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Dear Valued Shareholder,

We have always defined ourselves as an aspirational product, process and people company. It’s a simple
truth about who we are and why we have earned the brand leadership positions we hold today. Our
people were put to the ultimate test in 2020, but through their resilience and tenacity we posted the
most successful second half of a fiscal year in company history and we have emerged stronger, healthier
and energized for the opportunities ahead.

A Reflection on 2020

The year was a tale of two distinct halves. The first half of the year forced the powering down of our
businesses and facilities to prioritize the safety, health and well-being of our global associates. While the
pandemic caused massive disruption to our workforce and operations, we began the hard work of
reshaping the organization with new protocols so that those who were able to work remotely could do
so and to enable our most important manufacturing facilities to resume operations in mid-May. This
responsiveness and agility was a true testament to the dedication and passion of Acushnet’s associates.

The second half of the year delivered its own unique challenges and opportunities. By June, as golf
courses reopened, the game experienced a surge in rounds of play. The sport of golf became a respite
for players around the world. Dedicated golfers found opportunities to play even more, recreational or
lapsed golfers returned to the game as a healthy diversion, and families, including juniors, emerged in
droves. On a company-wide basis, we quickly began to experience demand pressures, albeit most
welcome ones, across all brands and product categories, which challenged our supply chain, our
associates, and our ability to service our trade partners and golfers.

The unrelenting demand for tee times, fittings and equipment also placed a significant burden on the
global stewards and caretakers of the game, who committed themselves to keeping golf a safe and
inviting experience. PGA Professionals and all of our trade partners, faced with their own restrictions
and lean staffs, worked tirelessly to service golfers in new and creative ways. We are deeply grateful for
the role that they played and continue to play in protecting and nurturing the game. Their dedication
and hard work will have long lasting, positive impacts on the game.

Acushnet’s 2020 scorecard reads $1.6 billion in net sales, 51.5% gross margin and adjusted EBITDA?® of
$233 million. Most importantly, the company protected and supported our associates,
made meaningful contributions to our communities during the peak of the pandemic, and
positioned the company and our global workforce for a promising future. When we reflect back on
this challenging year, these are the contributions that will endure and define what it meant to be a
member of the Acushnet family in 2020.

Trust at the Game’s Highest Levels

We are also appreciative of players’ energy and drive throughout the pyramid of influence as they
showcased their exceptional talent. Their skill not only entertained us, but motivated each of us to
continuously improve our own skills. Players’ usage and trust in our products provide unequivocal
validation of our products’ performance and quality excellence. On the 2020 worldwide professional
tours, 74% of players (nine times more than the nearest competitor) trusted Titleist Pro V1 or Pro V1x
golf balls. On the club front, TSi was the most played driver since its fall debut on the PGA Tour and
Titleist irons and Vokey Design wedges led in usage in their respective categories. Footloy closed the
year with the Premiere series being the #1 shoe at the Masters and continued its decades-long streak of
being the #1 shoe and glove in golf.



New Product Innovation Fuels Momentum

Our momentum on the professional tours carried over into the market. We launched new products to
resoundingly positive performance feedback, including new AVX, Velocity and Tour Speed golf balls,
Vokey Design SM8 wedges, TSi metals, Scotty Cameron Special Select putters, Titleist Players 4 Carbon
bags, FootJoy Pro|SL golf shoes and KJUS Gemini rainwear. Our strong go-to-market execution fueled
brisk sell-through and has positioned us for continued success in 2021.

The Path Forward

We believe Acushnet’s balance sheet strength positions us to make targeted investments in our future
growth, return capital to shareholders by expanding our dividend and share repurchase programs and
consider accretive acquisitions that are complementary to Acushnet’s proven operating model.

We are inspired by our path forward and the strategic imperatives that will unlock growth and continue
to drive the success of our brands. It starts with our focus on strengthening our connection with
dedicated golfers to ensure that their feedback informs our product and service decisions. We remain
committed to leading through innovation, as continuous improvement is part of every Acushnet
associate’s DNA. Our plans include leveraging technologies that enhance golfer experiences and more
efficient business processes, investing in operational excellence to position the company for long-term,
sustainable success, and continuing to nurture our enduring culture of passionate and high performing
associates — by ensuring that diversity, inclusion and belonging are woven into the fabric of all that we
do, we create an environment that brings out the best in all of us.

We are and always will be an aspirational product, process and people company. We will continue to be
guided by a spirit of leadership that encourages all of us to do the right thing for the right reason with
the long view in mind.

On behalf of Acushnet’s Board of Directors and my 5,300 fellow associates, we thank you for your
investment.

Sincerely,

O_0mu_

David Maher
President and Chief Executive Officer

! For a reconciliation of Adjusted EBITDA to net income attributable to Acushnet Holdings Corp. (the most directly comparable
GAAP financial measure), see “ltem 7 — Management’s Discussion and Analysis of Financial Condition and Results of
Operations” in our 10-K included in this Annual Report.



Forward-Looking Statements

This Annual Report, including our President and CEO'S letter to shareholders, includes forward-
looking statements within the meaning of Section 21E of the Securities Exchange Act of 1934, as
amended (the “Exchange Act”), which are subject to the “safe harbor” created by that section.
These forward-looking statements reflect our current views with respect to, among other things, our
industry, business strategy, goals and expectations concerning our market position, future
operations, margins, profitability, capital expenditures, liquidity and capital resources, other
financial and operating information and the impact of the COVID-19 pandemic on the foregoing. We
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use words like “believe,” “continue,” “could,” “estimate, may,” “plan,’
“future,” “will,” “seek,” and similar terms and phrases to identify forward-looking statements,
although not all forward-looking statements use these identifying words. The forward-looking
statements contained in this Annual Report are based on managements current expectations and are
subject to uncertainty and changes in circumstances. We cannot assure you that future developments
affecting us will be those that we have anticipated. Actual results may differ materially from these
expectations due to changes in global, regional or local economic, business, competitive, market,
regulatory and other factors, many of which are beyond our control, including, for example, risks
and uncertainties with respect to the duration and impact of the COVID-19 pandemic. For
additional information, please see the Special Note Regarding Forward-Looking Statements and the
section entitled “Risk Factors” in our Annual Report on Form 10-K for the year ended December 31,
2020 filed with the SEC on February 25, 2021 (enclosed herein), as it may be updated by our
periodic reports subsequently filed with the SEC. Should one or more of these risks or uncertainties
materialize, or should any of our assumptions prove incorrect, our actual results may vary in

material respects from those projected in these forward-looking statements.

Any forward-looking statement made by us in this Annual Report speaks only as of the date of this
Annual Report. Factors or events that could cause our actual results to differ may emerge from time
to time, and it is not possible for us to predict all of them. We may not actually achieve the plans,
intentions or expectations disclosed in our forward-looking statements and you should not place
undue reliance on our forward-looking statements. Our forward-looking statements do not reflect the
potential impact of any future acquisitions, mergers, dispositions, joint ventures, investments or other
strategic transactions we may make. We undertake no obligation to publicly update or review any
forward-looking statement, whether as a result of new information, future developments or otherwise,
except as may be required by any applicable securities laws.
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ANNUAL REPORT PURSUANT TO SECTION 13 OR 15(d) OF THE SECURITIES EXCHANGE ACT OF 1934
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OR
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Commission File Number: 001-37935

Acushnet Holdings Corp.

(Exact name of registrant as specified in its charter)

Delaware 45-2644353
(State or other jurisdiction of incorporation or (LR.S. Employer Identification No.)
organization)
333 Bridge Street Fairhaven, Massachusetts 02719
(Address of principal executive offices) (Zip Code)

(800) 225-8500
(Registrant’s telephone number, including area code)

Securities registered pursuant to Section 12(b) of the Exchange Act:

Title of each class Trading Symbol(s) Name of each exchange on which registered

Common Stock, par value $0.001 per share GOLF New York Stock Exchange

Securities registered pursuant to Section 12(g) of the Act:
None

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

Indicate by check mark whether the registrant (1) has filed all reports required to be filed by Section 13 or 15(d) of the Securities Exchange Act of 1934 during the preceding
12 months (or for such shorter period that the registrant was required to file such reports), and (2) has been subject to such filing requirements for the past 90 days.

