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Company Profile

Duckwall-ALCO Stores, Inc.is .a regional retailer that
specidlizes in providing a superior selection of essential
products-for everyday life in Underserved small-town
America. We deliver high value products in very
convenient locations with friendly; personal service.

With 258 stores across 23 states, we are proud 1o have continually provided
exceptional brand-name merchandise af reasonable prices fo our customers
for 108 years.: Some of our most recognized brands are shown below.

To learn more about Duckwall-ALCO Stores and see some of the products we carry,
we invite you to visit our website, www.ALCOsfores.com.
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A Message From The President
and Chief Executive Officer

Dear Fellow Shareholders:

Fiscal 2009 might best be described as the most dramatic year of transformation in our 108 years of providing essential
products for everyday life to smail town America. At the same time, fiscal 2009 was a bold return to many of the elements
that have made Duckwall-ALCO Stores successful in the last century while laying the foundation for becoming a world-class
operator. The strategic plan that was put in place after | arrived in July 2008 has already positively impacted the business, and
is expected to significantly grow earnings in fiscal 2010 and beyond, irespective of the macroeconomic environment. We are
in a unique position to fake full advantage of the weak macro environment as a broadline value retailer in our fowns, more
than 80% of which are absent supercenter competition.

| outlined five key priorities in early August 2008 with the Company that are the cornerstone of our strategy. | am very
pleased to report that all elements of our plan are on or ahead of schedule, best evidenced by current industry lead-
ing same-store sales growth and unprecedented cost improvement results. Same-store sales growth for the first ftwo months
of fiscal 2010 were up 6.3%, reversing a negative 5.1% decline for the full fiscal 2009 year. SG&A costs and shrink were
reduced by approximately $9.5 million, and this year we anticipate at least $8 million in annudalized savings as a result of the
Store Transformation Project.

The first of the five priorities was to significantly improve our merchandising and marketing programs. In merchandising,
the goal was to provide a wide selection of outstanding quality and value in key categories. An important initiative was
fo introduce missing key brands as well as add selective new brands to accelerate growth. We have a plethora of new
products that are positively driving sales and margin such as Kodak digital printing, Sony televisions, Dish Network, Cheerios
and Kashi organic cereal, Hispanic foods, Adidas, and As Seen on TV. Upcoming introductions include Hewlett Packard
printers; Canon, Sony, Vivitar, and Kodak cameras; private label health care items; diet aids; home health care; Carters
and Oshkosh shoes; and Farberware housewares. In marketing, we have used analytics to drive promotion fraffic and
profitable sales while dramatically upgrading the quality of our weekly circular ads. A new loyalty program to increase
market baskets and trip frequency was successfully tested and is being rolled out.

Second, we need to relenflessly drive all unnecessary costs out of the Company and ensure all future investments meet strin-
gent financial criteria. Beyond the focus on SGA costs and shrink, we have generated $400 thousand in "not-for-resale” savings
in our first six weeks in the major TopSource buying co-op, a 20% reduction in category savings. We have also reduced future
real estate store rent obligations by approximately $400 thousand, a 16.5% reduction. For new stores investments, we have
identified the critical factors in choosing markets for expansion to maximize returns, and have identified 100+ markets to open
a store. The key criteria is the absence of a supercenter now and unlikely in the future. We expect to open eight to twelve new
stores this year as part of our controlled, profitable expansion.

The third priority was to improve our operational excellence by providing outstanding in-stock performance and superior
in-store service. In-sfock performance is at record levels and superior service is being achieved as part of the Store Transfor-
mation Project. We have implemented a disciplined store visual merchandising pregram and have a significantly enhanced
store layout for future store expansion.

Fourth, we must take full advantage of the first-ever significant investment in technology by implementing a new culture of
fact-based decision making and accountability. The systems and improved processes have been critical in achieving record
in-stock performance, helping fo get the product to the right place at the right time, taking clearance markdowns in a more
timely fashion, and supporting our efforts to tailor our products and programs regionally and demographically for the first time.
The new systems have also been instrumental in improving shrink performance.

Last and most importantly, we are committed to significantly upgrading the quality and performance of our organizational
capability to deliver on our differentiating competitive strategy. We have made tremendous progress on our organization,
most notably our world-class senior management team, four of six being new, more than 50% new buyers in the critical
merchandising role, and adding one-third new district field operations managers and 100+ store manager trainees to up-
grade current staff and meet our future growth goals.

