all team members. We believe this additional investment in our new stores is important because it helps us provide our
customers with a quality experience from day one. Afteff r a location has been opened and is operating smoothly, the store
managers supeu rvise the training of new team members.

Corporatett Responsibiliii tyii

Our core values guide each of our team members to care for each other, our customers, and the communities we
serve. We will not do business with organizations that employ or condone unfaiff r labora practices. We partner with supplu iers
who share our commitment to ethical business conduct; fair labora practices; proven environmental, health, and safety
practices; and environmental sustainabia lity. We also specifically condemn human traffiff cking and abuse of child labora . We
understand that supporu ting our communities includes being good environmental stewards and striving to conduct business
in a sustainabla e and environmentally responsible manner.

We strongly encourage team members to give back to the communities we serve. Although our Company invests
time and resources in many charitabla e causes, we have two main causes we focus our effoff rts to supporu t. The first main
charitabla e cause is our long-standing partnership with the Make-A-Wish Foundation, which we have proudly supporu ted in a
national partnership since April 2012. Through fiscal 2025, we have given over $20.0 cumulatively to this worthy cause,
and we participate in several events throughout the year, both in our stores and at our store supporu t center, to raise money
for the Make-A-Wish Foundation. We also volunteer our time and talents to Make- a-Wish.

The second main charitable cause is our continued investment in helping our own team members during their times
of greatest need through the Buster’s Legacy Fund. The Buster's Legacy Fund is an independent non-profitff establa ished to
create an employee assistance fund for the benefit of team members who suffer catastrophic events resulting in severe
economic hardship. The fund is financed by contributions from our team members, customers, and business partners.

Advertising and Marketing

We leverage advertising and marketing to drive awareness and strengthen brand relevance, in order to achieve
constant customer demand. We strategically evolve our marketing strategy and media investment approach to be more
data-driven, consumer-centric and experience focused. We continue to align our investments to meet the evolving media
consumption trends of our guests.

We offeff r a range of promotions, daily specials, events, and key holidays and cultural moments, which provide guests
with compelling reasons to return to our locations. Popular promotions include Eat & Play Combo®, Season Passes,
Unlimited Game Play Passes, Half Price Games, food and beverage specials during popular sporting events, and local
offeff rs targeting industryrr nights, school outreach programs, with additional trivia nights, contests and more at the events.

Our media offeff rings are diversifieff d, including linear and connected television, social and digital video marketing,
programmatic displays, paid social, influencers, outdoor billboards, radio, and paid search. We conduct various digital
marketing initiatives including search engine marketing and optimization, organic social media, content marketing, and
mobile advertising campaigns.

Additionally, we continue to invest in our mobile application and web platforms, which enhance customer
satisfaction, provide exclusive offeff rs and limited-time discounts for loyal guests, and offeff r a convenient way for customers
to purchase and recharge gaming cards. We are now able to track in-store transactions for our customer retention programs,
offeff ring promotional messaging based on the guest’s in-store spending habia ts. For example, we are ofteff n able to cross-sell
food purchases to gaming-heavy guests by offeff ring a free appetizer or dessert promotions with the purchase of an entrée.

Our creative strategy is designed to ignite excitement around the in-store experience, constantly showcasing fresh
and innovative offeff rings intended to keep guests eagerly anticipating upcoming offeff rings. Our strategy helps to ensure our
entertainment options appeal both to aduldd ts and families, with seasonal messaging to align with school breaks, sports-
watching occasions, and cultural moments like holidays and special events.

Our special event marketing programs continue to supporu t our special events team initiatives through targeted digital
marketing, customer relationship management, organic social media content marketing, partnerships, co-op programs, and
print marketing. We have online booking for social parties, providing added convenience and a customizable experience
for our customers when booking events.

We work with best-in-class external advertising, digital media, and public relations agencies to help develop and
execute our advertising programs, ensuring our marketing effoff rts remain at the forefront of innovation and customer
engagement.
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Technologyo

We utilize several proprietary and third-party management information systems. These systems are designed to
enable our games’ functionality, improve operating effiff ciencies, provide us with timely access to financial and marketing
data and reduce store and corporate administrative time and expense. We believe our management information systems are
sufficient to supporu t our business plans. Information systems projects are prioritized based upon strategic, financial,
regulatoryrr and other business advantage criteria.

Our managers have daily routines focused on driving consistent execution in entertainment, food and beverage. Our
inventoryrr management platform allows us to determine the theoretical food and beverage costs for each store and provides
additional tools and reports to help us identifyff opportunities to increase effiff ciency, including waste management. In
addition to our own routines, we leverage a third-party vendor to help ensure quality beverage operations, responsible
alcohol service and loss prevention. Our workforce management platform allows management to quickly increase or
decrease labora based on real-time business needs and assists our managers in optimizing hourly labora based on anticipated
sales volumes. Our enterprise resource planning platform allows us to manage and automate accounting and supplu y chain
processes to improve effiff ciency, accuracy and decision-making across the organization. Our amusement team uses a
proprietary system that is suppou rted by a mobile application that identifieff s amusement issues and needed repairs to help
ensure our games are operational and meeting our ideal playing standard. Complementing this program is our routine
preventative maintenance program, designed to prevent game failure and extend the functionality of our games.
Consolidated reporting tools for the key drivers of our business are provided to our Regional Management to identify and
troubleshoot any systemic issues.

Our store systems enable staffff to deliver the multi-faceted customer experience including ordering food and playing
games. We have invested in connectivity and data infrastrucrr ture to modernize and upgrade the capacity of our store
systems. Our customers can also engage with us through customer-facing digital experiences, such as the mobile
application and in-store self-sff ervice kiosks.

Food Preparatiott n, Qualitll ytt Contrott l and Purchasingii

We strive to maintain the highest food quality standards. To ensure our quality standards are met, we negotiate
directly with independent producers of food products. We provide detailed quality and yield specifications to supplu iers for
our purchases. Our systems are designed to protect the safety and quality of our food supplu y throughout the procurement
and preparation process. Within each location, the Kitchen Manager is primarily responsible for ensuring the timely and
correct preparation of food products per the recipes we specify. We provide each of our stores with various tools and
training to facilitate these activities.