Yes Xl No [l

Indicate by check mark whether the registrant has submitted electronically every Interactive Data File required to be submitted pursuant to Rule 405 of Regulation S-T
(§232.405 of this chapter) during the preceding 12 months (or for such shorter period that the registrant was required to submit such files). Yes X1 No [J

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

2 2,

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

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

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

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

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

As of the last business day of the registrant's most recently completed second fiscal quarter June 30, 2020, the aggregate market value of the registrant's common stock held
by non-affiliates was approximately $1,170.9 million. The registrant's common stock trades on the New York Stock Exchange under the symbol “GOLEF”.

The registrant had 74,294,813 shares of common stock outstanding as of February 19, 2021.

DOCUMENTS INCORPORATED BY REFERENCE

Portions of the definitive proxy statement to be filed with the Securities and Exchange Commission pursuant to Regulation 14A relating to the Registrant’s
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In this Annual Report on Form 10-K, the terms “Acushnet,” “we,” “us,” “our” and the “Company” refer to Acushnet
Holdings Corp. and its consolidated subsidiaries.

SPECIAL NOTE REGARDING FORWARD-LOOKING STATEMENTS

This Annual Report on Form 10-K contains “forward-looking statements” within the meaning of Section 21E of the
Securities Exchange Act of 1934, as amended (the “Exchange Act”), which are subject to the “safe harbor” created by that
section. These forward-looking statements are included throughout this report, including in the sections entitled “Risk Factors”
and “Management’s Discussion and Analysis of Financial Condition and Results of Operations,” and relate to matters such as
our industry, business strategy, goals and expectations concerning our market position, future operations, margins, profitability,
capital expenditures, liquidity and capital resources and other financial and operating information. The forward-looking
statements also reflect our current views with respect to the impact of the novel coronavirus ("COVID-19") pandemic on our
business, results of operations, financial position and cash flows. We have used the words “anticipate,” “assume,” “believe,”
“continue,” “could,” “estimate,” “expect,” “intend,” “may,” “plan,” “potential,” “predict,” “project,” “future,” “will,” “seek,”
“foreseeable” and similar terms and phrases to identify forward-looking statements in this report, although not all forward-
looking statements use these identifying words.
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The forward-looking statements contained in this report are based on management’s current expectations and are
subject to uncertainty and changes in circumstances. We cannot assure you that future developments affecting us will be those
that we have anticipated. Actual results may differ materially from these expectations due to changes in global, regional or local
economic, business, competitive, market, regulatory and other factors, many of which are beyond our control. We believe that
these factors include, but are not limited to those identified in the section entitled “Risk Factors.”

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

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

INDUSTRY AND MARKET DATA

Within this Annual Report on Form 10-K, we reference information and statistics regarding the golf industry and the
golf equipment, wear and gear markets. We have obtained certain of this information and statistics from various independent
third-party sources, including independent industry publications, reports by market research firms and other independent
sources for the most recent available date. We believe that these external sources and estimates are reliable, but have not
independently verified them. Certain of this information and statistics are based on our good faith, reasonable estimates, which
are derived from our review of internal surveys and independent sources. In addition, projections, assumptions and estimates of
the future performance of the golf industry and our future performance are necessarily subject to uncertainty and risk due to a
variety of factors, including those described in the sections entitled “Risk Factors” and “Forward-Looking Statements.” These
and other factors could cause results to differ materially from those expressed in the estimates made by the independent parties
and by us.
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WEBSITE DISCLOSURE

We use our website (www.acushnetholdingscorp.com) as a channel of distribution of company information. The
information we post through this channel may be material. Accordingly, investors should monitor this channel, in addition to
following our press releases, Securities and Exchange Commission (“SEC”) filings and public conference calls and webcasts. In
addition, you may automatically receive e-mail alerts and other information about Acushnet Holdings Corp. when you enroll
your e-mail address by visiting the “Resources” section of our website at https://www.acushnetholdingscorp.com/investors/
resources. In addition, on our website, we post the following filings free of charge as soon as reasonably practicable after they
are electronically filed with or furnished to the SEC: our annual reports on Form 10-K, our proxy statements, our quarterly
reports on Form 10-Q, our current reports on Form 8-K, and any amendments to those reports filed or furnished pursuant to
Section 13(a) or 15(d) of the Exchange Act. The contents of our website are not, however, a part of this report.

TRADEMARKS, TRADE NAMES AND SERVICE MARKS

This Annual Report on Form 10-K includes trademarks, trade names and service marks that we either own or license,
such as “Titleist,” “FootJoy,” “Pro V1,” “Pro V1x,” "AVX," “FJ,” “Pinnacle,” “Scotty Cameron,” "TSi," “Vokey Design,” and
"KJUS" which are protected under applicable intellectual property laws. Solely for convenience, trademarks, trade names and
service marks referred to in this report may appear without the », =~ or su symbols, but such references are not intended to
indicate, in any way, that we will not assert, to the fullest extent under applicable law, our rights or the right of the applicable
licensor to these trademarks, trade names and service marks. This report may also contain trademarks, trade names and service
marks of other parties, and we do not intend our use or display of other parties’ trademarks, trade names or service marks to
imply, and such use or display should not be construed to imply, a relationship with, or endorsement or sponsorship of us by,
these other parties.
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PART I

ITEM 1. BUSINESS
Overview

We are the global leader in the design, development, manufacture and distribution of performance-driven golf
products, which are widely recognized for their quality excellence. Our mission—to be the performance and quality leader in
every golf product category in which we compete—has remained consistent since we entered the golf ball business in 1932.
Today, we are the steward of two of the most revered brands in golf—Titleist, one of golf’s leading performance equipment
brands, and FootJoy, one of golf’s leading performance wear brands. Titleist has been the #1 ball in professional golf for over
70 years and FootJoy has been the #1 shoe on the PGA Tour for over six decades.

Our target market is dedicated golfers, who are the cornerstone of the worldwide golf industry. These dedicated golfers
are avid and skill-biased, prioritize performance and commit the time, effort and money to improve their game. We believe our
focus on innovation and process excellence yields golf products that represent superior performance and consistent product
quality, which are the key attributes sought after by dedicated golfers. Many of the game’s professional players, who represent
the most dedicated golfers, prefer our products thereby validating our performance and quality promise, while also driving
brand awareness. We seek to leverage a pyramid of influence product and promotion strategy, whereby our products are the
most played by the best players, creating aspirational appeal for a broad range of golfers who want to emulate the performance
of the game’s best players.

Dedicated golfers view premium golf shops, such as on-course golf shops and golf specialty retailers, as preferred
retail channels for golf products of superior performance and product quality. As a result, we have committed to being one of
the preferred and trusted partners to premium golf shops worldwide. We believe this commitment provides us a retail
environment where our product performance and quality advantage can most effectively be communicated to dedicated golfers.
In addition, we also service other qualified retailers that sell golf products to consumers worldwide.

Our vision is to consistently be regarded by industry participants, from dedicated golfers to the golf shops that serve
them, as the best golf company in the world. We have established leadership positions across all major golf equipment and golf
wear categories under our globally recognized brands.

For the year ended December 31, 2020, we recorded net sales of $1,612.2 million, net income attributable to Acushnet
Holdings Corp. of $96.0 million and Adjusted EBITDA of $233.2 million. See “Management’s Discussion and Analysis of
Financial Condition and Results of Operations,” Item 7 of Part II, included elsewhere in this report, for a reconciliation of
Adjusted EBITDA to net income attributable to Acushnet Holdings Corp., the most directly comparable GAAP financial
measure.

Corporate History

Acushnet Company was originally founded as “Acushnet Process Company” in Acushnet, Massachusetts by Phil
“Skipper” Young in 1910 and our golf business was established in 1932. In 1976, Acushnet Company was acquired by
American Brands, Inc. (the predecessor company of Beam Suntory, Inc. (“Beam™)). We acquired FootJoy in 1985. In July
2011, Acushnet Holdings Corp. (at the time known as Alexandria Holdings Corp.), an entity owned by Fila Holdings Corp.,
formerly known as Fila Korea Co., Ltd., (“Fila”) and certain financial investors, acquired Acushnet Company from Beam. We
completed an initial public offering of our common stock in November 2016.