In closing, | am extremely pleased with our progress to drive increased shareholder returns in the future. Thank you for your
continued support as a Duckwall-ALCO shareholder.

Lawrence J. Zigerelli
President and Chief Executive Officer



A Message From The Chairman of the Board of Directors

Dear Fellow Shareholders:

To call the past fiscal year one of transition is to understate the fact. Last year was tumultuous. The Board was revamped.
Two-thirds of the Company's senior managers were replaced. Every aspect of the Company and its operations have been
subjected to intense scrutiny and analysis. Numerous opportunities for positive change were identified and have
been acted upon.

The result is that the Company has been brought into the modern era of retailing. Practices, procedures and policies of all
kinds have been changed. Efficiency and service to our customers has been improved. Product offerings have been
enhanced. Pricing strategies have been sharpened. Lines of communication between ourselves and our customers have
been broadened.

Larry Zigerelli and his team have done a remarkable job correcting past mistakes, but the costs have been high. Non-
recurring expenses were significant during the year but essential to the Company’s survival. The improvements that have
been made, if these were ordinary times, would almost certainly result in highly satisfactory financial results in subse-
qguent years. The fact that these are anything but ordinary fimes means that outcome is far less certain. The very difficult
macroeconomic environment last year is likely to be followed by an even more challenging one this year.

A new U.S. shopper is emerging from this economic crisis. Whereas people had been accustomed fo buy because they
wantfed something, even if they didn’'t have the money to pay for it, in the future people will buy only when they need
something and will save to do so. Thrifty consumers will not be attracted by product features that don’t add real value.
They will spend less for the same level of utility by buying only those products with features they deem essential. The shift
to more basic items, only bought for a real need, will result in fewer units sold per consumer and at a lower gross margin.
Either one of those factors would be hard enough to manage on its own; but we, as all retailers, will be dealing with
both at the same time.

Forfunately, Duckwall~-ALCO Stores haswhatittakestosucceed. We have what | believeis one of the strongest management
teams anywhere. We have a niche in the retail world that still leaves a great deal of room for us to grow. And, as a discount
chain, we have always been focused onvalue and the more basic needs of our customers. But, in the economic environment
in which we find ourselves, there is no margin for error. Many retailers have discovered that fact too late and are no longerin
business. To avoid that fate we will have to execute every month as flawlessly as we have begun to do in the last few months.

That said, | am confident that Larry and his team are up to the task and | am optimistic about what they may
achieve this year. Thank you for the confidence you have placed in our Company.

Royce Winsten
Chairman of the Board of Directors
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PART I
ITEM 1. BUSINESS.
History

Duckwall-ALCO Stores, Inc., (the “Company” or “Registrant”), was founded as a general merchandising operation in 1901 in Abilene, Kansas by
A. L. Duckwall. From its founding until 1968, the Company conducted its retail operations as small variety or “dime” stores. In 1968, the Company followed
an emerging trend to broad line retailing when it opened its first ALCO store. The Company's overall business strategy involves identifying and opening
stores in towns that will provide the Company with the highest return on investment. This strategy includes opening ALCO stores. As of February 1, 2009,
the Company operates 258 stores located in the central United States, consisting of 208 ALCO stores and 50 Duckwall stores.

The Company was incorporated on July 2, 1915 under the laws of Kansas. The Company's executive offices are located at 401 Cottage Street,
Abilene, Kansas 67410-2832, and its telephone number is (785) 263-3350.

General

The Company is a regional retailer operating 258 stores in 23 states in the central United States. The Company's strategy is to target smaller markets
not served by other regional or national broad line retail chains and to provide the most convenient access to retail shopping within each market. The
Company's ALCO stores offer a broad line of merchandise consisting of approximately 35,000 items, including automotive, candy, crafts, domestics,
electronics, fabrics, furniture, hardware, health and beauty aids, housewares, jewelry, ladies', men's and children's apparel and shoes, pre-recorded music
and video, sporting goods, seasonal items, stationery and toys. The Company's smaller Duckwall stores offer a more limited selection of similar
merchandise.

Of the Company's 208 ALCO stores, more than 70% operate in primary markets that do not have another broad line retailer. The ALCO stores
account for 96% of the Company's net sales. The current ALCO store averages approximately 20,500 square feet of selling space. However, the Company's
store expansion program is primarily directed toward opening stores with a design prototype of approximately 26,000 square feet of selling space.