Stortt e-Le- vel Quarterlyll Fluctuatiott ns and Seasonalitll ytt

Our revenues are influenced by seasonal shiftsff in consumer spending. Typically, we have higher revenues associated
with the spring and year-end holidays, which will continue to be susceptible to the impact of severe or unseasonabla y mild
weather on customer traffiff c and sales during that period. Our third quarter, which encompasses the back-to-school fall
season, has historically had lower revenues as compared to other quarters. (See Item 1A. Risk Factors, “Our revenues and
operating results may fluctuate significantly due to various risks and unforff eseen circumstances, including increases in
costs, seasonality, weather, acts of violence or terrorism and other factors outside our control.”)

Supplpp iell rs

We primarily offeff r redemption game prizes and food and beverage products, which are availabla e from a number of
different supplu iers. Since we buy a significant volume of traditional and amusement games, we receive discounted pricing
arrangements. Wage inflation, tariffs and other macro-economic pressures could result in increasing expenses, as supplu iers
may seek to pass higher costs on to us. (See Item 1A. Risk Factors, “Our operations are susceptible to the changes in cost
and availability of commodities and othett r products, which couldll negate ivelyll affeff ct our operating results.”)

Intellectual Propertytt

We have registered the trademarks Dave & Buster’s®, Power Card®, Eat & Play Combo®, Eat Drink Play®, Eat
Drink Play Watch®, Main Event®, Main Event Entertainment®, and Eat.Bowl.Play® and have registered or applied to
register certain additional trademarks with the United States Patent and Trademark Offiff ce and in various foreign countries.
We consider our tradenames and our logos to be important featurt es of our operations and seek to actively monitor and
protect our interests in these properties in the various jurisdictions where we operate. We also have certain trade secrets,
such as our recipes, processes, proprietary information and certain software programs that we protect by requiring all of our
employees to sign a code of ethics, which includes an agreement to keep trade secrets confidff ential.
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Government Regue lation

We are subju ect to a variety of federal, state and local laws affeff cting our business. For a discussion of the risks and
potential impact on our business of a failure by us to comply with applicable laws and regulations, see Item 1A. Risk
Factors. Each of our stores is subju ect to permitting and licensing requirements and regulations by a number of government
authorities, which may include, among others, alcoholic beverage control, health and safety, sanitation, environmental,
labora and zoning. The development and construcrr tion of new stores is subju ect to compliance with applicable zoning, land
use and environmental regulations. We must comply with laws and regulations relating to consumer protection, fair trade
practices, and the preparation and sale of food, including regulations regarding product safety, nutritional content and menu
labea ling. We are also subju ect to federal, state, and local laws that govern health benefits, employment practices and
working conditions, including minimum wage rates, wage and hour practices, gratuit ties, overtime, various family leave
mandates, discrimination and harassment, immigration, workplkk ace safety and other areas. Additionally, and without
limitation, we must comply with laws relating to information security, consumer credit protection and fraud, and data
privacy laws and standards for the protection of personal and health information.

Available Information

Our annual reports on Form 10-K, quarterly reports on Form 10-Q, current reports on Form 8-K and amendments to
those reports filed or furnished pursuant to Section 13(a) or 15(d) of the Exchange Act are availabla e free of charge through
our website, at https://ir.daveandbusters.com, as soon as reasonabla y practicable afteff r they are electronically filed with or
furnished to the Securities and Exchange Commission (“SEC”). Such reports may also be obtained on the SEC’s website at
www.sec.gov. Information on our corporate governance principles and practices can also be found on our website.
Information contained on our website is not incorporated by reference into this Form 10-K.

ITEM 1A. Risk Factors

Various risks and uncertainties could affeff ct our business. In addition to the information contained elsewhere in this
report and other filings that we make with the SEC, the risk factors described below could have a material impact on our
business, financial condition, results of operations, cash flows or the trading price of our common stock. It is not possible
to identifyff all risk factors. Additional risks and uncertainties not presently known to us or that we currently believe to be
immaterial may also impair our business operations.

Risks Related to our Growth and Operating Strategyp g gy

If we are unablell to successfulff lyll designi and executett our busineii ss stratt tegye ,yy includindd g growing comparablell stortt e sales,
our revenues and profitff abitt litii ytt maya be adverserr ly affeff ctedtt .dd

Our ability to increase revenues and profitff ability is dependent on designing and executing effeff ctive business
strategies. If we are delayed or unsuccessfulff in executing our strategies or if our strategies do not yield desired results, our
business, financial condition and results of operations may sufferff . Our ability to execute our business strategy is dependent
upon, among other things, our ability to: increase gross sales and operating profitsff at existing stores with entertainment,
food, and beverage options desired by our customers; evolve our marketing and branding strategies to appeal to our
customers; innovate and implement technology initiatives to provide a unique digital customer experience; identifyff
adequate sources of capital to fund and finance strategic initiatives; grow and expand operations, including identifying
availabla e, suitabla e, and economically viable locations for new stores and making strategic acquisitions; and improve the
speed and quality of our service.

New or improved technologio es or changes in consumer behavior facilitaii ted by these technologio es couldll negate ivtt elyll affeff ct
our busineii ss.

Advances in technologies, including those that use artificial intelligence, or certain changes in consumer behavior
driven by such technologies could have a negative effeff ct on our business. Technology and consumer offeff rings continue to
develop, and we expect new or enhanced technologies and consumer offeff rings will be availabla e in the future. As part of our
marketing effoff rts, we use a variety of digital platforms including search engines; mobile, online videos; and social media
platforms to attract and retain customers. We also test new technology platforms to improve our level of digital
engagement with our customers and team members to help strengthen our marketing and related consumer analytics
capabilities. These initiatives may not prove to be successfulff and may result in expenses incurred without the benefit of
higher revenues or increased engagement. Our inability to effeff ctively use and monitor social media could harm our
marketing effoff rts as well as our reputation, which could negatively impact our sales and financial performance.
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Changes in consumer preferff ences and buyiu ngii pattett rns and changes in economic conditiodd ns couldll negate ivtt elyll affeff ct our
results of operations.

The out-of-home entertainment market is highly dependent on consumer discretionary spending levels, which have
in the past been and may in the future be negatively affeff cted by economic conditions, such as: fluctuations in disposable
income and changes in consumer confidff ence; the price of fuel and transportation; slow or negative growth; unemployment;
credit conditions and availabia lity; volatility in financial markets; inflationary pressures; weakness in the housing market;
tariffs and trade barriers; wars or conflicff t in certain regions; pandemics or public health concerns; and changes in
government and central bank monetary policies. When economic conditions negatively affeff ct consumer spending,
discretionary spending for visits to out-of-home entertainment venues has in the past been and may in the future be
challenged, our guest traffiff c has deteriorated in the past and may deteriorate in the future, and the average amount guests
spend in our venues may be reduced. This can negatively impact our results of operations, and could also result in
reductions in staffff levels, asset impairment charges and potential store closures.

