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WE’RE HUNGRIER FOR THEM THAN WE EVER REALIZED. 
WE WANT TO KNOW WHERE THINGS COME FROM. 

WE CARE WHAT HAPPENS TO THEM ALONG THE WAY.

WE WANT TO TRUST OUR SOURCES. 
WE WANT TO HAVE THE INFORMATION TO MAKE MEANINGFUL 
CHOICES ABOUT WHAT WE DECIDE TO BUY AND SUPPORT. 

WE WANT PEOPLE, AND ANIMALS, AND THE PLACES 
OUR FOOD COMES FROM TO BE TREATED FAIRLY.

THE TIME IS RIPE.

WE ARE PART OF A GROWING CONSCIOUSNESS 
THAT’S BIGGER THAN FOOD— 

ONE THAT CHAMPIONS WHAT’S GOOD, 
AND THE GREATER GOOD, TOO.

WHERE VALUE IS INSEPARABLE FROM VALUES.

VALUES MATTER



A MESSAGE FROM JOHN MACKEY AND WALTER ROBB,  
CO-CEOS OF WHOLE FOODS MARKET

DEAR STAKEHOLDERS,
We are pleased to have made measurable progress over the past year on many of the strategic 

initiatives included in the nine-point plan we shared with you in November of 2015. In a 

year that presented many headwinds for food retailers, including increased competition from 

existing as well as new competitors and business models, def lation, and lackluster consumer 

demand, we increased sales to a record $15.7 billion, producing industry-leading sales per 

gross square foot of $915. While sales were lighter than forecast, we maintained our expense 

discipline and generated healthy returns with $1.4 billion in EBITDA, $1.1 billion in cash f low 

from operations and a 13% return on invested capital.* We invested $716 million of capital 

primarily in new and existing stores and technology initiatives, and, in keeping with our 

new capital allocation strategy, returned more than $1.1 billion to our shareholders through 

dividends and share repurchases. 

Our commitment to our Core Values, mission and culture has never been stronger, and we 

appreciate our 87,000 team members for continuing to deliver a world-class customer experience 

as we collectively work to transform our business model in this dynamic and increasingly 

competitive marketplace. Highlights of our progress include:

• We are more than half way toward our goal of reducing expenses by a $300 million 

 Through various cost saving measures, including 

transitioning our marketing and HR functions from a store to metro model; reducing buying 

positions as we restructure our purchasing operations; and combining certain teams in lower-

volume stores, we have been able to focus our store labor investments on ensuring product 

availability, maintaining high standards, and serving our customers. 

• We made selective price investments on key items and began offering weekly deep 

discount promotions, which were supported with an enhanced ad campaign highlighting 

consecutive quarters of improving items per basket.

•

 This system provides the foundation to enhance our promotional 

capabilities, including more dynamic and personalized offers through our mobile app and 

*For EBITDA and ROIC definitions and reconciliations, please refer to the schedules on pages 21–22 of our 10K.



• We took several big steps forward in our digital efforts to offer more value, convenience 

and personalized offers to our customers, including:

–

beyond recipes and shopping lists. 

– Launching our new Rewards program in the Dallas and Fort Worth metro area, which 

built upon our initial pilot program in Philadelphia, while allowing us to be more strategic 

in the ways in which customers earn and redeem rewards.

– Expanding our online ordering and home delivery capabilities. Collectively, Whole 

Foods and Instacart deliver fresh groceries to more households in the U.S. than anyone 

else, and customers now have the added option of ordering Instacart delivery online at 

wholefoodsmarket.com.

•

– We believe our complementary 365 by Whole Foods Market brand broadens our reach 

to new customers and new markets. Designed around affordability and convenience 

and supported by enhanced digital experiences, our 365 stores offer a fresh proposition 

to the marketplace and are firsts for us in many ways, from a curated assortment, to 

centralized buying, to auto-replenishment of inventory. We are incorporating our 

learnings into the next round of 365 stores, and we are excited about the opportunities 

this streamlined operating model presents for our existing and future Whole Foods 

Market stores as well.