Our Core Focus
Dedicated Golfers

Our target market is dedicated golfers, who are avid and skill-biased, prioritize performance and commit the time,
effort and money to improve their game. We believe that dedicated golfers are generally the most consistent purchasers of golf
products as we believe they are the most discerning and most likely to invest in premium performance equipment and golf
wear.



Product Platform

Leveraging the success of our golf ball and golf shoe businesses, while maintaining the core values of the Titleist and
FootJoy brands, we have strategically entered into product categories such as golf clubs, wedges, putters, golf gloves, golf gear
and golf wear with an objective of being the performance and quality leader.

Since the dedicated golfer views each performance product category on its own merits, we have approached each
category on its own terms by committing the necessary resources to become a performance and quality leader in each product
category where we participate. As a result, we have built an industry leading platform across all performance product
categories, driving a market-differentiating mix of consumable products, which we consider to be golf balls and golf gloves,
which collectively represented approximately 40% of our net sales in 2020, and more durable products, which we consider to
be golf clubs, golf shoes, golf apparel and golf gear, which collectively represented approximately 60% of our net sales in 2020.

We operate under the following four reportable segments: Titleist golf balls; Titleist golf clubs; Titleist golf gear; and
FootJoy golf wear, which represented approximately 32%, 26%, 9% and 26%, respectively, of net sales in 2020. For further
information surrounding the principal products of each reportable segment, see “Our Products” further below. Financial
information for our segments, including sales by geographic area, is included in “Management’s Discussion and Analysis of
Financial Condition and Results of Operations,” Item 7 of Part II, included elsewhere in this report and in “Notes to
Consolidated Financial Statements — Note 20 — Segment Information,” Item 8 of Part II, included elsewhere in this report.

Pyramid of Influence

The game of golf is learned by observation and imitation, and golfers improve their own performance by attempting to
emulate highly skilled golfers. Golfers are influenced not only by how other golfers swing but also with what they swing and at
what they swing. This is the essence of golf’s pyramid of influence, which is deeply ingrained in the mindset of the dedicated
golfer. At the top of the pyramid is the most dedicated golfer, who attempts to make a living playing the game professionally.
Adoption by most of the best golfers, whose professional success depends on their performance, validates the quality, features
and benefits of using the best performing products. This, in turn, creates aspirational appeal for golfers who want to emulate the
performance of the best players. Our primary marketing strategy is for our products to be the most played by the best players,
including both professional and amateur golfers. We believe this strategy has proven to be enduring and effective in the
long-term and is not dependent on the transient success of a few elite players at any given point in time.

Innovation Leadership

We believe innovation is critical to dedicated golfers as they depend on the ability of new and innovative products to
drive improved performance. We currently employ a research and development ("R&D") team of nearly 200 scientists,
chemists, engineers and technicians. We also introduce new product innovations at a cadence that best aligns with the typical
dedicated golfer’s replacement cycle within each product category.

Operational Excellence

The requirements of the game lead the dedicated golfer to seek out products of superior performance and consistency.
We own or control the design, sourcing, manufacturing, packaging and distribution of our products. In doing so, we are able to
exercise control over every step of the manufacturing process and supply chain operations, thereby setting the standard for
quality and consistency. We have developed and refined distinct and independently managed supply chains for each of our
product categories.

Route to Market Leadership

As one of the preferred partners to premium golf shops, we seek to ensure that the performance benefits derived from
using our products are showcased and our products are properly merchandised. As we see our retail partners as a critical
connection to dedicated golfers, we place great emphasis on building strong relationships and trust with them. This is the reason
our sales associates are expected not simply to be salespeople, but to function as golf experts and enthusiasts in their respective
territories who advise and assist our retail partners to better serve their customers. We help generate golfer demand and
sell-through via in-shop merchandising, promotions and advertising, and also provide product education to club professionals,
coaches and instructors. Lastly, we place a strong focus on golfer engagement, starting with fitting and trial initiatives across
our balls, clubs and shoes categories. We offer custom products across categories to meet the varying needs of golfers' skill
levels, personal styles and preferences.



Market Overview and Opportunity
Market Overview

In 2020, there were nearly 55 million golfers worldwide playing over 800 million rounds annually on over 31,000 golf
courses, and our addressable market, comprised of golf equipment, golf wear and golf gear, represented approximately
$11 billion in retail sales and approximately $8 billion in wholesale sales. On a geographic basis, the Americas accounted for
over 40% of our addressable market, followed by Asia Pacific accounting for approximately 45% and EMEA for over 10% of
our addressable market in 2020. We believe the number of rounds of golf played by our target market of dedicated golfers has
remained stable over the past few years. Notwithstanding the foregoing, rounds of play in the U.S. experienced double digit
growth (+14%) and global rounds of play increased by seven percent for the year ended December 31, 2020 as many dedicated
golfers took full advantage of favorable weather, an increase in discretionary time due to the circumstances attendant to the
COVID-19 pandemic, including limited personal and professional travel and increased flexibility of schedules due to the
remote work policies adopted by many companies, and limited other entertainment options. In addition, the game of golf was
in high demand in 2020 due to its outdoor field of play and ease of social distancing. We anticipate that rounds of golf played
will likely stabilize back to pre-COVID-19 pandemic levels as vaccines become more widely available and businesses and other
entertainment activities resume a more normal cadence.

We believe the golf industry is mainly driven by golfer demographics, dedicated golfers, weather and economic
conditions.

Golfer Demographics. Golf is a recreational activity that requires time and money. The golf industry has been
principally driven by the age cohort of 30 and above, primarily “gen-x" and “baby boomers,” who have the time and money to
engage in the sport. Since a significant number of baby boomers have yet to retire, we anticipate growth in spending from this
demographic, as it has been demonstrated that rounds of play increase significantly as those in this cohort reach retirement.
Further, we also believe that the percentage of women golfers will continue to grow, as a higher percentage of new golfers in
recent years have been women. Beyond the gen-x and baby boomer generation, another promising development in golf has
been the generational shift with millennial golfers making their marks at both professional and amateur levels and, in 2020,
accounting for 25% of golfers overall in the U.S.

Dedicated Golfers. Dedicated golfers are largely older millennials, gen-xers and baby boomers who have
demonstrated the propensity to pay a premium for products that help them perform better. We believe dedicated golfers, who
comprise our target market, will continue to be a key driver for the global golf industry.

Weather Conditions. Weather conditions determine the number of playable days in a year and thus influence the
amount of time people spend on golf. Weather conditions in most parts of the world, including our primary geographic markets,
generally restrict golf from being played year-round, with many of our on-course retail customers closed during the cold
weather months. Therefore, favorable weather conditions generally result in more playable days in a given year and more golf
rounds played, which generally results in increased demand for all golf products.

Economic Conditions. The state of the economy influences the amount of money people spend on golf. Golf
equipment, including clubs, shoes, balls and accessories, is recreational in nature and is therefore a discretionary purchase for
consumers. Consumers are generally more willing to make discretionary purchases of golf products when economic conditions
are favorable and when consumers are feeling confident and prosperous.

Our Growth Strategies

We plan to continue to pursue organic growth initiatives across all product categories, brands, geographies and
marketing channels.

Introduce New Products and Extend Market Share Leadership in Equipment Categories. We expect to sustain our
strong performance in our core categories of golf balls, golf clubs and golf shoes through several targeted strategies:

»  Titleist Golf Balls. We continually invest in design innovation and process technology to deliver the highest
performance and quality golf balls in the game. We strive to strengthen our sell-in and sell-through route to
market capabilities by focusing on enhancing our sales team's skills, supporting trade partners in those channels
where dedicated golfers shop, and educating golfers on Titleist golf ball performance and quality excellence. We
also offer custom imprinting for country clubs, tournaments, corporate logos and personalization. My Titleist, an
online golf shop, provides golfers with the opportunity to create and purchase their own golf balls with special
play numbers, logos or personalization.



Titleist Clubs, Wedges and Putters. We intend to continue to launch innovative, high performance golf clubs by
further leveraging Titleist clubs’ R&D excellence in all club categories. To enhance the golfer experience, we
plan to continue highly focused consumer connection initiatives, promote and encourage custom fitting and trial,
and offer best-in-class custom manufacturing capabilities. We intend to continue to also develop and offer
concept and limited edition products to showcase advanced technologies and we intend to continue to dedicate the
resources necessary to ensure that Vokey Design wedges and Scotty Cameron putters remain golf's leaders in
short game performance, technology, craftsmanship and selection. In 2020, we expanded our U.S. online golf
shop to now offer Titleist Drivers and Fairways directly to the consumer.

