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I am pleased to say that our solid performance in 2005
is a reflection of the relevance of that Plan - and the
commitment of all our associates to execute its initiatives.
We are, in fact, well ahead of where we expected to be at this
time. Better still, there is significant additional opportunity
for us to continue to improve our operational and financial
performance and to more firmly establish JCPenney as
the preferred choice for the American moderate shopper.

highlights of our performance in 2005:

n Operating profit increased 22.5 percent from $1.3
billion to $1.6 billion, and as a percent of sales rose
to 8.4 percent from 7.1 percent in 2004, a 130 basis
point improvement.

n Income from continuing operations increased 48.7
percent in 2005, with diluted earnings per share from
continuing operations rising 74.1 percent for the year.
n Positive free cash flow exceeded $700 million.

n Our Company was upgraded to investment grade
credit ratings.
n We opened 18 new stores – the most since the
mid-1990s.
n Sales for jcp.com surpassed $1 billion.

our long range plan for leadership…
Our Long Range Plan consists of four integrated strategies
designed to reinforce our relationship with our current
customer and to motivate her to spend more with us; to attract
new customers; to engage and reinvigorate our associates;
and to improve our performance on a number of levels.

1

strategy one

make an emotional
connection with our customer

To be our customer’s first choice, we need to
make an emotional connection with her. Specifically, we

letter from mike

Just over a year ago, our management
team developed a Long Range Plan to
move JCPenney from a position of
“turnaround” to a company focused on
growth - with the aim of achieving retail
industry leadership within five years.

inside

To our stockholders:

must offer styles that inspire her, are relevant to her life,
and fit within her budget. Among our key initiatives are:
n LIFESTYLE MERCHANDISING: Our first step was to do a great deal of
strategic consumer research, from which we determined that our customers
fall into four distinct style categories: conservative, traditional, modern, and
trendy. We then looked at our merchandise assortments to make sure we
are addressing the apparel and decorating needs of the customers who fall
into each of these style categories. We identified several opportunities and,
over the past year, we have had good success in pursuing them through a
series of new brand launches including, among others, a.n.a, a casual
weekend line for our modern customer; Miss Bisou in our juniors’ area; and
Solitude, a men’s casual line designed by surfer Shaun Tomson. We also
expanded our home assortments with the additions of Studio, designed with
the modern shopper in mind, and the Chris Madden Hotel Collection,
an expansion of our highly successful Chris Madden offering. You should
expect to see more brand launches as we continually enhance our
assortments to ensure that we offer the styles our customers want.
n BRAND MANAGEMENT ORGANIZATION: Our merchandise assortments
consist of national brands, exclusive designer brands, such as nicole by
Nicole Miller, and private brands, which contribute more than 40
percent of our annual revenue. With our legacy of strong sourcing and
manufacturing capabilities, our private brands deliver both better value
to the customer and higher margins. In an effort to continue to develop
and enhance our private brand offerings, JCPenney has appointed brand
managers who are responsible for each of the major JCPenney brands.
These talented associates are focused on brand consistency, from
design and lifestyle marketing to point-of-sale support. This is a unique
approach within the department store arena and one that is serving us
very well.
n IMPACTFUL MARKETING AND ADVERTISING: We also recognize that
the results of our work will mean nothing if we do not tell customers about it –
so we are, and with more impact. While we continue to actively promote our
sales and “smart prices,” a growing portion of our advertising and marketing
budget is now devoted to gaining recognition for the dramatic changes that
3

have taken place at JCPenney in recent years. The most visible of these
efforts was the JCPenney Experience, a 15,000 square-foot virtual store
opened in Times Square in New York City for three weeks in March 2006 to
coincide with our exclusive retail sponsorship of the Academy Awards.

styles they want at jcp.com, which provides an easy way for them to
purchase items they have seen in our catalog. The results speak for
themselves, with online sales passing the $1 billion mark in early January
2006 - a year earlier than we expected - and giving jcp.com the title of the
largest online retailer of general merchandise.