Brooklyn, New York; and Santa Clara, California. Averaging close to 50,000 square feet, 

these larger stores are designed to take advantage of their dense, urban locations and 

offer extensive prepared foods and unique dining experiences, including wine bars and 

tap rooms.

• We hired five 

new global vice presidents, including two newly created positions: Communications 

Member Services.

• We invested in our team members’ development and growth, including creating 

 We are proud to be one of only 11 companies to have earned a 

spot on FORTUNE magazine’s annual list of the “100 Best Companies to Work For” for 19 

consecutive years. 



VALUES MATTER
At Whole Foods Market, "healthy" goes beyond good for you, it also encompasses the 

greater good. We believe our support of and leadership in causes that are important to our 

communities create a loyal core customer base and attract investors aligned with our mission 

and Core Values. 

foundations and Local Producer Loan Program continued to expand their good works. Whole 

Planet Foundation®

$70 million in grants to 143 projects in 69 countries where we source products. Through Whole 

Kids Foundation™ and its partners, approximately 4,700 schools have received salad bars, 3,650 

schools have received school garden grants, and over 70 schools have received honey bee 

hive grants. Whole Cities Foundation™, dedicated to individual and community health through 

collaborative partnerships, education and broader access to nutritious food in underserved 

Detroit, MI; and Jackson, MS, with partnerships underway in Newark, NJ and other cities. And, 

our Local Producer Loan Program has disbursed $21 million in loans to 260 local producers. 

OUTLOOK AND PRIORITIES FOR FISCAL YEAR 2017 
We remain focused on the metrics we believe are key to the long-term health of our business, 

and our outlook includes sales growth of 2.5% to 4.5%, EBITDA margin of approximately 8.2%, 

diluted EPS of $1.42 or greater, and ROIC of 11% or greater. We are encouraged that our value 

and marketing efforts appear to be gaining traction with customers and believe we will see 

momentum as our sales-building initiatives are rolled out throughout the year; however, the 

competitive landscape is very dynamic, and it is uncertain how long the def lationary environment 

will continue. 

We are on track to meet our goal of reducing our cost structure by a $300 million run rate by 

drive sales, as well as higher occupancy, depreciation and other costs. While our new stores, on 

food retailing environment to lower our year-over-year square footage growth to approximately 

6% and our capital expenditures to 4% of sales.



Our priorities include:
•

value and marketing investments;
• Intensifying our personalization efforts, including the roll out of our optimized Rewards 

program to all U.S. stores; 
• Taking a more strategic approach to our assortments, pricing and promotions, including the 

continued development of category management tools, processes and capabilities to better 

inform our investments; 
• Evolving our purchasing structure to a hybrid model, with global teams leading our category 

management efforts and regional teams focused on local products;
• Leveraging our new culinary team’s leadership and expertise to offer a full spectrum of highest 

quality ready-made meal solutions, in-store or delivered to your door, including a pilot for 

curated meal kits; and
• Offering our customers more convenience through expanded online delivery to more cities 

and additional zip codes in existing markets.

In closing, we are excited about the fundamental transformation that is taking place within our 

company and believe we have the right strategies in place to produce strong returns for our 

shareholders over the long term. No one delivers the dynamic and compelling in-store experience 

that we do, and we will keep improving, innovating and creating opportunities for people to 

We see a growing market opportunity as customers show greater interest in what they eat, where 

it comes from and who’s growing it. Whole Foods Market has been a driving force behind this 

shift in consciousness, and our mission, industry-leading quality standards, and commitment to 

to nourish the health and well-being of people and the planet by being the authentic purveyor of 

food for the greater good. We look forward to you continuing on the journey with us.