FootJoy Footwear. We continue to invest in design and innovation to bring golf-specific performance
advancements to the footwear category. We launched several new models in 2020, and we plan to continue to
enrich our consumer connection initiatives with digital content, product trial and fit experiences in key global
markets. Additionally, we have enhanced our MylJoys personalization platform, which supports millions of
unique design combinations, to provide unique, personalized experiences for golfers around the world.

Increase Penetration in Golf Gear and Wear Categories. We intend to build on the brand loyalty that the dedicated
golfer has developed for our Titleist ball and club categories and FootJoy shoe, glove and apparel categories in order to increase
our penetration in the adjacent categories of golf gear and golf wear. We expect to continue to drive growth across these
categories by employing the following initiatives:

Titleist Golf Gear. We are committed to providing dedicated golfers with golf gear—including golf bags,
headwear, gloves, travel gear, head covers and other accessories—of performance and quality excellence that is
faithful to the Titleist brand promise. We continue to make investments in design and engineering resources and
leverage dedicated player research methodologies and insights to drive product excellence in these product
categories. We continue to drive our custom and special edition product offerings and, in 2020, we enhanced our
direct to consumer sales of golf bags, headwear, gloves, travel gear, headcovers and other accessories with global
expansion via our online golf shop.

FootJoy Apparel. We remain committed to bringing style, performance, and innovation to the golf apparel
category. In addition to our seasonal apparel collections, we plan to launch new outerwear products to meet the
performance expectations of the most demanding players and "make every day playable." We plan to continue to
work with select players on the PGA and European PGA Tour who trust the FootJoy brand to perform at the
highest levels.

FootJoy eCommerce Launch. FootJoy has established eCommerce websites in the U.S., Canada, the United
Kingdom, Ireland, Sweden, Germany, France and Japan. Approximately 7,500 SKUs are offered across all
FootJoy categories, including shoes, gloves and apparel. The eCommerce initiative is expected to yield
incremental sales and profitability, and enriched data on preferences and trends, as well as foster a deeper and
more real time connection with dedicated golfers.

Links & Kings. In 2018, we acquired Links & Kings, a brand focused on the design and handcrafted production of
luxury leather golf and lifestyle products. We intend to increase sales of Links & Kings products by increasing
production capacity and leveraging our existing distribution channels.

Titleist Apparel. Titleist introduced apparel in Korea, Japan and China with a focus on innovative performance
and styling which is specifically designed for these markets using localized go-to-market strategies. We continue
to invest in innovative designs and performance fabrics to bring advancements to the apparel category in the
markets where Titleist apparel is sold.

KJUS Outerwear and Apparel. In the third quarter of 2019, we acquired KJUS, a brand which designs premium
technical golf, ski and lifestyle apparel with a distinctive, clean design. KJUS entered the golf outerwear and
apparel markets less than a decade ago with a focus on freedom of movement, temperature regulation and all-
weather protection to enhance performance. We intend to continue to invest in design and innovation to deliver
advancements in KJUS outerwear and apparel.



Strategically Pursue Global Growth. While our brands are global, we believe that near-term growth will be primarily
driven by more established golf markets, such as the United States, Japan, Korea and EMEA. However, less mature golf
markets represent longer-term growth opportunities. To meet future demand, we are ensuring that local capabilities and
expertise in sales, customer service, merchandising, online presence, golf education and fitting initiatives are in place to support
our operations. We continue to hire local talent across all functions in order to better position Titleist and FootJoy products in
those markets where participation and popularity of the sport are expected to increase. We also evaluate acquisition
opportunities that generally feature premium performance products that appeal to the dedicated golfer and can benefit from our
global distribution and supply chain capabilities.

Our Products

We design, manufacture and market a broad range of products under the Titleist, FootJoy and KJUS brands. These
brands are recognized as industry leaders in performance, quality, innovation and design. Our products include golf balls, golf
clubs, wedges and putters, golf shoes, golf gloves, golf gear and golf and ski outerwear and apparel.

Titleist

We design, manufacture and sell golf balls, golf clubs, wedges and putters and golf gear under the Titleist brand. Net
sales of Titleist products for the years ended December 31, 2020, 2019 and 2018 were $1,159.1 million, $1,211.0 million, and
$1,194.0 million, respectively, in each case approximately 72% of our total net sales.

Titleist Golf Balls

Titleist is the #1 ball in golf. The Titleist golf ball was founded with the purpose of designing and manufacturing a
golf ball that was performance superior and quality superior to all other balls available in the market. We believe the golf ball is
the most important piece of equipment in the game, as it is the only piece of equipment used by every player for each shot in the
round. The golf ball category also generates the largest portion of our sales and profits. Since its introduction in 2000, the
Titleist Pro V1 has been the best-selling golf ball globally. Launched on the PGA Tour in October 2000 and introduced to the
consumer market in December 2000, the first Pro V1 golf ball represented the coalescence of three of Titleist's industry leading
technologies: large solid core; multi-component construction; and high performance, thermoset cast urethane elastomer covers.
In its first four months, the Pro V1 golf ball became the best-selling golf ball and holds that position to this day. In 2003, the
first Pro V1x golf ball was brought to market and with its four-piece, dual core design, produced higher launch characteristics
and a different spin profile than Pro V1. Both Pro V1 and Pro V1x are designed to provide total performance for golfers at
every level of the game and best demonstrate Titleist's design, innovation and technology leadership.

In early 2021, we introduced new Pro V1 and Pro V1x models with advancements in every single golf ball layer for
total performance. Both Pro V1 and Pro V1x are designed to deliver longer distance, even more greenside spin and control, and
softer feel resulting from new core, casing layer, cover and aerodynamic technologies — including proprietary 388 (Pro V1) and
348 (Pro V1x) dimple designs optimized for extraordinary distance and consistent flight. These construction changes combine
to make the most trusted, best performing and most consistent golf balls in the game even better.

The 2021 models maintain their differences in flight, feel and spin. New Pro V1 offers the greatest combination of
speed, spin and feel in the game and is the best fit for the majority of golfers. Pro V1 flies lower than Pro V1x with a more
penetrating trajectory and has a softer feel. New Pro V1x has a fast, high flight and delivers spin where and when a golfer
wants it. Pro V1x is for players who want a higher trajectory and increased spin relative to Pro V1 with a slightly firmer feel.
Complementing Pro V1 and Pro V1x is another high performance golf ball, Pro V1x Left Dash. Introduced in mid-2019, Pro
V1x Left Dash meets the performance needs of a select group of players seeking high flight with even lower long game spin
than Pro V1x. We believe the Pro V1 franchise delivers the highest and most consistent performance in the game as validated
by both the overwhelming usage and trust of players throughout the pyramid of influence and market place success.

An advanced version of the Titleist AVX golf ball, launched in 2020, continues to have a loyal golfer following.
Complementing our Pro V1 premium performance models, AVX flies lower, spins less and has an even softer feel than Pro V1
or Pro V1x. In August 2020, Tour Speed was launched globally as Titleist’s first multi-component thermoplastic urethane golf
ball. Originally test marketed in the U.S. as an experimental ball named EXP-01, this technology, now Tour Speed, was
validated by golfers as delivering best-in-class performance when compared with similarly priced competitive offerings. Also
new in 2020 were reengineered Tour Soft, Velocity and TruFeel models that provide golfers with a range of performance, color
and price preferences.



The Pinnacle brand completes the Acushnet golf ball portfolio with its two major models, Rush and Soft. Competing
in the price segment, the Pinnacle brand allows the Titleist brand to focus on the premium performance and performance
segments of the market. It also helps to support the thousands of golf shops that choose to exclusively stock Titleist and
Pinnacle golf balls and offer golf balls in each market segment to their golfers.

Net sales of Titleist golf balls for the years ended December 31, 2020, 2019 and 2018 were $507.8 million, $551.6
million, and $524.0 million, respectively, in each case approximately 32% of our total net sales.