Along with star-studded special events and a series of related promotions,
the JCPenney Experience marked the largest branding event in our
Company’s 104-year history. This spectacular effort achieved its goals of
reinforcing our commitment to offering current customers exciting styles at
prices they can afford and communicating to new customers that it really
is “all inside” at JCPenney.

n EXCITING STORE OPENINGS AND EXPANDING NEW OFF-MALL
PRESENCE: We are not only growing online. In 2005, we opened 18
stores, the most we have opened in one year since the mid-1990s. Of
these new stores, 11 are off-mall, a store format that customers find
convenient - and one that is proving to be extremely successful for us.
We currently have a total of 22 off-mall stores, and 20 of the 27 stores
we expect to open in 2006 will be in this format.
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strategy two

make JCPenney an easy
and exciting place to shop

When we need to quickly describe our
customer, we say that she has “too little time, too little
money, and two little kids.” We understand that our
customer simply does not have time for hassle and
inconvenience, so our goal is to make it both easy and
exciting for her to shop with us. A key element of achieving
this goal is to make the shopping experience as seamless
as possible, whether in our store, shopping from one of our
catalogs, or online at jcp.com.
n CONNECTIVITY IN OUR STORES: In 2005, we launched the rollout of a
new point-of-sale system that reduces transaction time and provides
Internet connectivity at each of the 35,000 point-of-sale registers within
our stores. These new Internet enabled point-of-sale registers provide
customers quick and easy access to our vast system-wide assortment of
merchandise. To date, we have converted 430 stores to this system, and
we expect to complete all stores by August 2006. In addition to this
system, we are currently developing in-store jcp.com kiosks and handheld devices for our sales associates, designed to make the shopping
experience easier and faster.
n IMPROVING THE EXPERIENCE IN OUR STORES: The technology we are
installing in our stores will make the checkout process easier and help to
ensure that we provide the merchandise our customers want. New
technology helps, but it is only part of the story. We are also taking steps
to provide our customers with better service, an improved appearance,
and an overall better experience than in the past. We have redesigned
our store staffing model to ensure that all on-duty associates are
dedicated to helping customers, with all shelf-stocking and other
replenishment processes being performed when the stores are closed.
We’re using more higher-capacity and visually appealing fixtures to
showcase our merchandise on the selling floor that enable our
customers to easily access what they want. This includes areas
highlighting specific brands or particular “looks,” which let our
customers quickly and easily learn how to bring pieces together in a
fashionable way. Additionally, all store signage is now coordinated with
our marketing and advertising campaigns, creating a consistent
appearance and making it even easier for our customers to find the
brands and items they are looking for when they come into our stores.
n INDUSTRY-LEADING WEBSITE: We are also extending the improved
shopping experience beyond the store. Our customers can also find the
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strategy three

make JCPenney
a great place to work

The associates at JCPenney experienced
several rough years followed by a difficult turnaround
period. They weathered the storm with fortitude and have
come through it with a stronger-than-ever determination
to win. We are fortunate to have a superb team of
approximately 151,000 associates, and together we are
now focused on making JCPenney a great place to work.
n WINNING TOGETHER: During the summer of 2005 we launched our
WINNING TOGETHER program, which includes eight fundamental
principles that were developed based on the heritage of our Company
and feedback from our associates. These principles - which define the
way we work and WIN together to achieve superior financial performance include: valuing, developing, and rewarding the contributions of all
associates; acting only with the highest ethical standards; providing
coaching and feedback so that associates can perform at their highest
level; celebrating the achievements of others; fostering open and honest
communication and respect; achieving excellence in our work, products,
and services; and encouraging creative thinking and intelligent risk taking.
n BUILDING A DIVERSE WORKFORCE: Our WINNING TOGETHER principles
also include caring about our communities. Consistent with this, we are
working actively to build a diverse workforce that reflects the
communities we serve and fosters an inclusive environment for those
who work at JCPenney and shop with us.
n ASSOCIATE ENGAGEMENT SURVEY: We greatly respect the input of our
associates. Given this, in the fall we conducted our first engagement survey,
which measured associate views of our Company and helped us to determine
how best to achieve our Long Range Plan objectives. The responses we
received strongly indicate that our associates believe in our Plan as the road
map to WINNING.
n STORE MANAGER LEADERSHIP CONFERENCE: Another exciting “first”
was our Store Managers meeting conducted in January 2006 - the first
such meeting in six years. All Store Managers traveled to Dallas to
discuss the alignment of store priorities with the objectives of the Long
Range Plan. The focus of the two-day meeting was the Store Managers’
role in improving customer satisfaction, engaging store associates, and
achieving consistent, profitable sales growth. We also emphasized the
importance of the role of the Store Manager as CEO of his or her store.
Not unexpectedly, all of the initiatives were met with great enthusiasm.
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strategy four