All of the Company's stores are serviced by the Company's 352,000 square foot distribution center in Abilene, Kansas.

For fiscal 2009 and 2008, the percentage of sales by product category were as follows:

Percentage of Sales

2009 2008

Merchandise Category:

Consumables and commodities 32% 30%
Electronics, entertainment, sporting goods, toys and outdoor living 26% 25%
Apparel and accessories 19% 20%
Home furnishings and décor 13% 14%
Other 10% 11%
Total 100% 100%

Business Strategy
The Company intends to focus on executing a business strategy that includes the following key components:

Markets: The Company intends to open ALCO stores primarily in towns with populations of typically less than 5,000 that are in trade areas with
populations of less than 16,000 where: (1) there is no direct competition from national or regional broad line retailers; (2) economic and demographic criteria
indicate the market is able to commercially support a broad line retailer; and (3) the opening of an ALCO store would significantly reduce the likelihood of
the entry into such market by another broad line retailer. This key component of the Company's strategy has guided the Company in both its opening of
new stores and in its closing of existing stores.

Market Selection: The Company utilizes a detailed process to analyze under-served markets which includes examining factors such as distance
from competition, trade area, demographics, retail sales levels, existence and stability of major employers, location of county government, disposable
income, and distance from the Company’s distribution center. Markets that are determined to be sizable enough to support an ALCO and that have no direct
competition from another broad line retailer are examined closely and eventually selected or passed over by the Company's experienced management team.

Store Expansion: The Company's expansion program is designed primarily around the prototype Class 26 Store. This prototype details shelf space,
merchandise presentation, store items to be offered, parking, storage requirements, as well as other store design considerations. The 26,000 square feet of
selling space is large enough to permit a full line of the Company's merchandise, while minimizing capital expenditures, labor costs and general overhead
costs. The Company will also consider opportunities in acceptable markets to open ALCO stores in available space in buildings already constructed.



Advertising and Promotion: The Company utilizes full-color photography advertising circulars of eight to 20 pages distributed through newspaper
insertion or, in the case of inadequate newspaper coverage, through direct mail. During fiscal 2009, these circulars were distributed 38 times in ALCO
markets. In its Duckwall markets, the Company discontinued advertising in fiscal 2008. The Company’s marketing program is designed to create awareness
and recognition of its competitive pricing on a comprehensive merchandise selection for the whole family. During fiscal 2010, the Company will distribute
approximately 50 circulars in ALCO markets.

Store Environment: The Company's stores are open, clean, bright and offer a pleasant atmosphere with disciplined product presentation, attractive
displays and efficient check-out procedures. The Company endeavors to staff its stores with courteous, highly motivated, knowledgeable store associates
in order to provide a convenient, friendly and enjoyable shopping experience.

Store Development

The Company expects to open approximately 8 to 12 ALCO stores during fiscal year 2010. During fiscal 2009, the Company opened fifteen ALCO
stores, of which four were in markets previously occupied by a Duckwall store. Eleven ALCO stores were closed and four Duckwall stores were closed,
resulting in a year end total of 258 stores. The Company's strategy regarding store development is to increase sales and profitability at existing stores by
continually refining the merchandising mix and improving operating efficiencies and through new store openings in the Company's targeted base of under-
served markets in the central United States. The following table summarizes the Company's store development during the past three fiscal years:

2009 2008 2007
ALCO Duckwall ALCO Duckwall ALCO Duckwall
Stores Opened 15 - 18 - 7 -
Stores Closed 11 8 3 9 1 1
Net New Stores 4 (8) 15 (9) 6 (1)

As of February 1, 2009, the Company owned three ALCO locations and one Duckwall location, and leased 205 ALCO locations and 49 Duckwall
locations. The Company's present intention is to lease all new stores; however, the Company may own some of the ALCO locations. The investment to
open a new prototype ALCO store that is leased is approximately $1.0 million for the equipment and inventory.