We are also a leader in custom imprinted golf balls. This includes printing high quality reproductions of corporate
logos, tournament logos, country club or resort logos, and personalization on Titleist and Pinnacle golf balls. Our service
includes design capabilities, special packaging options and fast turnaround times. The majority of custom imprinting is done for
corporate logos, as there has long been a strong connection between the business community and golf. Custom imprinted golf
balls, while normally representing approximately 30% of our global net golf ball sales on an annual basis, represented
approximately 24% of our global net golf balls sales for the year ended December 31, 2020. We believe this change is
primarily a result of the COVID-19 pandemic.

Titleist Golf Clubs, Wedges and Putters

We design, assemble and sell golf clubs (drivers, fairways, hybrids and irons) under the Titleist brand, wedges under
the Vokey Design brand and putters under the Scotty Cameron brand. The mission of our golf club business is to design and
develop the best performing golf clubs in the world for dedicated golfers. We believe dedicated golfers do not buy brands
across categories but seek out best-in-class products in each category. This is the reason we have partnered with dedicated
engineers and craftsmen such as Bob Vokey and Scotty Cameron, who understand the nuances, subtleties and impact
mechanics of their respective golf club categories. Titleist golf clubs, Vokey Design wedges and Scotty Cameron putters are
widely used by professional and competitive amateur players, which validates the products’ performance and quality
excellence. We are also committed to a leading club fitting and trial platform to maximize dedicated golfers’ performance
experience.

We view and operate the Titleist golf club business in three distinct categories: clubs (which includes drivers, fairways,
hybrids and irons), wedges and putters. Our products are generally priced at or above the premium price points in the
marketplace, driven by higher-end technologies (including design, materials and processes) we employ to generate superior
quality and performance. We have different models within each category to address the distinct performance needs of our
dedicated golfer target audience.

Net sales of Titleist golf clubs, wedges and putters for the years ended December 31, 2020, 2019 and 2018 were
$418.4 million, $434.4 million, and $445.3 million, respectively, in each case approximately 26% of our total net sales.

Titleist Clubs

Our current global club line consists of the TSi product line of drivers, fairways and hybrids, and the T Series and 620
product lines of irons. Every product in our club line features premium, tour-proven stock shafts and grips, complemented by a
broad range of custom options.

Titleist TSi drivers, fairways and hybrids are designed to deliver superior performance through tour-proven
technologies that increase ball speed, decrease spin, and optimize flight without sacrificing forgiveness. We design our drivers
and fairways to deliver complete performance with tour-preferred looks, sound and feel, and we offer the ability to precisely fit
individual golfers’ needs.

Titleist T Series irons are innovative, technologically advanced products designed to deliver distance, forgiveness,
proper shot control and feel. While we offer stock set configurations for our iron sets, a significant portion of our worldwide
iron sales are custom fit to help deliver a better fit and performance. Our 620 MB and CB irons are classic, fully forged blade
type irons largely preferred by highly skilled golfers.

Vokey Design Wedges

Bob Vokey champions the Titleist wedge effort by creating high performance wedges to meet the demands of
dedicated golfers and the best players in the world. The Vokey Design wedge product offering is a compilation of the most
popular wedges resulting from Bob Vokey’s hands-on work with golf’s best players to develop shapes and soles that address
varying techniques and course conditions. In total, we offer 23 unique loft, sole grind and bounce combinations and three
unique finishes to create golf’s most complete wedge product performance range. In addition, Vokey’s online Wedgeworks
program promotes limited edition models and allows golfers to customize and personalize their wedges. Vokey Design wedges
are the most played wedges by tour professionals.



Scotty Cameron Putters

Scotty Cameron Fine Milled Putters are developed through a specialized and iterative process that blends art and
science to create high performance putters. Scotty’s design inspiration begins with studying the best players in the world and
working with them to identify the consistent strengths and attributes of their putting. Scotty Cameron encourages a selection
process that identifies the putter length, toe flow and appearance to deliver proper balance, shaft flex and feel to golfers and to
encourage proper technique. Scotty Cameron putters consist of a range of products for each of these key selection criteria.

Using the scottycameron.com website as an information and services hub, we offer the opportunity to connect more
closely with the Scotty Cameron brand. Golfers can customize and personalize their putter(s) in the online Scotty Cameron
Custom Shop. Through the popular “Club Cameron” loyalty program and Scotty’s online “Studio Store,” brand fans can
purchase unique Scotty Cameron accessories. In 2014, we also opened the Scotty Cameron Gallery in Encinitas, California, a
premium retail boutique which offers consumers the ability to experience the tour fitting process as well as purchase unique
accessory items.

Titleist Golf Gear

Titleist Golf Gear is a matrix of distinct categories across golf bags, headwear, golf gloves, travel products, headcovers
and other golf accessories. We participate in golf categories where the dedicated player expects us to be and provide dedicated
players with products of performance and quality excellence faithful to the Titleist brand promise.

We started building our golf gear infrastructure in 2015, transitioning from third-party product creation and supply
chain dependency to where we now exercise more control over the design, engineering, product specifications, and quality
assurance of our finished Titleist golf gear products. Titleist golf gear products are designed and engineered using premium
materials, paying particular attention to superior performance, function and style. We seek to provide and continually evolve
our customization and personalization opportunities across the product portfolio of Titleist golf gear in order to meet the needs
of the dedicated players. We believe the golf gear business represents a sizable but highly fragmented opportunity with
numerous competitors in each product category and geographical market.

Titleist Golf Bags

Titleist Golf Bags have an array of models across price points with designs ranging from those to be carried to those
designed for golf carts, each with an array of functional differences and a variety of materials and colors. Titleist golf bags are
used on professional tours throughout the world and are relied upon by players globally to support their game. In 2020, we
realized continued success in the second year of sales of our Titleist Players Stand Bag collection. This collection is our
leading bag franchise, customized and sold by leading golf courses across the globe. We also enjoyed success with our
LINKSMASTER Series of golf premium golf bags at leading clubs around the world.

Titleist Golf Headwear

Titleist Golf Headwear has been recognized on the professional golf tours for decades. Titleist golf headwear provides
both function and fashion appeal across a multitude of models providing rain and sun protection as well as trend designs for the
dedicated player. We have established key product franchises in our headwear assortment with a variety of functions for both
men and women including the Tour Performance, the Nantucket and the Tour Aussie. We seek to constantly elevate and
innovate the performance and quality of our headwear while keeping the design and colors fresh and appealing to the dedicated
player.

Titleist golf gear accounted for net sales of $149.4 million, $150.0 million and $146.1 million for the years ended
December 31, 2020, 2019 and 2018, respectively, in each case approximately 9% of our total net sales.

FootJoy

FootJoy is one of golf’s leading performance wear brands, which consists collectively of golf shoes, gloves and
apparel. Net sales of FootJoy products for the years ended December 31, 2020, 2019 and 2018 were $415.3 million, $441.9
million, and $439.7 million, respectively, in each case approximately 26% of our total net sales.



FootJoy Golf Shoes

FootJoy is the #1 shoe in golf and has been the #1 shoe on the PGA Tour for over six decades. With an exclusive focus
on golf, FootJoy shoes are designed, developed and manufactured for all golfers in all golf shoe categories, including
traditional, casual, athletic and spikeless.

The golf shoe category is one of the most demanding of all wearables, as golf shoes must perform in all weather
conditions, including extreme temperature and moisture exposure; be resistant to pesticides and fungicides; withstand frequent
usage and extensive rounds of play; and provide consistent comfort, support and protection to the golfer in an average of over
five miles in a walked round. Hence, golf shoes require extensive knowledge and expertise in foot morphology, walking and
swing biomechanics, material science and application and sophisticated manufacturing and construction techniques.

Golf shoes are also a style and fashion driven category. FootJoy offers a large assortment of styles to suit the needs and
tastes of all golfers. The breadth and scope of the FootJoy product line is commensurate with its leading sales position. To
maintain and grow this leadership position in the category, new product launches and new styles comprise approximately 50%
of its offerings each year in all significant markets around the world.

In addition to its stock offerings, FootJoy is a leader in the customization of golf shoe styles and designs. FootJoy’s
MylJoys custom golf shoe portal provides individual choices for style, color, personal IDs and team logos that are produced to
order for golfers around the world. We believe it is the largest choice offering in the golf shoe category and provides a service
and personal expression capability that creates brand loyalty and repeat purchases.

FootJoy Gloves

Footloy is the #1 glove in golf. FootJoy is the leader in sales for all sub-categories of the glove business, including
leather construction, synthetic, leather/synthetic combinations and all specialty gloves, including rain and winter specific
offerings.