make JCPenney a leader
in performance and execution

We look at leadership in a variety of ways,
and chief among them is demonstrating leadership
by achieving consistent, profitable sales growth. To
accomplish this goal, we must have the right inventory,
in the right place, in the right quantity, and at the right time.
n STATE-OF-THE-ART PLANNING AND ALLOCATION: In connection with
the move to centralized merchandising as part of the turnaround,
JCPenney installed state-of-the-art planning and allocation systems, and
we have staffed them with the best talent in the industry. We continue to
build on this strong technological platform, which enables us to more
accurately manage our inventory in a way that allows our customers to
consistently find what they want in our stores.
n REDUCING CYCLE TIME: Another key initiative, and one that is a primary
focus of our efforts in 2006, is reducing our private brand “cycle time,” or the
time it takes from when we come up with an idea or trend in response to
customer behavior to when it hits the selling floor. In the past, the
Company’s average cycle time was up to one year. We are proud that with
our most recent brand launch, a.n.a, we were able to reduce that time by 50
percent. As a result of our world-class design, sourcing, and manufacturing
capabilities, we can continue to reduce product lead times and offer our
customers more relevant and timely merchandise.

strong performance and strengthened
capital structure in 2005…well positioned
to seize opportunity in 2006
The strength of our Long Range Plan is evident in our
2005 financial results. In addition to the highlights
mentioned at the opening of this letter, total sales rose
3.8 percent to $18.8 billion, with comparable store sales
increasing 2.9 percent year-over-year. In our Direct
business, sales rose 3.6 percent, with a nearly 28 percent
increase for jcp.com.
Full year gross margins increased to 39.3 percent of
sales, a 70 basis point improvement versus 2004. And
SG&A expenses in 2005 were 30.9 percent of sales, a 60
basis point improvement over last year.
As a result of our strong performance in 2005 - which
beat our internal expectations - the Board of Directors has
authorized a new $750 million common stock repurchase
program, which adds to the $4.15 billion of stock that has
been repurchased over the last two years. The Board also
approved a plan to increase the Company’s dividend by 44
percent to an annual rate of $0.72 per share.
Also in 2005, we retired nearly $450 million of long-term
debt, which further strengthened our capital structure. In
recent months, both Fitch and Moody’s upgraded our debt

to an investment grade level, providing evidence that the
market has recognized our improved business proposition
and displaying confidence in our long-term prospects. We
believe that this confidence is well placed.
Going forward, we will continue to focus on maintaining
sufficient liquidity and flexibility to achieve the goals of our
Long Range Plan, including the opportunity to increase our
level of capital expenditures in order to accelerate the pace
of new store growth.

in closing…The past year was one of enormous
accomplishment at our Company, due to the
considerable efforts of our associates as well as of our
esteemed Board of Directors. In 2005, our Board grew
to include Mary Beth Stone West, a highly talented
consumer marketing executive at Kraft Foods.
Mary Beth’s experience in building some of America’s
best-known brands complements that of our other
Directors in providing outstanding guidance and
support to our greatly skilled management team as we
continue to execute our Long Range Plan.
As the retail environment continues to undergo dramatic
change, we are excited about where we are today and
what we see ahead. Most notably, we believe that the
consolidation of the department store industry yields
even greater opportunity for us in the middle market.
We are well positioned to seize it through our enhanced
merchandise offerings, compelling marketing and
advertising programs, and consistently improving
operational execution. Indeed, we have come far, but we
believe there is ample room for us to grow and
substantially build the value of our Company in 2006
and beyond.
I would like to thank our Board, management, and
all of our associates for their contributions in bringing
JCPenney to where we are today. And they all join me
in expressing thanks to you, our stockholders, for your
continued support of our organization. We look
forward to keeping you apprised of our progress.