The success of our venues also depends on properties primarily located near high density retail areas such as
regional malls, lifesff tyle centers, big box shopping centers and entertainment centers. We depend on a high volume of
visitors at these centers to attract customers to our locations. As demographic and economic patterns change, current
locations may or may not continue to be attractive or profitff able. A decline in development or closures of businesses in
these settings or a decline in visitors to retail areas near our locations could negatively affeff ct our sales. In addition,
desirabla e sites for the relocation of existing stores may not be availabla e at an acceptabla e cost, due in part to the inability to
easily terminate a long-term lease.

Consumers’ health and dietaryrr preferff ences are continually changing. As a result, we are challenged to evolve our
food and beverage menu offeff rings to appeal to these changing customer preferff ences, while maintaining the character of our
brands and retaining popular menu items. New information or changes in dietary,rr nutritional, allergen or health guidelines
or environmental or sustainabia lity concerns, whether issued by governmental agencies, academic studitt es, advocacy
organizations or similar groups, may cause some groups of consumers to select foods other than those that are offeff red by
our stores, which could negatively impact our food and beverage revenues.

We maya not be ablell to competett favorablyll in the entertaitt nmii ent and restautt rant markets,tt which couldll have a material
adverserr effeff ct on our busineii ss, resultstt of operations or finaii ncial conditiodd n.

The out-of-home entertainment market is highly competitive. We compete for customers’ discretionary
entertainment dollars with providers of out-of-home entertainment, including location-based entertainment facilities such
as movie theaters, sporting events, bowling alleys, sports activity centers, arcades and entertainment centers, nightclubs,
and restaurants as well as theme parks. Some of the entities operating these businesses are larger and have greater financial
resources, have a greater number of stores, have been in business longer, have greater name recognition or are better
establa ished in the markets where our stores are located or are planned to be located. As a result, they may be able to invest
greater resources than we can in attracting customers and succeed in attracting customers who would otherwise come to our
stores. The legalization of casino gambling in geographic areas near any current or future store and the expanded
availabia lity of online sports betting could also have a material adverse effeff ct on our business and financial condition. We
also face competition from local, regional, and national establa ishments that offeff r similar entertainment experiences to ours
and restaurants that are highly competitive with respect to price, quality of service, location, ambience and type and quality
of food. We also face competition from increasingly sophisticated home-based forms of entertainment, such as internet and
video gaming and home movie streaming. Our failure to compete favorably in the competitive out-of-home and home-
based entertainment and restaurant markets could have a material adverse effeff ct on our business, results of operations and
financial condition.

Unfan vorablell publicll ity or a failure to respond effeff ctivtt elyll to adverserr publicll ity,yy couldll harm our busineii ss.

Our brands and our reputation are among our most important assets. Our ability to attract and retain customers
depends, in part, upon the external perception of our Company, the quality of our food service and facilities and our
integrity. Multi-store businesses such as ours can be adversely affeff cted by unfavff orable publicity resulting from poor food
quality, food safety concerns, flu or other virus outbrt eaks and other public health concerns stemming from one or a limited
number of our stores. While we dedicate subsu tantial resources and provide training to ensure the safety and quality of the
food we serve, these risks cannot be eliminated. Additionally, we rely on our network of supplu iers to properly handle, store,
and transport our ingredients for deliveryrr to our stores. Any failure by our supplu iers, or their supplu iers, could cause our
ingredients to be contaminated, which could be difficff ult to detect and could put the safety of our food in jeopardy. The risk
of food-borne illness also may increase whenever our menu items are served outside of our control, such as by third-party
food deliveryrr services or customer take-out.
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Negative publicity may also result from criminal incidents, data privacy breaches, scandals involving our team
members or operational problems at our stores. Regardless of whether the allegations or complaints are valid, unfavff orable
publicity related to one or more of our stores could affeff ct public perception of the entire brand. Even incidents at similar
businesses such as restaurants, our competitors, or in the supplu y chain generally could result in negative publicity that
could indirectly harm our brand. If one or more of our stores were the subju ect of unfavff orable publicity and we are unabla e to
quickly and effeff ctively respond to such reports, our overall brands could be adversely affeff cted, which could have a material
adverse effeff ct on our business, results of operations and financial condition.

The use of social media and similar platforms allows individuals access to a broad audience of consumers and other
interested persons. Consumers value readily availabla e information concerning goods and services that they have or plan to
purchase and may act on such information without further investigation or authentication. Many social media platforms
immediately publish the content their subsu cribers and participants post, usually without filters or checks on the accuracy of
the content posted. Inaccurate or adverse information concerning our Company may be posted on such platforms at any
time and may spread quickly. The harm may be immediate without affoff rding us an opportunity for redress or correction.
Such platforms also may be used for dissemination of trade secret information, compromising valuable company assets.
The dissemination of information via social media and similar platforms may harm our business, prospects, financial
condition, and results of operations, regardless of the information’s accuracy. The inappropriate use of social media
vehicles by our customers or team members could increase our costs, lead to litigation, or result in negative publicity that
could damage our reputation.

Further, if we are not effeff ctive in addressing social and environmental responsibility matters or achieving relevant
sustainabia lity goals, consumer trusrr t in our brands may sufferff . Consumer demand for our products and the value of our
brands could diminish significantly if any such incidents or other matters erode consumer confidff ence in us or our products,
which would likely result in lower revenues.

We are subject to riskii skk associatedtt withii leasing space subject to long-tgg ertt m,rr non-cancelablll ell leases,s and riskii skk related to
renewal.

The majoa rity of our stores operate on property that we lease rather than own. Payments under our non-cancelable,
long-term operating leases account for a significant portion of our operating expenses, and we expect a predominant
number of the new stores we open in the future will also be leased. The leases typically provide for a base rent plus an
annual rent escalator either at a fixed amount or based on the Consumer Price Index. Certain leases also require us to pay
additional rent based on a percentage of the revenue generated by the stores on the leased premises once certain thresholds
are met. We generally cannot cancel these leases without a subsu tantial economic penalty. If an existing or future store is not
profitaff bla e and we decide to close it, we may nonetheless be committed to perform our obligation under the applicable lease,
including, among other things, paying the base rent for the remainder of the lease term. We depend on cash flow from
operations to pay our lease obligations. If our business does not generate adequate cash flow from operating activities and
sufficient funds are not otherwise availabla e to us from borrowings under our existing credit facility or otherwise, we may
not be able to service our operating lease obligations, grow our business, respond to competitive challenges, or fund other
liquidity and capital needs, all of which could have a material adverse effeff ct on us.