FootJoy Outerwear and Apparel

FootJoy’s most recent brand extensions have been the entry into the golf outerwear and men's and women's golf
apparel markets. FootJoy’s goal for outerwear is to “make every day playable” and extend the golf season by providing
products for rain, wind and cold conditions. FootJoy entered the outerwear category in 1996 with innovative designs and
materials, became the leader in net sales in the United States by 2005 and still holds this position today.

KJUS

In July 2019, we acquired KJUS, a Swiss-based manufacturer of premium performance ski, golf and lifestyle apparel.
The KJUS brand was born from an uncompromising commitment to performance, following brand namesake Lasse Kjus’s
historic feat at the 1999 World Ski Championships, where he medaled in each of the Championships’ five disciplines. KJUS
was founded with a vision to make the finest and most technologically advanced skiwear and the belief that cutting edge
innovation could lead to improved performance. KJUS has today grown to be a leader in premium technical performance
skiwear. Building upon this reputation, KJUS entered the golf outerwear and apparel markets with a focus on freedom of
movement, temperature regulation and all-weather protection to enhance performance. As a result, KJUS has achieved an
enthusiastic following with performance-minded golfers and a premium positioning at leading golf shops worldwide.

Product Launch Cycles

We maintain differentiated and disciplined product launch cycles across our portfolio, which we believe has
contributed to stable and resilient growth over the long-run. This approach gives our R&D teams a period of time we believe is
necessary to develop superior performing products versus prior generation models. As a result, we are able to manage our
product transitions and inventory from one generation to the next more efficiently and effectively, both internally and with our
trade partners.

Product introductions generally stimulate net sales as the golf retail channel takes on inventory of new products.
Reorders of these new products then depend on the rate of sell-through. Announcements of new products can often cause our
customers to defer purchasing additional golf equipment until our new products are available. The varying product introduction
cycles may cause our results of operations to fluctuate as each product line has different volumes, prices and margins.

See “Management’s Discussion and Analysis of Financial Condition and Results of Operations - Key Factors
Affecting our Results of Operations — Product Life Cycles,” Item 7 of Part II to this report, for further information surrounding
our product launch cycles.



Manufacturing

Our manufacturing processes and management of supply chain operations ensure consistency of product performance
and quality. We own or control the design, sourcing, manufacturing, packaging and distribution of our products.

Our manufacturing network is comprised of our owned facilities and partners around the globe. Our scale and global
reach are intended to enable us to maximize cost efficiency, reduce lead time, provide regional customization and gain insights
into local markets.

We have three company-owned and operated golf ball manufacturing facilities, two located in the United States and
one in Thailand, encompassing approximately 600,000 total square feet with sufficient production capacity to meet anticipated
growth. We also have local custom golf ball imprinting operations in the United States, Japan, Canada, the United Kingdom
(servicing the United Kingdom, Ireland and continental Europe), Korea and China. We utilize local vendors for imprinting
capabilities in other geographic markets.

We assemble clubs at six global locations, allowing us to provide custom fitted golf clubs with regional customization
with efficient turnaround times. Each of our six custom manufacturing locations is responsible for supply chain execution for
golf clubs and wedges, from forecast generation to component procurement to club assembly and distribution, allowing each
region to respond to market specific needs or trends. Scotty Cameron putters are assembled solely at our Carlsbad, California
manufacturing facility.

We own and operate the largest golf glove manufacturing operation in the world in Chonburi, Thailand, where we
manufacture both FootJoy and Titleist golf gloves. The factory produces over 10 million FootJoy and Titleist gloves annually.

Nearly all of our FootJoy golf shoes are manufactured in a 525,000 square foot facility in Fuzhou, China, owned by a
joint venture in which we have a 40% interest with the remaining 60% owned by our long-standing Taiwan supply partners. In
our consolidated financial statements, we consolidate the accounts of this joint venture, which is a variable interest entity
("VIE"). The joint venture was established in 1995 and has been in its current facility since 2000. The sole purpose of the joint
venture is to manufacture our golf shoes and as such we are deemed to be the primary beneficiary of the VIE. The multi-floor/
multi-building complex owned by the joint venture is devoted exclusively to FootJoy golf shoes, has production capacity of
nearly five million pairs annually. See “Notes to Consolidated Financial Statements — Note 2 — Summary of Significant
Accounting Policies — Variable Interest Entities,” Item 8 of Part II included elsewhere in this report, for a discussion of our
FootJoy golf shoe joint venture and the material terms of the agreement which governs such joint venture arrangement.

Sales and Distribution

Our accounts consist of premium golf shops, which include on-course golf shops and golf specialty retailers, as well as
other qualified retailers that sell golf products to consumers worldwide. We have a selective sales and distribution strategy,
differentiated by product line and geography, which focuses on effectively serving those accounts that provide best access to
our dedicated golfer target market in each geographic market.

We operate, and have our own field sales representation, in those countries that represent the substantial majority of
golf equipment and wearable sales, including the United States, Japan, Korea, the United Kingdom, Canada, Germany, Sweden,
France, Greater China, Australia, New Zealand, Thailand, Singapore, Malaysia and Switzerland. In other countries in which we
sell our products, we rely on select distributors in order to deepen our reach into those markets. Each country administers its
own in-country channel of distribution strategy given the unique characteristics of each market.

Our sales and distribution takes a “category management” approach that encompasses all aspects of customer service
and fulfillment, including product selection; space and display planning; sales staff training; and inventory control and
replenishment. Each sales representative advises on topics such as shop layout, merchandise display techniques and effective
use of signage and product information and methods of improving inventory turns and sales conversions through
merchandising. Our sales force has been recognized worldwide for its professionalism and service excellence.

We employ over 330 sales representatives worldwide, who are compensated through a combination of salary and a
performance bonus. We currently service over 27,000 direct accounts worldwide. In both our direct sales and distributor
markets, our trade partners are subject to our redistribution policy.

Supplementing our core field sales partnerships are Internet-based initiatives. Beginning in the U.S. in 2016, we
launched FootJoy and Titleist eCommerce websites. Titleist has also established eCommerce websites in Canada, the United
Kingdom, Japan and Korea. In 2020, we launched our eCommerce website for Titleist Drivers and Fairways in the U.S.
FootJoy also operates eCommerce websites in Canada, the United Kingdom, Ireland, Sweden, Germany, France and Japan.



Marketing

Throughout our history, we believe our commitment to marketing has helped further elevate our brands and strengthen
our reputation for product performance and quality, with a particular focus on the perception of dedicated golfers. Our strategy
is to deliver equipment that is superior in performance and quality, validated by the pyramid of influence. It is best-in-class
performance and quality products that earn and maintain dedicated golfers’ loyalty and trust. Our marketing strategy, developed
and refined over many years, is to reinforce this loyalty and trust, driving connectivity with our brands.

Raw Materials

Where possible, we use multiple suppliers or multiple production facilities, some with geographic separation, to reduce
the risk of raw material shortages but, in some instances, we rely on a sole or limited number of third-party suppliers and
manufacturers for raw materials. Our highest raw material consumption for golf balls, in order, is polybutadiene, ionomers,
zinc diacrylate, urethane, and coatings. We source the raw materials for our golf glove and golf shoe businesses, and certain of
the components for our golf shoe business, from third-party suppliers. Our golf club team employs the primary materials of
steel, titanium, and aluminum and has five custom manufacturing locations around the globe with each being responsible for
supply chain execution, allowing each region to respond to market specific needs or trends. For our golf gear and FootJoy and
KJUS apparel businesses, we source the finished products from select third-party vendors that have the necessary quality
capabilities.