Store Environment and Merchandising

The Company manages its stores to attractively and conveniently display a full line of merchandise within the confines of the stores' available
square footage. Corporate merchandising direction is provided to each store to ensure a consistent company-wide store presentation. To facilitate long-term
merchandising planning, the Company divides its merchandise into three core categories driven by the Company's customer profile: primary, secondary, and
convenience. The primary core receives management's primary focus, with a wide assortment of merchandise being placed in the most accessible locations
within the stores and receiving significant promotional consideration. The secondary core consists of categories of merchandise for which the Company
maintains a strong assortment that is easily and readily identifiable by its customers. The convenience core consists of categories of merchandise for which
ALCO will maintain convenient (but limited) assortments, focusing on key items that are in keeping with customers' expectations for a broad line retail store.
Secondary and convenience cores include merchandise that the Company feels is important to carry, as the target customer expects to find them within
a broad line retail store and they ensure a high level of customer traffic. The Company continually evaluates and ranks all product lines, shifting product
classifications when necessary to reflect the changing demand for products.

Purchasing

Procurement and merchandising of products is directed by the Executive Vice President - Chief Operating Officer. The Company employs nineteen
merchandise buyers. Buyers are assisted by a management information system that provides them with current price, volume information and on-hand
quantities by SKU (stock keeping unit), thus allowing them to react quickly with buying and pricing adjustments dictated by customer buying patterns.

The Company purchases its merchandise from approximately 2,400 suppliers. The Company generally does not utilize long-term supply contracts.
Only one supplier accounted for more than 5% of the Company's total purchases in fiscal 2009 and competing brand name and private label products are
available from other suppliers at competitive prices. The Company believes that its relationships with its suppliers are good and that the loss of any one or
more of its suppliers would not have a material adverse effect on the Company.

Pricing

The Company's pricing strategy, with its promotional activities, is designed to bring consistent value to the customer. In fiscal 2010, promotions on
various items will be offered approximately 50 times through advertising circulars.



Distribution and Transportation

The Company operates a 352,000 square foot distribution center in Abilene, Kansas, from which it services all stores. The distribution center is
responsible for distributing approximately 79% of the Company's merchandise, with the balance being delivered directly to the Company's stores by its
vendors. The distribution center maintains an integrated management information system, allowing the Company to utilize such cost cutting efficiencies as
perpetual inventories, safety programs, and employee productivity software.

Management Information Systems

The Company has made a significant investment in the purchase and implementation of industry standard technology with the intent to lower
costs, improve customer service, improve associate productivity, provide necessary controls and enhance general business planning and execution. In
general, the Company's merchandising systems are designed to integrate the key retailing functions of seasonal merchandise planning, purchase order
management, merchandise distribution, sales information and inventory maintenance and replenishment. All of the Company's ALCO stores have POS
computer terminals that capture sales information and transmit to the Company's data processing facilities where it is used to drive management, financial,
and supply chain functions.

The Company has committed significant efforts towards establishing a technical infrastructure, and a core of operational systems, that will support
the Company’s future needs. The Company will continue to maintain and leverage this core of systems, plus adding industry leading business area specific
solutions to meet business objectives. The Company has established an integrated infrastructure of data, processes, and technology that provides the
necessary business and regulatory controls, while positioning for future growth and efficiency. The Company is aligned on the need to use technology to
enhance customer service, support fact based decision making, improve associate productivity and drive business functionality and efficiency.

Store Locations
As of February 1, 2009, the Company operated 208 ALCO stores in 23 states located in smaller communities in the central United States. The ALCO

stores average approximately 20,500 square feet of selling space, with an additional 5,000 square feet utilized for merchandise processing, temporary storage
and administration. The Company also operates 50 Duckwall stores in 9 states. The geographic distribution of the Company's stores is as follows:

Duckwall Stores ALCO Stores

Colorado 4 Arizona 7 Montana 1
Iowa 3 Arkansas 4 Nebraska 16
Kansas 21 Colorado 13 New Mexico 8
Nebraska 6 Florida 1 North Dakota 10
New Mexico 1 Georgia 3 Ohio 4
North Dakota 1 Idaho 5 Oklahoma 9
Oklahoma 5 Illinois 10 South Dakota 11
South Dakota 1 Indiana 14 Texas 28
Texas 8 Towa 9 Utah 6
Kansas 26 Wisconsin 1

Minnesota 12 Wyoming 3

Missouri 7

Competition

While the broad line retail business in general is highly competitive, the Company's business strategy is to locate its ALCO stores in smaller
markets where there is no direct competition with larger national or regional broad line retail chains, and where it is believed no such competition is likely to
develop. Accordingly, the Company's primary method of competing is to offer its customers a conveniently located store with a wide range of merchandise
at value prices in a primary trade area population under 16,000 that does not have a large national or regional broad line retail store. The Company believes
that trade area size is a significant deterrent to larger national and regional broad line retail chains. Duckwall stores are located in very small markets, and like
the ALCO stores, emphasize the convenience of location to the primary customer base.