In addition, as each of our existing leases expires, we may choose not to renew, or may not be able to renew such
lease, if the capital investment required to maintain the stores at the leased locations is not justifieff d by the return required
on the investment. If we are not able to renew the leases at rents that allow our stores to remain profitaff bla e as their terms
expire, the number of such stores may decrease, resulting in lower revenue from operations, or we may relocate a store,
which could subju ect us to construcrr tion and other costs and risks, and, in either case, could have a material adverse effeff ct on
our business, results of operations and financial condition.

Our finaii ncial perforff marr nce and the abilityii to successfulff lyll implement our stratt tegie c direii ctiott n couldll be adverserr ly affeff ctedtt
if we fail to retainii or effeff ctivtt elyll respond to a loss of keye managea ment.tt

Our future success is subsu tantially supporu ted by the contributions and abilities of senior management, including key
executives and other leadership team members. Changes in senior management could expose us to significant changes in
strategic direction and initiatives. A failure to maintain appropriate organizational capacity and capability to supporu t
leadership excellence or a loss of key skill sets could jeopardize our ability to meet our business performance expectations
and growth targets. Although we have employment agreements with all members of senior management, we cannot prevent
members of senior management from terminating their employment with us. The departurt e of a member of senior
management and/or the failure to ensure an effeff ctive transferff of knowledge and a smooth transition upon such departurt e
may be disruptrr ive to the business and could hinder our strategic planning and execution.
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We face riskii skk related to our substantiatt l indebtedtt nedd ss and limiii taii tions on future sources of liquidityii .yy

We are party to a senior secured credit agreement (as amended from time to time, the “Credit Agreement”) that
provides for a $650.0 revolving credit facility (the “Revolving Credit Facility”), under which $170.0 was outstanding as of
Februarr ry 3, 2026, and a term loan facility, under which $1,382.3 of principal was outstanding as of Februarr ry 3, 2026
(together with the Revolving Credit Facility, the “Credit Facility”). Our subsu tantial indebtedness could have adverse
consequences to us, including:

• making it more difficult for us to satisfy our obligations with respect to our debt, and any failure to comply with
the obligations under our debt instruments, including restrictive covenants, could result in an event of default
under the agreements governing our indebtedness, increasing our vulnerabia lity to general economic and industryrr
conditions;

• requiring a subsu tantial portion of our cash flow from operations to be dedicated to the payment of obligations
with respect to our debt, thereby reducing our ability to use our cash flow to fund our operations, lease payments,
capital expenditures, selling and marketing effoff rts, producd t development, future business opportunities and other
purposrr es;

• exposing us to the risk of increased interest rates as some of our borrowings are at variable rates;

• limiting our ability to obtain additional financing for working capia tal, capital expenditures, product development,
debt service requirements, strategic acquisitions, and general corporate or other purposrr es; and

• limiting our ability to plan for, or adjud st to, changing market conditions and placing us at a competitive
disadvantage compared to our competitors who may be less highly leveraged.

Covenants in our Creditdd Agreement restritt ct our busineii ss and couldll limit our abilityii to implement our busineii ss planll .

The Credit Agreement includes covenants restricting, among other things, our ability to do the following under
certain circumstances: incur or guarantee additional indebtedness or issue certain disqualifieff d or preferff red stock; pay
dividends or make other distributions on, or redeem or purchase any equity interests or make other restricted payments;
make certain acquisitions or investments; create or incur liens; transferff or sell assets; incur restrictions on the payment of
dividends or other distributions from our restricted subsu idiaries; alter the business that we conduct; enter into transactions
with affiff liates; and consummate a merger or consolidation or sell, assign, transferff , lease or otherwise dispose of all or
subsu tantially all our assets. The Credit Agreement also requires us to comply with certain financial covenants, including to
maintain a maximum net total leverage ratio.

There can be no assurance that we will be able to comply with our covenants under the Credit Agreement or that any
covenant violations will be waived in the future. Any violation that is not waived could result in an event of default,
permitting our lenders to declare outstanding indebtedness and interest thereon due and payabla e, and permitting the lenders
under the Revolving Credit Facility to suspend commitments to make any advance, or require any outstanding letters of
credit to be collateralized by an interest-bearing cash account, any or all of which could have a material adverse effeff ct on
our business, financial condition and results of operations. In addition, if we fail to comply with our financial or other
covenants under the Credit Agreement, we may need additional financing to service or extinguish our indebtedness. We
may not be able to obtain financing or refinancing on commercially reasonabla e terms, or at all. We cannot assure that we
would have sufficient funds to repay outstanding amounts under the Revolving Credit Facility and any acceleration of
amounts due would have a material adverse effeff ct on our liquidity and financial condition.

The success of our longer-trr ertt mrr growth stratt tegye depeee ndsdd in part on our abilityii to develop,ll open and operate new stortt es
profitaff bly,ll and on our abilitii ytt to optimiztt e our existing stortt es.

Our ability to timely and effiff ciently open new stores and to operate these stores on a profitaff bla e basis is dependent on
numerous factors including quality locations, acceptabla e lease or purchase agreements, zoning, use and other regulations,
our liquidity, staffiff ng needs and training, permitting, customer acceptance, impact on existing stores and financial
performance targets. The timing of new store openings may result in significant fluctuations in our quarterly performff ance.
We typically incur significant costs prior to opening for pre-opening and construcrr tion and increased labora and operating
costs for a newly opened store. Due to these subsu tantial upfroff nt financial requirements to open new stores, the investment
risk related to any single store is much larger than that associated with many other entertainment or restaurant venues.
Further, our ability to meet these subsu tantial upfroff nt financial requirements may be impacted by the ability, or willingness,
of development partners to provide developer financing or reimbursement of such costs incurred by us.
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Our long-term growth strategy depends, in part, on our ability to remodel existing stores in a manner that achieves
appropriate returns on our capia tal investment. A robust store remodel program requires significant capital investment,
based on the condition of each store as well as other factors, including the optimization of the size and layout of our
existing stores to ensure maximum space utilization. Pursuing the wrong remodel and any delays, cost increases,
disruptrr ions or other uncertainties related to those opportunities could adversely affeff ct our results of operations.

We maya be subject to impaim rmii ent losses due to potentt tial declinll es in the fair value of our assets.