Seasonality

Weather conditions in most parts of the world, including our primary geographic markets, generally restrict golf from
being played year-round, with many of our on-course retail customers closed during the cold weather months. In general,
during the first quarter, we begin selling our products into the golf retail channel for the new golf season. This initial sell-in
generally continues into the second quarter. Our second-quarter sales are significantly affected by the amount of sell-through, in
particular the amount of higher value discretionary purchases made by customers, which drives the level of reorders of the
products sold during the first quarter. Our third-quarter sales are generally dependent on reorder business, and are generally
lower than the second quarter, as many retailers begin decreasing their inventory levels in anticipation of the end of the golf
season. Our fourth-quarter sales are generally less than the other quarters due to the end of the golf season in many of our key
markets, but can also be affected by key product launches, particularly golf clubs. This seasonality, and therefore quarter to
quarter fluctuations, can be affected by many factors, including the timing of new product introductions as discussed in
“Management’s Discussion and Analysis of Financial Condition and Results of Operations - Key Factors Affecting our Results
of Operations — Product Life Cycles,” Item 7 of Part II to this report, as well as weather conditions. This seasonality affects
sales in each of our reportable segments differently. In general, however, because of this seasonality, a majority of our sales and
most of our profitability generally occurs during the first half of the year.

Research and Product Development

Innovating within a highly regulated environment presents unique challenges and opportunities that require a
significant investment in people, facilities and financial resources, with separate dedicated R&D teams for each product
category. We have six R&D facilities and/or test centers supported by nearly 200 scientists, chemists, engineers and technicians
in aggregate. We are committed to continuous improvement and each R&D team is tasked to develop technology that will
deliver better quality and performance products in each generation.

For the years ended December 31, 2020, 2019 and 2018 we invested $48.9 million, $51.6 million and $51.5 million,
respectively, in R&D.

Patents, Trademarks and Licenses

We consider our patents and trademarks to be among our most valuable assets. We are dedicated to protecting the
innovations created by our R&D teams by developing broad and deep patent and trademark portfolios across all product
categories.

As a result, we have strong patent positions across our product categories and innovation spaces in which we operate,
and have become the leader in obtaining golf ball and golf club patents worldwide. In addition, we believe we have more
combined golf shoe and golf glove utility patents than all competitors combined. We have over 1,000 active U.S. utility patents
in golf balls, nearly 500 active U.S. utility patents in golf clubs, wedges and putters and over 370 active patents in golf shoes
and gloves worldwide.
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We own or license a large portfolio of trademarks, including for Titleist, Pro V1, Pro V1x, AVX, Union Green,
Pinnacle, AP1, AP2, TSi, T Series, CNCPT, Vokey Design, Scotty Cameron, FootJoy, FJ, DryJoys, StaSof, ProDry and KJUS.
We protect our trademarks by obtaining registrations where appropriate and opposing or cancelling material infringements. We
also have rights in several common law marks.

Competition
There are unique aspects to the competitive dynamic in each of our product categories.

The golf ball business is highly competitive. There are a number of well-established and well-financed competitors,
including Callaway, TaylorMade, SRI Sports Limited (Dunlop and Srixon brands) and Bridgestone (Bridgestone and Precept
brands).

The golf club, wedge and putters markets in which we compete are also highly competitive and are served by a number
of well-established and well-financed companies with recognized brand names, including Callaway, TaylorMade and Ping.

For golf balls and golf clubs, wedges and putters, we generally compete on the basis of technology, quality,
performance and customer service.

In the golf gear market, there are numerous competitors in each product category and geographical market. Titleist golf
gear generally competes on the basis of quality, performance, styling and customer service.

FootJoy’s significant worldwide competitors in golf shoes include Nike, Adidas and Ecco. FootJoy’s primary
worldwide competitors in golf gloves include Callaway, Nike, TaylorMade and Adidas and a significant number of smaller
companies with regional offerings and specialized golf glove products. In the golf apparel category, FootJoy has numerous
competitors in each geographical market, including Nike, Adidas and Under Armour. FootJoy products generally compete on
the basis of quality, performance, styling and price.

Environmental Matters

Our operations and properties are subject to federal, state and local environmental laws and regulations that impose
limitations on the discharge of pollutants into the environment and establish standards for the handling, generation, emission,
release, discharge, treatment, storage and disposal of certain materials, substances and wastes and the remediation of
environmental contaminants. In the ordinary course of our manufacturing processes, we use paints, chemical solvents and other
materials, and generate waste by-products that are subject to these environmental laws. We have incurred expenses in
connection with environmental compliance.

We are also involved in ongoing investigations with federal and state environmental protection agencies, but do not
expect to incur future material costs for past and current environmental issues. See "Risk Factors - We are subject to
environmental, health and safety laws and regulations, which could subject us to liabilities, increase our costs or restrict our
operations in the future."

Regulation
The Rules of Golf

The Rules of Golf set forth the rules of play and the rules for equipment used in the game of golf. The first
documented rules of golf date to 1744 and the modern Rules of Golf have been in place for over 100 years. Dedicated golfers
respect the traditions of the game and play by the Rules of Golf. As a result, premium-positioned products are designed and
manufactured to conform to the Rules of Golf.

The United States Golf Association (the "USGA"), is the governing body for golf in the United States and Mexico.
The USGA, in conjunction with the Royal and Ancient Golf Club of St. Andrews (the "R&A"), in St. Andrews, Scotland,
writes, interprets and maintains the Rules of Golf. The R&A is the governing body for golf in all jurisdictions outside of the
United States and Mexico. The R&A jointly writes, interprets and maintains the Rules of Golf with the USGA.

In addition to their role as rule makers, both the USGA and R&A conduct national championships and are involved in
other efforts to maintain the history of golf and promote the health of the game.

11



The Rules of Golf set the standards and establish limitations for the design and performance of all balls and clubs.
Many new regulations on golf balls and golf clubs have been introduced in the past 10 to 15 years, which we believe was one of
the most active periods for golf equipment regulation in the history of golf. In February 2021, the USGA and R&A issued an
Areas of Interest notice, which is the first step of the established equipment rule making procedures which gives the opportunity
for golf's stakeholders to provide research and perspectives on topics that might lead to equipment rules changes. The impact, if
any, of these or other potential changes to the Rules of Golf is uncertain at this time.

Golf Balls

Historically, the USGA and R&A have regulated the size, weight, spherical symmetry, initial velocity and overall
distance performance of golf balls. The overall distance standard was last revised in 2004.

Golf Clubs

The USGA and R&A have also focused on golf club regulations. In 1998, a limitation was placed on the spring-like
effect of driver faces. In 2003, limits were placed on club head dimensions and volume, as well as shaft length. In 2007, club
head moment of inertia was limited. A rule change to allow greater adjustability in golf clubs went into effect on January 1,
2008. In August 2008, the USGA and R&A adopted a rule change further restricting golf club grooves by reducing the groove
volume and limiting the groove edge angle allowable on irons and wedges. This rule change will not apply to most golfers until
January 1, 2024. It was implemented on professional tours beginning in 2010 and was implemented in elite amateur
competitions beginning in 2014. All products manufactured after December 31, 2010 must comply with the new groove
specifications.

Our Position

In response to this regulatory dynamic, our senior management and R&D teams spend significant time and effort in
developing and maintaining relationships with the USGA and R&A. We are an active participant in discussions with the ruling
bodies regarding potential new rules and the rule making process. More importantly, our R&D teams are driven to innovate and
continuously improve product technology and performance within the Rules of Golf. The development and protection of these
innovations through aggressive patenting are essential to competing in the current market. As a long-time industry participant
and market leader, we are well-positioned to continue to outperform the market in a rules constrained environment.

Employees and Human Capital Resources

Acushnet's associates and our enduring culture are two key elements of our success. As of December 31, 2020, we
employed 5,365 associates worldwide. Reflecting our truly global organization, 2,269 of our associates are located in the
Americas, 473 are located in EMEA, and 2,623 are located in Asia Pacific.

We strive to cultivate the skills, knowledge, and experiences in our associates that enable Acushnet to continue its
leadership in performance and product quality. To retain talent and recruit new associates, we utilize a dual approach,
leveraging a long-standing “build-from-within” talent development model coupled with recruiting top talent from the outside,
including through partnerships with universities, community organizations and professional groups, which help in broadening
our reach. We conduct an annual talent review process focused on performance, potential and succession planning. Managers
share open feedback with associates and work together to create individual, experiential development plans balancing deep
functional expertise with broad leadership capabilities.