Myron E. (Mike) Ullman, III
Chairman of the Board and
Chief Executive Officer
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looking ahead

our vision
is to be the preferred shopping choice for Middle America

our goals
are focused on our three stakeholders:

customers
associates
stockholders
our future is one where JCPenney
is an easy and exciting place to:

shop
work
invest

Our Long Range Plan is
“focused
on serving our
customers and growing
our business. Working
together, we will take
our performance to an
industry leadership level.
– Mike Ullman

”

Chairman of the Board and
Chief Executive Officer
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winning
private brands
the heart of our heritage
that develops customer loyalty.

powerful marketing
& advertising
to make a bolder statement to America
about what’s new at JCPenney.

quality & selection
at smart prices
by leveraging our strong sourcing
and manufacturing capabilities.

styles that inspire
to be more relevant in our customers’ lives.
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focus businesses
maximize performance of
our key businesses to attract
our target customer.

inside

making an emotional connection with our customer

Understanding our
“customer
means
understanding that
she has many lives
and many styles.
– Ken Hicks

”

President and
Chief Merchandising Officer
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making JCPenney an easy & exciting placetoshop

connecting our channels:
stores ■ catalog ■ internet
the best combination of choice and
convenience in the retail industry.

newness &
excitement in-store
enhances the shopping
experience through focused
merchandise statements.
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seamless and
streamlined checkout
new, internet enabled, point-of-sale registers
reduce transaction time and provide customers
quick and easy access to our
wide assortment
of merchandise.

strengthen our market presence
we expect to open 27 stores in 2006 —
20 in the customer-friendly, off-mall format.

freedom of choice
JCPenney gift cards make the shopping
experience hassle-free — whether shopping
in our stores, catalog, or at jcp.com.

We’re building a
“customer-focused
organization centered
around the entire
customer experience.
– Mike Taxter

”

Executive Vice President,
Director of JCPenney Stores
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attract, develop
& retain the best
people in retail
combining the great JCPenney brand
with an outstanding team of people,
led by a focused leadership, creates
the recipe for WINNING.

creating a customer
focused culture
we are building a JCPenney that is
positioned to not only listen and respond
to our customers — but to lead them.

building
a diverse
workforce
that reflects the
communities
we serve.
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At the heart of
“everything,
businesses
depend totally on
having a great team of
engaged associates…
– Mike Theilmann
Executive Vice President,
Chief Human Resources
and Administration Officer

”

commitment to the vision
at the January Store Managers Leadership Conference,
everyone put their name on the line, committing
themselves to one clear vision of the future — a future
filled with growth and success.
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making JCPenney a great place to work
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Puerto Rico
Alaska

JCPenney Store

Store Distribution Center

New Stores in 2005

Number
of Stores
Alabama

Gross Sq. Ft.

Number
of Stores

in millions

1.4

Maryland

17

Number
of Stores

Gross Sq. Ft.
in millions

2.2

Pennsylvania

42

Gross Sq. Ft.

in millions

4.5

Alaska

1

0.2

Massachusetts

11

1.2

Rhode Island

Arizona

20

1.8

Michigan

41

4.0

South Carolina

Arkansas

16

1.2

Minnesota

25

2.1

South Dakota

California

76

9.8

Mississippi

17

1.1

Tennessee

Colorado

16

1.4

Missouri

22

2.1

Texas

74

7.8

Connecticut

10

1.2

Montana

9

0.4

Utah

8

0.7

11

0.7

Vermont

6

0.3

6

0.9

Virginia

26

3.0

Delaware

3

0.4

Nebraska

Florida

54

6.7

Nevada

Georgia

2

0.2

15

1.1

8

0.4

24

2.0

28

2.6

New Hampshire

10

0.7

Washington

22

2.4

Idaho

8

0.5

New Jersey

17

2.6

West Virginia

8

0.8

Illinois

35

4.4

New Mexico

10

0.7

Wisconsin

24

2.1

Indiana

27

2.5

New York

43

4.8

Wyoming

5

0.2

Iowa

20

1.6

North Carolina

36

2.9

Puerto Rico

7

Kansas

18

1.4

North Dakota

8

0.6

Total JCPenney Stores 1,019

Kentucky

22

1.5

Ohio

45

4.8

Louisiana

13

1.6

Oklahoma

17

1.4

6

0.4

Oregon

14

1.1

Maine
14
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operating results

2005

2004

2003

2002

2001

$ 18,781

$ 18,096

$ 17,513

$ 17,384

$ 17,840

Comparable department store sales increase(1)

2.9%

4.9%

0.8%

2.8%

3.8%

Direct (catalog/Internet) sales increase/(decrease)(2)

3.6%

3.3%

(22.0)%

(19.7)%

Retail sales, net ($ in millions)

(3)

(3)

1.5%

Sales per gross square foot(4)

$

157

$

151

$

144

$

141

$

135

Sales per net selling square foot(4)