In accordance with generally accepted accounting principles (“GAAP”), we are required to annually evaluate our
long-lived assets, goodwill and intangible assets for impairment. Significant declines in our stock price, market
capitalization, or consumer spending due to increased competition, macroeconomic conditions or other factors could result
in an unfavff orable fair value evaluation of the carrying amounts of the assets. The resulting impairment charges related to
our long-lived assets, goodwill or intangible assets could have a materially adverse effeff ct on our results of operations.

We maya fail to effeff ctivtt elyll integre atett or operate our future acquisitions.

In fiscal 2022, we acquired Main Event as part of our expansion effoff rt and may acquire more businesses in the
future. If we fail to manage our future acquisitions effeff ctively, our results of operations could be adversely affeff cted by any
of the following:

• incorrect assumptions regarding the future results of acquired operations or assets, expected cost reductions or
other synergies to be realized from acquiring operations or assets;

• faiff lure to integrate the operations or management of any acquired operations or assets successfulff ly and timely;
• potential loss of key team members and customers of the acquired companies;
• potential lack of experience operating in a geographic market or product line of the acquired business;
• an increase in our expenses, particularly overhead expenses, and working capital requirements;
• the possible inability to achieve the intended objectives of the business combination; and
• the diversion of management’s attention from existing operations or other priorities.

Risks Related to Information Technology and Cybersecuritygy y y

Infon rmatiott n technologyo systemtt failures or interruptions maya impacm t our abilityii to effeff ctivtt elyll operate our busineii ss.

We rely heavily on various information technology systems, including point-of-sale, kiosk and amusement
operations systems in our stores, data centers that process transactions, communication systems and various other software
applications used throughout our operations. Some of these systems have been internally developed and we rely on third-
party providers and platforms for some of these information technology systems and supporu t. Although we have
operational safeguards in place, those technology systems and solutions could become vulnerabla e to damage, disabia lity, or
failures due to theft,ff fire, power outages, telecommunications failure or other catastrophic events. Any failure of these
systems could significantly impact our operations. We rely on third-party service providers for certain key elements of our
operations, including credit card processing, telecommunications, and utilities. Our reliance on systems operated by third
parties also presents the risk faced by the third-parties’ businesses, including the operational, cybersecurity, and credit risks
of such parties. If those systems were to fail or otherwise be unavailabla e, and we were unabla e to timely recover, we could
experience an interruptu ion in, or other material adverse effeff ct on, our operations.

Cybersecurityii breaches or othett r privacyc or datatt securityii incidentstt that exposxx e confidff endd tial customtt er,r personal emplm oyll ee
or othett r material,ll confidff endd tial infon rmatiott n that is stortt ed in our infon rmatiott n systemtt s or by third parties maya adverserr ly
impact our busineii ss.

Many of our information technology systems (and those of our third-party business partners, whether cloud-based or
hosted in proprietary servers), including those used for point-of-sale, web and mobile platforms, mobile payment systems
and administrative functions including time and attendance reporting and payroll processing, contain personal, financial, or
other information that is entrusrr ted to us by our customers and team members. Many of our information technology systems
also contain proprietary and other confidff ential information related to our business, such as business plans and initiatives. A
cybersecurity incident (generally any intentional or unintentional attack that results in unauthorized access resulting in
disruptrr ion of systems, corruptu ion of data, theftff or exposure of confidff ential information or intellectuatt l property) that
compromises the information of our customers or team members could result in widespread negative publicity, damage to
our reputation, a loss of customers, additional costs, litigation claims, legal or regulatoryrr proceedings, fines or penalties,
legal fees, remediation costs, a negative impact on team member morale, or other impacts to our business.

+Globally, cybersecurity attacks are increasing in number, and the threat actors are increasingly organized and well
financed, or at times supporu ted by state actors. In addition, geopolitical tensions or conflicff ts may create a heightened risk of
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cybersecurity attacks. Although we employ security technologies and practices and have taken other steps to tryrr to prevent
a breach, there are no assurances that such measures will prevent or detect cybersecurity breaches, and we may
nevertheless not have the resources or technical sophistication to prevent rapia dly evolving types of cyberattacks. The
techniques that may be used to obtain unauthorized access to or to sabota age systems change frequently, and we may not be
able to anticipate these techniques and implement adequate preventative, responsive or protective measures. As these
threats continue to evolve and increase, including due to the use of artificff ial intelligence by us and third parties, we
continue to invest significant resources, and may be required to invest significant additional resources, to modify and
enhance our cybersecurity controls and to investigate and remediate any security vulnerabia lities. We maintain a dedicated
insurance policy covering cybersecurity risks, and such insurance coverage may, subju ect to policy terms and conditions,
cover certain aspects of cyber risks, but this policy is subju ect to a retention amount and may not be applicable to a
particular incident or otherwise may be insufficient to cover all our losses beyond any retention. Based on recent court
rulings, there is uncertainty as to whether traditional commercial general liabia lity policies will be construerr d to cover the
expenses related to cyberattacks and breaches if credit and debit card information is stolen.

We have been, and likely will continue to be, the target of cyber and other security threats. If we experience a
security breach, we could become subju ect to ransom demands, or claims, lawsuits or other proceedings for purporrr tedly
fraudulent transactions arising out of the theftff of credit or debit card information, compromised security and information
systems, failure of our team members to comply with applicable laws, the unauthorized acquisition or use of such
information by third parties, or other similar claims, and such demands, claims, lawsuits or other proceedings could have a
material and adverse effeff ct on our operations, results of operations, and financial condition.

Compliance withii cybersecurityii ,yy privacyc and similii arll laws maya involve signi ificff ant cost and anyn failure to comply couldll
adverserr ly affeff ct our busineii ss, repuee tation, and results of operations.

The statutt oryrr and regulatoryrr environment surrounding information security, privacy, and other matters involving
consumer protection is increasingly demanding, with the frequent imposition of new and constantly changing laws and
requirements. Compliance with these laws and requirements can be costly and time-consuming, and the costs could
adversely impact our results of operations due to necessary system changes and the development of new administrative
processes. Security breaches could also result in a violation of applicable privacy and other laws and subju ect us to private
consumer, business partner or securities litigation and governmental investigations and proceedings, any of which could
result in our exposure to material civil or criminal liability. We are required to maintain the highest level of Payment Card
Industryrr Data Security Standards compliance at our store supporu t center and stores. If we do not maintain the required level
of compliance, we could be subju ect to costly fines or additional fees from the card brands that we accept or lose our ability
to accept those payment cards. Additionally, an increasing number of government and industryrr groups have establa ished
laws and standards for the protection of personal and health information.