Essential to our recruitment and retention of top talent, is our commitment to ensuring we benefit from a workplace
built on our core values, including diversity, inclusion, belonging and respect. Our Diversity, Inclusion and Belonging Council
is made up of associates from all facets of the Company and helps guide our strategic development and implementation of a
broad range of initiatives. Engagement with associates at all levels is driven through open discussion, listening and engagement
surveys.
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Long-term associate retention starts with a focus on the safety, health and well-being of our associates. Acushnet’s
Safety, Health and Wellness journey began more than 25 years ago and our 6-point safety program is a foundational principle
of our operations across the globe. Acushnet’s HealthWise program, "Wellness For Life," creates a culture to encourage and
support associate safety, health and wellness. Through partnerships with the medical community and Acushnet HealthWise
Coaches, associates gain access to high quality health and wellness services. Associates receive incentives for healthy
behaviors, which include up to a 30% surcharge avoidance for healthcare benefits. HealthWise is based on 4 pillars: prevention,
education, nutrition & fitness, and volunteerism. Acushnet’s role is to encourage behaviors in each pillar through offering on-
site educational programs, fitness center programming, on-site wellness staff to coach associates on meeting personal nutritional
or fitness goals, on-site services (physical therapy, chiropractic care, psychiatric care, massage therapy, acupuncture and
reflexology) and volunteer activities in our local communities.

In response to the COVID-19 pandemic, our Health and Safety programs were evaluated and modified to ensure a
healthy and safe workplace across all our global sites:

» Initial facilities closures in response to the COVID-19 pandemic were used to re-engineer our workspaces in
compliance with the Centers for Disease Control and Prevention ("CDC") and other regulatory guidance to ensure safe
working distance between work-stations, and a reconfiguration of common spaces such as café and conference rooms.

*  Creation of Acushnet Global COVID-19 safety and travel protocol requiring masks, safe distancing and restriction of
corporate travel, sanitation of all workstations between shifts, and 24x7 access to nursing staff.

*  Maintain regular cadence of communication with associates regarding the impact of COVID-19 on the Company's
operations.

*  Purchase and distribution of Whoop bands for those whose work requires an interface with the general public or
professional golf players as early detection and protection for both our staff and the community.

»  To reduce risk of workplace transmission, we have implemented policies to provide 10 days of paid leave to allow our
associates experiencing symptoms of or who have been exposed to COVID-19 to quarantine and test, without the
added burden of loss of income.

In keeping with Acushnet’s culture of caring, we implemented pay restoration and appreciation bonus programs for
critical Company associates whose income was negatively impacted by furloughs.

As a leader in performance and product quality, we drive high performance standards and excellence, including by
continually developing and encouraging our associates to challenge the status quo, and rewarding them with competitive
compensation and benefits packages. The highly cultivated and long-standing associate experience at Acushnet remains a
competitive advantage driving our performance as the leader in performance products in the golf industry.
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ITEM 1A. RISK FACTORS

Summary Risk Factors

results:

Below is a summary of some of the principal risks that could adversely affect our business, operations and financial

Risks Related to Our Business and Industry

A reduction in the number of rounds of golf played or in the number of golf participants could materially adversely
affect our business, financial condition and results of operations.

Unfavorable weather conditions may impact the number of playable days and rounds played in a given year.

Our business, financial position, results of operations and cash flows have been, and could continue to be, negatively
impacted by the COVID-19 pandemic.

Changes to the Rules of Golf with respect to equipment could materially adversely affect our business, financial
condition and results of operations.

A significant disruption in the operations of our manufacturing, assembly or distribution facilities could materially
adversely affect our business, financial condition and results of operations.

Many of our raw materials or components of our products are provided by a sole or limited number of third-party
suppliers and manufacturers.

A disruption in the operations of our suppliers could materially adversely affect our business, financial condition and
results of operations.

We may not successfully manage the frequent introduction of new products or satisfy changing consumer preferences,
quality and regulatory standards.

Failure to successfully innovate and offer high-quality products may adversely affect our ability to compete in the
market for our products.

We may be involved in lawsuits to protect, defend or enforce our intellectual property rights, which could be
expensive, time consuming and unsuccessful.

Our products may infringe the intellectual property rights of others, which may cause us to incur unexpected costs or
prevent us from selling our products.

We face intense competition in each of our markets and if we are unable to maintain a competitive advantage, loss of
market share, sales or profitability may result.

A severe or prolonged economic downturn could adversely affect our customers' financial condition, their levels of
business activity and their ability to pay trade obligations.

We depend on retailers and distributors to market and sell our products, and our failure to maintain and further develop
our sales channels could materially adversely affect our business, financial condition and results of operations.

Our business operations are subject to seasonal fluctuations, which could result in fluctuations in our operating results
and stock price.

Our business and results of operations are also subject to fluctuations based on the timing of product introductions.
We have significant international operations and are exposed to risks associated with doing business globally.

We rely on complex information systems for management of our manufacturing, distribution, sales and other
functions. If our information systems fail to perform these functions adequately or if we experience an interruption in
our operations, including a breach in cybersecurity, our business, financial condition and results of operations could be
materially adversely affected.

Our current senior management team and other key employees are critical to our success and if we are unable to attract
and/or retain key employees and hire qualified management, technical and manufacturing personnel, our ability to
compete could be harmed.

Our business could be materially adversely affected as a result of the risks associated with acquisitions and
investments.

Risks Related to Our Indebtedness

Our substantial leverage could adversely affect our ability to raise additional capital to fund our operations, limit our
ability to react to changes in the economy or in our industry, expose us to interest rate risk to the extent of our variable
rate debt, and prevent us from meeting our obligations under our indebtedness.

Our credit agreements contain restrictions that limit our flexibility in operating our business.
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Risks Related to Ownership of Our Common Stock

*  The interests of Magnus Holdings Co., Ltd. ("Magnus"), which is wholly-owned by Fila Holdings Corp. (“Fila”), and
Fila and any of their successors or transferees may conflict with other holders of our common stock.

*  We are a “controlled company” within the meaning of the rules of the NYSE. As a result, we qualify for, and are
relying upon, exemptions from certain corporate governance requirements that would otherwise provide protection to
shareholders of other companies.

» If we are unable to maintain effective internal controls over financial reporting, we may not be able to produce timely
and accurate financial statements, which could have a material adverse effect on our business and stock price.

For a more complete discussion of the material risk facing our business, see below. You should carefully consider
each of the following risk factors, as well as the other information in this Annual Report on Form 10-K, including our
consolidated financial statements and the related notes and “- Management’s Discussion and Analysis of Financial Condition
and Results of Operations,” Item 7 of Part II, included elsewhere in this report. If any of the following risks actually occurs, our
business, financial condition and results of operations could be materially adversely affected. In that event, the market price of
our common stock could decline significantly and you could lose all or part of your investment. The risks described below are
not the only risks we face. Additional risks we are not presently aware of or that we currently believe are immaterial could also
materially adversely affect our business, financial condition and results of operations.

Risks Related to Our Business and Industry

A reduction in the number of rounds of golf played or in the number of golf participants could materially adversely affect
our business, financial condition and results of operations.

We generate substantially all of our sales from the sale of golf-related products, including golf balls, golf clubs, golf
shoes, golf gloves, golf gear and golf apparel. The demand for golf-related products in general, and golf balls in particular, is
directly related to the number of golf participants and the number of rounds of golf being played by these participants. If golf
participation or the number of rounds of golf played declines, sales of our products may be adversely impacted, which could
materially adversely affect our business, financial condition and results of operations.

Unfavorable weather conditions may impact the number of playable days and rounds played in a given year.

Weather conditions in most parts of the world, including our primary geographic markets, generally restrict golf from
being played year-round, with many of our on-course retail customers closed during the cold weather months and, to a lesser
extent, during the hot weather months. Unfavorable weather conditions in our major markets, such as a particularly long winter,
a cold and wet spring, or an extremely hot summer, would impact the number of playable days and rounds played in a
given year, which would result in a decrease in the amount spent by golfers and golf retailers on our products, particularly with
respect to consumable products such as golf balls and golf gloves. In addition, unfavorable weather conditions and natural
disasters can adversely affect the number of custom club fitting and trial events that we can perform during the key selling
period. Unusual or severe weather conditions throughout the year, such as storms or droughts or other water shortages, can
negatively affect golf rounds played both during the events and afterward, as weather damaged golf courses are repaired and
golfers focus on repairing the damage to their homes, businesses and communities. Consequently, sustained adverse weather
conditions, especially during the warm weather months, could impact our sales, which could materially adversely affect our
business, financial condition and results of operations. Adverse weather conditions may have a greater impact on us than other
golf equipment companies as 