In the broad line retail business in general, price, merchandise selection, merchandise quality, advertising and customer service are all important
aspects of competing. The Company encounters direct competition with national broad line retail stores in approximately 23% of its ALCO markets, and
another 5% of the ALCO stores are in direct competition with regional broad line retail stores. The competing national broad line retailers are generally larger
than the Company and the stores of such competitors in the Company's markets are substantially larger, have a somewhat wider selection of merchandise
and are very price competitive in some lines of merchandise. Where there are no national or regional broad line retail stores directly competing with the
Company's ALCO stores, the Company's customers nevertheless shop at broad line retail stores and other retailers located in regional trade centers, and to
that extent the Company competes with such broad line stores and retailers. The Company also competes for retail sales with other entities, such
as specialty retailers, mass merchandisers, dollar stores and the internet. In the 114 markets in which the Company operates a Class 18 Store, only 10 markets
have direct competition from a national or regional broad line retailer. The Company competes with dollar stores in approximately 85 percent of its ALCO
stores and approximately 40 percent of its Duckwall stores.



Employees

As of February 1, 2009, the Company employed approximately 4,200 people. Of these employees, approximately 440 were employed in the store
support center and distribution center in Abilene, Kansas, and 3,760 in the store locations. Additional employees are hired on a seasonal basis, most of
whom are sales personnel. We offer a broad range of company-paid benefits to our employees, including a 401(k) plan, medical and dental plans, short-term
and long-term disability insurance, paid vacation and merchandise discounts. Eligibility for and the level of these benefits varies depending on the
employees' full-time or part-time status and/or length of service. There is no collective bargaining agreement for any of the Company's employees. The
Company considers its relations with its employees to be excellent.

Seasonality

The Company, like that of most retailers, is subject to seasonal influences. The Company’s highest sales levels occur in the fourth quarter of its
fiscal year, which includes the Christmas holiday selling season. For more information on seasonality, see “Item 7 Management’s Discussion and Analysis
of Financial Condition and Results of Operation — Seasonality and Quarterly Results.”

Trademarks and Service Marks

The names “Duckwall” and “ALCO” are registered service marks of the Company. The Company considers these marks and the accompanying
name recognition to be valuable to the business.

Available Information

The Company files reports with the Securities and Exchange Commission (“SEC”), including Annual Reports on Form 10-K, quarterly reports on
Form 10-Q, current reports on Form 8-K and other reports as required. The public may read and copy any materials the Company files with the SEC at the
SEC’s Public Reference Room at 100 F Street, NE, Washington, DC 20549. The public may obtain information on the operation of the Public Reference Room
by calling the SEC at 1-800-SEC-0330. The Company is an electronic filer and the SEC maintains an Internet site at www.sec.gov that contains the reports,
proxy and information statements, and other information filed electronically.

The Company’s internet website is www.ALCOstores.com. Through the “Investors” portion of this website, we make available, free of charge, our
proxy statements, Annual Reports on Form 10-K, SEC Forms 3, 4 and 5 and any amendments to those reports as soon as reasonably practicable after such
material has been filed with, or furnished to, the Securities and Exchange Commission.

Charters of our Board of Directors’ Audit Committee and Compensation Committee; and Code of Business Conduct and Ethics for Directors and
Senior Officers as well as for Associates have also been posted on our website, under the caption “Investors - Corporate Governance.”

Information contained on the Company’s website is not part of this Annual Report on Form 10-K. The materials listed above will be provided
without charge to any stockholder submitting a written request to the Company’s Secretary at 401 Cottage, Abilene, Kansas 67410-2832.

ITEM 1A. RISK FACTORS.
Our business is subject to a variety of risks, most of which are beyond our control.
Adverse economic conditions in the markets and regions we serve may disproportionately affect us.