Risks Related to the Entertainment and Restaurant Industries

Failure to adequateltt yll protecttt our intellectual propertytt couldll harm our busineii ss.

We regard our intellectual property as having significant value and being important to our marketing effoff rts. We use
a combination of intellectual property rights, such as trademarks and trade secrets, to protect our brands, including Dave &
Buster’s®, Power Card®, Eat & Play Combo®, Eat Drink Play®, Eat Drink Play Watch®, Main Event®, Main Event
Entertainment®, and Eat.Bowl.Play®, as well as certain other proprietaryrr processes and information material to our
business. The success of our business strategy depends, in part, on our continued ability to use our intellectuat l property
rights to increase brand awareness and further develop our branded products in both existing and new markets. If we fail to
protect our intellectuat l property rights adequately, we may lose an important advantage in the markets in which we
compete. If third parties misappropriate or infringe our intellectuat l property, the value of our image, brands and the
goodwill associated therewith may be diminished, our brands may fail to achieve and maintain market recognition, and our
competitive position may be harmed, any of which could have a material adverse effeff ct on our business, including our
revenues. Policing unauthorized use of our intellectual property is difficult, and we cannot be certain that the steps we have
taken will prevent the violation or misappropriation of such intellectuat l property rights by others. To protect our intellectuat l
property, we may become involved in litigation, which could result in subsu tantial expenses, divert the attention of
management, and adversely affeff ct our revenue, financial condition and results of operations.

We cannot be certain that our products and services do not and will not infringe on the intellectuat l property rights of
others. Any such claims, regardless of merit, could be time-consuming and expensive to litigate or settle, divert the
attention of management, cause significant delays, materially disruptrr the conduct of our business, and have a material
adverse effeff ct on our financial condition and results of operations. We could also be required to pay a subsu tantial damage
award, take a royalty-bearing license, discontinue the use of third-party products used within our operations and/or rebrand
our products and services as a result of any such claims.
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Our success depeee ndsdd upon our abilityii to recruitii and retain qualifll ieff d stortt e managea ment and operating personnel whilell
alsoll contrott lling our labor costs.tt

We must continue to attract, retain, and motivate qualifieff d management and operating personnel to maintain
consistency in our service, hospitality and quality, and the atmosphere of our stores, and also to supporu t future growth.
Adequate staffiff ng of qualifieff d personnel is a critical factor impacting our customers’ experience in our stores. Our ability to
attract and retain qualified management and operating personnel has become more challenging due to an increasingly
competitive job market. If we are unabla e to attract and retain a satisfactoryrr number of qualifieff d management and operating
personnel, labora shortages could delay the planned openings of new stores or adversely impact the operation of our existing
stores. Any such delays, material increases in team member turnover rates in existing stores or widespread team
dissatisfaction could have a material adverse effeff ct on our business and results of operations.

Low unemployment coupled with increases in minimum wages and minimum tip credit wages, extensions of
personal and other leave policies, other governmental regulations affeff cting labora costs, reduced levels of legal immigration
and a diminishing pool of potential team members, which has been exacerbar ted by potential team members choosing to
exit the workforce, in general, and for the hospitality industryrr in particular, especially in certain localities, have increased
and may continue to significantly increase our labora costs and make it more difficult to fully staffff our restaurants, any of
which could materially adversely affeff ct our financial performance.

The federal minimum wage and tip credit wage are under constant political scrutiny and may be increased or
eliminated in favor of significantly more mandated benefits than what is currently required under federal law. Should such
increases occur, state and local jurisdictions that have historically mandated higher wages and greater benefits than what is
required under federal law may seek to further increase wages and mandated benefits. In addition to increasing the overall
wages paid to our minimum wage and tip credit wage earners, these increases create pressure to increase wages and other
benefits paid to other team members who, in recognition of their tenure, performance, job responsibilities and other similar
considerations, historically received a rate of pay exceeding the applicable minimum wage or minimum tip credit wage.
Because we employ a large workforce, any wage increase and/or expansion of benefits mandates will have a particularly
significant impact on our labora costs. Our vendors, contractors and business partners are similarly impacted by wage and
benefit cost inflation, and many have or will increase their prices for goods, construcrr tion and services to offsff et their
increasing labora costs.

Our labora expenses include significant costs related to our self-iff nsured health, pharmacy and dental benefit plans.
Health care costs continue to rise and are especially difficult to project given that material increases in costs associated with
medical claims, or an increase in the severity or frequency of such claims, may cause health care costs to vary subsu tantially
from quarter-to-quarter and year-over-year. Any significant changes to the health care insurance system could also impact
our health care costs. Material increases in health care costs could materially adversely affeff ct our financial performance.

While we seek to offsff et labora cost increases through menu and game price increases, more effiff cient purchasing
practices, productivity improvements, greater economies of scale and by offeff ring a variety of health plans to our team
members, including lower-cost high-deductible health plans, there can be no assurance that these effoff rts will be successfulff .
If we are unabla e to effeff ctively anticipate and respond to increased labora costs, our financial performance could be
materially adversely affeff cted.

Also, our team members and others may attempt to unionize our workforce, establa ish boycotts or picket lines or
interruptu our supplu y chains, which could limit our ability to manage our workforce effeff ctively, cause disruptrr ions to our
operations and materially adversely affeff ct our financial perforff mance. Our labora costs may significantly increase if we
become unabla e to effeff ctively manage our workforce and the compensation and benefits we offeff r to our team members,
which also could materially adversely affeff ct our financial performance.

Our revenues and operatingii resultstt maya fluctuatett signi ificff antly due to various riskii skk and unforff eseen circii umstantt ces,s
includindd g increases in costs,tt seasonalityll ,yy weathett r, acts of violenll ce or terrorismii and othett r factortt srr outsidedd our contrott l.

Certain regions in which our stores are located have been, and may in the future be, subju ect to natural disasters, such
as earthquakes, floods, fires, and hurricanes. Depending upon its magnitude, a natural disaster could severely damage our
stores, which could adversely affeff ct our business, results of operations or financial condition. Additionally, a natural or
man-made disaster at our store supporu t center, game repair facility, data center, or backupkk data facility could significantly
impact our ability to provide services and systems to our stores. We currently maintain property and business interruptu ion
insurance through the aggregate property policy for each of our stores.