With deep appreciation to all of our stakeholders, 

John Mackey, co-CEO Walter Robb, co-CEO

In November, our Board of Directors announced the company would transition from a co-CEO structure to a sole 
CEO, with John Mackey to serve in that capacity. Walter Robb will remain on the company’s board and continue as 
a senior advisor, and will serve as Chairman of the Whole Kids and Whole Cities Foundations.
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CORPORATE INFORMATION

BOARD OF DIRECTORS
Dr. John Elstrott, Chairman of the Board, Whole Foods Market, Inc.
Mary Ellen Coe, Vice President, Sales and Product Operations, Google

Shahid (Hass) Hassan, General Partner, Greenmont Capital

Stephanie Kugelman, Founder and Chairman, A.S.O.,
A Second Opinion

John Mackey, 
Whole Foods Market, Inc.

Walter Robb, 

Jonathan Seiffer, Partner, Leonard Green & Partners, L.P.

Morris Siegel, Owner, Capital Peaks Investments

Jonathan Sokoloff, Managing Partner, Leonard Green & Partners, L.P.

Dr. Ralph Sorenson, Managing Partner, Sorenson Limited Partnership

Gabrielle Sulzberger, Principal, Rustic Canyon /Fontis Partners, L.P.

William (Kip) Tindell, Chairman of the Board, The Container Store

EXECUTIVE TEAM
John Mackey, 

Walter Robb, 

Jason Buechel, 

Glenda Flanagan, 

A.C. Gallo, 

David Lannon, Executive Vice President, Operations

Ken Meyer, Executive Vice President, Operations 

Jim Sud, Executive Vice President, Growth & 
Business Development

REGIONAL PRESIDENTS
Scott Allshouse, Mid-Atlantic Region

Michael Bashaw, Midwest Region

Patrick Bradley, 

Laura Derba, North Atlantic Region

Mark Dixon, Southwest Region

Omar Gaye, South Region

Bill Jordan, Rocky Mountain Region

Christina Minardi, Northeast Region

Juan Nunez, Florida Region

Joe Rogoff, 

Jeff Turnas, 365 by Whole Foods Market

Rob Twyman, Northern California Region

GLOBAL VICE PRESIDENTS
Bart Beilman, Distribution

Brooke Buchanan, Communications

Don Clark, Procurement / Non-Perishables

Sam Ferguson, Accounting & Controller

Betsy Foster, Business Development

Sonya Gafsi Oblisk, Marketing

Tien Ho, Culinary & Hospitality

Edmund La Macchia, Procurement / Perishables

Roberta Lang, Legal Affairs & General Counsel

Cindy McCann, Investor Relations

Lee Matecko, Construction & Store Development

Brian O’Connell, Operational Finance

Martin Tracey, Team Member Services

NEW HALL OF FAME INDUCTEES
Edmund La Macchia, Roberta Lang, Bill Lombardi, David Matthis, 

Will Paradise, Joe Rogoff, Margaret Wittenberg

MARKET INFORMATION
The common stock of Whole Foods Market is traded on the 
NASDAQ Global Select Market under the symbol WFM. The 
company’s f ilings with the U.S. Securities and Exchange 
Commission may be obtained without charge by accessing 
the Investor Relations section of the company’s website at 
www.wholefoodsmarket.com, at sec.gov, or by making a request to 
Investor Relations via the address or phone number listed below:

Whole Foods Market, Inc.
Investor Relations
550 Bowie Street  •  Austin, TX 78703  •  512.542.0204

INDEPENDENT REGISTERED 
PUBLIC ACCOUNTING FIRM
Ernst & Young LLP

TRANSFER AGENT & REGISTRAR

ownership transfer or other stock matters can be obtained from:

Securities Transfer Corporation
2591 Dallas Parkway, Suite 102   •   Frisco, TX 75034  
469.633.0101   •   www.stctransfer.com



2016 Whole Foods Market IP, L.P. 
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recycled paper using vegetable inks.

100% OF THE
FRESH EGGS WE SELL

ARE CAGE FREE.
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