Similar to other retail businesses, the Company’s operations may be affected adversely by general economic conditions and events which result in
reduced consumer spending in the markets served by its stores. Our stores are concentrated in Kansas, Texas and Nebraska. Also, smaller communities
where the Company’s stores are located may be dependent upon a few large employers or may be significantly affected by economic conditions in the
industry upon which the community relies for its economic viability, such as the agricultural industry. This may make the Company’s stores more vulnerable
to a downturn in the particular regions where they are located and in a particular segment of the economy than the Company’s competitors, which operate in
markets which are larger metropolitan areas where the local economy is more diverse.

We may be forced to lower prices to effectively compete, which would adversely affect our financial resuits.

The Company operates in the broad line retail business, which is highly competitive. Although the Company prefers markets that don’t have direct
competition from national or regional broad line retail stores, competition still exists. Even in non-competitive markets, the Company’s customers shop at
broad line retail stores and other retailers located in regional trade centers. The Company also competes for retail sales with other entities, such as specialty
retailers, mass merchandisers, dollar stores and the internet. This competitive environment subjects the Company to the risk of reduced profitability
because the Company may be forced to lower its prices, resulting in lower margins, in order to maintain its competitive position.

If we cannot effectively open new stores, our ability to improve our financial results will be adversely affected.

The growth in the Company’s sales and operating net income depends to a substantial degree on its expansion program. This expansion strategy
is dependent upon the Company’s ability to open and operate new stores effectively, efficiently and on a profitable basis. The Company prefers to locate its
ALCO stores in smaller retail markets where no competing broad line retail store is located within the primary trade area. The Company’s ability to open new
stores timely and to expand into additional market areas depends in part on the following factors: availability of store locations, the ability to hire and train
new store personnel, the ability to react to consumer needs and trends on a timely basis, and the availability of sufficient capital for expansion.



Disruptions in credit markets could result in banks' not honoring funding commitments, which would be adverse for our liquidity.

Disruptions in the capital and credit markets, as have been experienced during fiscal 2009, could adversely affect the ability of lenders to meet their
commitments. Our access to funds under the credit facility is dependent on the ability of the banks that are parties to the facility to meet their funding
commitments. Those banks may not be able to meet their funding commitments to us if they experience shortages of capital and liquidity or if they
experience excessive volumes of borrowing requests within a short period of time.

Constrained capital markets could threaten our liquidity and capital resources. Longer term disruptions in the capital and credit markets as a result
of uncertainty, changing or increased regulation, reduced alternatives, or failures of significant financial institutions could adversely affect our access to
liquidity needed for our business. Any disruption could require us to take measures to conserve cash until the markets stabilize or until alternative credit
arrangements or other funding for our business needs can be arranged. Such measures could include deferring capital expenditures and reducing other
discretionary uses of cash. We believe operating cash flows and current credit facilities will be adequate to fund our working capital requirements,
scheduled debt repayments and to support the development of our short-term and long-term operating strategies.

If we cannot effectively implement or use information technology, our financial results and operations would be adversely affected.

If we cannot effectively implement technology upgrades, it could have a material impact on the Company’s results of operations. The Company
depends on information systems to process transactions, manage inventory, purchase, sell and ship goods on a timely basis. Any material disruption or
slowdown of our systems could cause information to be lost or delayed which could have a negative effect on our business.

Changes in federal, state or local news and regulations, or our failure to comply with such laws and regulations, could increase our expenses and expose
us to legal risks.

Our business is subject to a wide array of laws and regulations. Significant legislative changes that impact our relationship with our workforce
(none of which is represented by unions as of the end of fiscal 2009) could increase our expenses and adversely affect our operations. Examples of possible
legislative changes impacting our relationship with our workforce include changes to minimum wage requirements and health care mandates. In addition,
certain aspects of our business, such as credit card operations, are more heavily regulated than other areas. Changes in the regulatory environmental
regarding topics such as banking and consumer credit, privacy and information security, product safety or environmental protection, among others, could
cause our expenses to increase. In addition, it we fail to comply with applicable laws and regulations, particularly wage and hour laws, we could be subject
to legal risk, including governmental enforcement action and class action civil litigation, which could adversely affect our results of operations.

A failure to design, implement or maintain an adequate system of internal controls could adversely affect our ability to manage our business or detect
fraud.

The Company is responsible for establishing and maintaining adequate internal control over financial reporting. Internal control over financial
reporting is a process designed to provide reasona