Any act of violence at or threatened against our stores or the centers in which they are located, including active
shooter situations and terrorist activities, may result in restricted access to our stores and/or store closures in the short term
and, in the long term, may cause our customers and team members to avoid visiting our stores. Natural disasters such as
earthquakes, hurricanes, fires, and severe adverse weather conditions, climate change and health pandemics can keep
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customers in the affeff cted area from visiting our stores, adversely affeff ct consumer spending and confidff ence levels and
supplu y availabia lity and costs, cause damage to, or closure of,ff our stores and result in lost opportunities for our stores. Any
such situation could adversely impact cash flows and make it more difficult to fully staffff our stores, which could materially
adversely affeff ct our business. Our receipt of proceeds under any insurance we maintain with respect to some of these risks
may be delayed or the proceeds may be insufficient to cover our losses fully.

Our operating results may fluctuate significantly due to seasonal factors. Typically, our third quarter, which
encompasses the back-to-school fall season, has historically had lower revenues compared to other quarters. Revenues
associated with the spring and year-end holidays are typically higher. As a result, factors affeff cting peak seasons could have
a disproportionate effeff ct on our results. For example, the number of days between Thanksgiving and New Year’s Day and
the days of the week on which Christmas and New Year’s Eve fall affeff ct the volume of business generated during the
December holiday season and can affeff ct our results for the full fiscal year. In addition, unfavff orable weather conditions
during the winter and spring seasons could have a significant adverse impact on our results.

Our operations are susceptiblell to the changes in cost and availaii bilityii of commoditieii s and othett r products,tt which couldll
negate ivtt elyll affeff ct our operatingii results.tt

Our profitff ability depends in part on our ability to anticipate and react to changes in commodity and other product
costs. Various factors beyond our control, including adverse weather conditions, governmental regulation and monetary
policy, product availabia lity, recalls of food products, disruptrr ion of our supplu ier manufactff urt ing and distribution processes
due to public health crises or pandemics, and seasonality, may affeff ct our commodity costs or cause a disruprr tion in our
supplu y chain. We have multiple short-term supplu y contracts with a limited number of supplu iers. If any of these supplu iers do
not perform adequately or otherwise fail to distribute products or supplu ies to our stores, we may be unabla e to replace the
supplu iers in a short period of time on acceptabla e terms or at all, which could increase our costs, cause shortages of food and
other items at our stores and cause us to remove certain items from our menu.

Changes in the price or availabia lity of commodities for which we do not have short-term supplu y contracts could have
a material adverse effeff ct on our profitaff bia lity. Expiring contracts with our food supplu iers could also result in unfavff orable
renewal terms and thereforff e increase costs associated with these supplu iers or may necessitate negotiations with other
supplu iers. Other than short-term supplu y contracts for certain food items, we currently do not engage in futures contracts or
other financial risk management strategies with respect to potential price fluctuations in the cost of food and other supplu ies.
Also, the unplanned loss of a majoa r distributor could adversely affeff ct our business by disruptrr ing our operations as we seek
out and negotiate a new distribution contract. Further, a significant percentage of our inventoryrr is directly or indirectly
sourced outside the United States, and volatility in trade policy and tariffs could significantly increase our costs. If we pay
higher prices for food or other product costs, our operating costs may increase, and, if we are unabla e to adjud st our
purchasing practices or pass any cost increases on to our customers, our operating results could be adversely affeff cted.

Our procurement of new games and entertaitt nmii ent offeff ringii sgg is contintt gent upon availaii bilityii ,yy and in some instantt ces,s our
abilityii to obtaitt nii licensingii righi ts.

Our ability to continue to procure new games and entertainment offeff rings and other entertainment-related equipment
is important to our business strategy. The number of supplu iers from which we can purchase games and other entertainment-
related equipment is limited. To the extent the number of supplu iers declines, we could be subju ect to the risk of distribution
delays, pricing pressure (including pressure imposed by tariffs), lack of innovation and other associated risks. We may not
be able to anticipate and react to changing offeff rings cost by adjud sting purchasing practices or game prices, and a failure to
do so could have a material adverse effeff ct on our operating results. In addition, any decrease in availabia lity of new
entertainment offeff rings that appeal to customers could lead to decreases in revenues as customers negatively react to a lack
of new game options.

Historically, we have successfulff ly developed several proprietary entertainment offeff rings that have not been availabla e
to operations outside the Company. Our ability to develop future offeff rings is dependent on, among other things, obtaining
rights to intellectuat l property and compelling game content and developing new entertainment offeff rings that are accepted
by our customers. There is no guarantee that additional licensing rights will be obtained by us or that our customers will
accept the future offeff rings that we develop. The result could be increased expenses without increased revenues putting
downward pressure on our results of operations and financial performance.
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We maya not be able to operate our stortt es or obtaitt n/ii ma// intain licenses and permits necessary for such operation, in
compliance withii laws,s regue lations and othett r requirements,s which couldll adverserr ly affeff ct our busineii ss, resultstt of
operations or finaii ncial conditdd iott n.

We are subju ect to licensing and regulation by state and local authorities relating to the sale of alcoholic beverages,
health, sanitation, safety, building and fire codes. Each store is required to obtain a license to sell alcoholic beverages on
the premises from a state authority and, in certain locations, county and municipal authorities. Typically, licenses must be
renewed annually and may be revoked or suspended for cause at any time. In some states, the loss of a license for cause
with respect to one store may lead to the loss of licenses at all stores in that state and could make it more difficult to obtain
additional licenses in that state in the future. Alcoholic beverage control regulations impact numerous aspects of the daily
operations of each store, including minimum age of patrons and team members, hours of operation, advertising, wholesale
purchasing, inventoryrr control and handling and storage and dispensing of alcoholic beverages.

The failure to receive or retain a liquor license, or any other required permit or license, in a particular location, or to
continue to qualify for, or renew licenses, could have a material adverse effeff ct on our operations and our ability to obtain
such a license or permit in other locations.

We are also subju ect to amusement and game licensing and regulation by the states, counties, and municipalities in
which our stores are located, due to our use of certain entertainment games and attractions, including skill-based games that
offeff r redemption prizes. These laws and regulations can vary significantly by state, county, and municipality and, in some
jurisdictions, may require us to modify our business operations or alter the mix of redemption games and simulators we
offeff r. Moreover, as more states and local communities implement legalized gambling, the laws and corresponding enabling
regulations may also be applicable to our redemption games and regulators may create new licensing requirements, taxes or
fees, or restrictions on the various types of redemption games we offeff r. Furthermore, other states, counties and
municipalities may make changes to existing laws to further regulate legalized gaming and illegal gambling. Adoption of
these laws, or adverse interpretation of existing laws, could require our existing stores in these jurisdictions to alter the mix
of games, modify certain games, limit the number of tickets that may be won by a customer from a redemption game,
change the mix of prizes that we may offeff r at our redemption area or terminate the use of specific games, any of which
could adversely affeff ct our operations. If we fail to comply with such laws and regulations, we may be subju ect to various
sanctions and/or penalties or fines or may be required to cease operations until we achieve compliance, which could have
an adverse effeff ct on our business and our financial results.

We are subject to extensive laws and regue lations and failure to comply withii existing or new laws and regue lations couldll
adverserr ly affeff ct our operational effiff ciencies,s cost strutt cture and talent availaii bilityii .yy

We are subju ect to various federal, state, and local laws and regulations that govern numerous aspects of our business,
including, but not limited to, the following:

• the Fair Labora Standards Act; federal, state and local laws and regulations that govern employment practices and
working conditions, including minimum wage rates, wage and hour practices, gratuit ties, overtime, labora
practices, various family leave mandates, discrimination and harassment, immigration, workplkk ace safety and
other areas;

• the Americans with Disabia lities Act and similar state laws that give civil rights protections to individuals with
disabia lities in the context of employment, public accommodations and other areas;

• the Patient Protection and Affoff rdable Care Act as amended by the Health Care and Educd ation Affordaff bia lity
Reconciliation Act of 2010 and uncertainties surrounding future changes to or replacement of our health
insurance system;

• laws and regulations relating to the preparation, sale and labea ling of food, including the federal regulations of the
Food and Drugrr Administration, which oversees the safety of the entire food system, including inspection and
mandatory food recalls, menu labea ling and nutritional content, and additional requirements in certain states and
local jurisdictions;

• environmental laws and regulations governing, among other things, discharges of pollutants into the air and
water as well as the presence, handling, release and disposal of and exposure to hazardous subsu tances; and

• laws regulating other environmental matters, such as climate change, the reduction of greenhouse gases, water
consumption and animal health and welfarff e.
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Compliance with these laws and regulations and future new laws or changes in laws or regulations that impose
additional requirements can be costly. Any failure or perceived failure to comply with these laws or regulations could result
in, among other things, revocation of required licenses, administrative enforcement actions, fines, civil and criminal
liabia lity, and/or closure of stores. We could also be strictly liabla e, without regard to fault, for certain environmental
conditions at properties we formerly owned or operated as well as at our current properties. Further, more stringent and
varied requirements of local and state governmental bodies with respect to zoning, land use, and environmental factors
could delay or prevent development of new stores in certain locations.

Moreover, new immigration legislation may contain provisions that could increase our costs in recruirr ting, training
and retaining team members. Additionally, although our hiring practices comply with the requirements of federal law in
reviewing the citizenship of our team members or their authority to work in the United States, increased enforcement
effoff rts with respect to existing immigration laws by governmental authorities may disruptrr a portion of our workforce or our
operations at one or more of our stores, thereby negatively impacting our business.

We face potentt tial liabilitii ytt withii our gifti cardsdd and game playll cardsdd underdd the propertytt laws of some stattt estt .

Our gift cards, which may be used to purchase food, beverages, merchandise, and game play credits in our stores,
may be considered stored value cards. Certain states include gift cards under their abandoned and unclaimed property laws
and require companies to remit to the state cash in an amount equal to all or a designated portion of the unredeemed
balance on the gift cards based on certain card attributes and the length of time that the cards are inactive. To date, we have
not remitted any amounts relating to unredeemed gift cards to states based upon our assessment of applicable laws.

The analysis of the potential application of the abandoned and unclaimed property laws to our gift cards is complex,
involving an analysis of constitutional and statutt oryrr provisions and factuat l issues. In the event one or more states change
their existing abandoned and unclaimed property laws or successfulff ly challenge our position on the application of its
abandoned and unclaimed property laws to our gift cards, our liabia lities with respect to unredeemed gift cards may be
materially higher than the amounts shown in our financial statements. If we are required to materially increase the
estimated liabia lity recorded in our financial statements with respect to unredeemed gift cards, our net income could be
materially and adversely affeff cted.

Our game play cards may raise similar concerns to gift cards in terms of the applicability of state abandoned and
unclaimed property laws. However, based on our analysis of abandoned and unclaimed property laws, we believe they are
not stored value cards and such laws do not apply, although there can be no assurance that states will not take a different
position, which may have an adverse effeff ct on our results of operations and financial condition.

Litigii atiott n, includindd g allell gate iott ns of illegale ,ll unfaiff r,ii or inconsistent emplm oyll ment practices,s maya adverserr ly affeff ct our
busineii ss, results of operations or finaii ncial conditidd on.

Our business may be adversely affeff cted by the risk of legal proceedings brought by or on behalf of our customers,
team members, supplu iers, stockholders, government agencies or others through private actions, class actions, administrative
proceedings, regulatoryrr actions or other litigation. In recent years, a number of restaurant companies, including ours, have
been subju ect to lawsuits, including class action lawsuits, alleging violations of federal and state law regarding workplace
and employment matters, discrimination and similar matters, and a number of these lawsuits have resulted in the payment
of subsu tantial damages by the defendants. We have had from time to time and now have such lawsuits pending against us.
In addition, from time to time, customers file complaints or lawsuits against us alleging that we are responsible for some
illness or injun ry they suffered at or afteff r a visit to a store. We are also subju ect to a variety of other claims in the ordinary
course of business, including personal injun ry, lease, and contract claims.

We are also subju ect to “dram shop” statutt es in certain states in which our stores are located. These statutt es generally
provide a person injun red by an intoxicated person the right to recover damages from an establa ishment that wrongfulff ly
served alcoholic beverages to the intoxicated individual. In many instances, litigation of these claims results in significant
judgments and settlements under dram shop statutt es. Because these cases ofteff n seek punitive damages, which may not be
covered by insurance, such litigation could have an adverse impact on our business, results of operations or financial
condition. Regardless of whether any claims against us are valid, or whether we are liabla e, claims may be expensive to
defend and may divert time and money away from operations and adversely affeff ct our financial performance. A judgment
significantly in excess of our insurance coverage or not covered by insurance could have a material adverse effeff ct on our
business, results of operations or financial condition. Also, adverse publicity resulting from these allegations, regardless of
whether the allegations are valid, or we are ultimately found liable, may materially adversely affeff ct our stores and us.

19




























































































