$

221

$

214

$

204

$

201

$

195

Gross margin ($ in millions)
As a percent of sales

$ 7,376

$ 6,989

$ 6,498

$ 6,224

$ 5,974

39.3%

38.6%

37.1%

35.8%

33.5%

Operating profit (5)($ in millions)
As a percent of sales

$ 1,577

$ 1,287

8.4%

7.1%

Income from continuing operations ($ in millions)

$

977

$

657

$

360

$

283

$

183

Diluted earnings per share from continuing operations

$

3.83

$

2.20

$

1.20

$

0.95

$

0.58

Return on beginning stockholders’ equity –
continuing operations
Free cash flow from continuing operations(6 )($ in millions)

20.1%

$

702

$

12.1%

$

597

769

$

4.4%

5.7%

$

376

683

$

3.9%

4.6%

$

86

540
3.0%

2.9%

$

38

balance sheet ($ in millions)
Cash and short-term investments

$ 3,016

$ 4,649

$ 2,964

$ 2,454

$ 2,814

Merchandise inventory

3,210

3,142

3,135

2,955

2,894

Long-term debt, including current maturities

3,465

3,923

5,356

5,173

6,060

(1) Comparable store sales include the sales of stores after having been open for 12 full consecutive fiscal months. New and relocated stores become comparable on the

first day of the 13th full fiscal month. Comparable store sales are presented on a 52-week basis. (2) The Internet component of Direct sales increased 27.9%, 34.0%,
47.9%, 17.3%, and 10.6% for 2005, 2004, 2003, 2002, and 2001, respectively. (3) Excludes the effect of the 53rd week in 2003. Including sales of $46 million for the
53rd week in 2003, total Direct sales increased 1.5% and 3.3% for 2004 and 2003, respectively. (4) Calculations include the sales of stores that were open for a full fiscal
year as of each year end. The 2003 calculations exclude sales of the 53rd week. (5) Operating profit is gross margin less selling, general and administrative expenses.
(6) Free cash flow from continuing operations is defined as cash provided by operating activities less dividends and capital expenditures, net of proceeds from the sale of
assets. Free cash flow is an important financial measure, which is widely focused upon by investors. Although it is not a generally accepted accounting principle (GAAP)
measure, it is derived from components of the Company’s consolidated GAAP cash flow statement. Free cash flow should be considered in addition to, rather than as a
substitute for, cash provided by operating activities. For 2005, 2004, 2003, 2002, and 2001, cash provided by operating activities from continuing operations was
$1,337 million, $1,111 million, $795 million, $516 million, and $443 million, respectively. A reconciliation of cash provided by operating activities from continuing
operations (GAAP measure) to free cash flow from continuing operations (non-GAAP measure) is provided in the 2005 Annual Report on Form 10-K under Financial
Condition – Free Cash Flow from Continuing Operations.
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corporate citizenship
growing our
presence throughout
our communities
by investing in community
programs that are
important to
our customers
and associates.

In 2001 the Company established the JCPenney Afterschool Fund, a charitable
organization committed to helping America’s children reach their full potential
through high-quality programs. Now the Fund is a national leader in generating
support and awareness for afterschool initiatives.
JCPenney is actively committed to good corporate citizenship.
Go to www.jcpenney.net for more information about the Company’s
community relations and environmental affairs.
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board of directors
Myron E. (Mike) Ullman, III
Chairman of the Board and
Chief Executive Officer

Colleen C. Barrett 2, 3
President,
Southwest Airlines Co.

M. Anthony Burns 1, 4
Chairman Emeritus,
Ryder System, Inc.

(numbers relate to Board Committee assignments described below)

Maxine K. Clark 2, 3
Founder and Chief Executive Officer,
Build-A-Bear Workshop, Inc.
Thomas J. Engibous 1, 4
Chairman of the Board,
Texas Instruments Incorporated
Kent B. Foster 1, 3, 4
Chairman of the Board,
Ingram Micro Inc.

Vernon E. Jordan, Jr. 2
Senior Managing Director,
Lazard Freres & Co., LLC; Of Counsel,
Akin, Gump, Strauss, Hauer & Feld, L.L.P.
Burl Osborne 2, 3
Publisher Emeritus,
The Dallas Morning News,
and Chairman of the Board,
The Associated Press

Leonard H. Roberts 1, 4
Executive Chairman,
RadioShack Corporation
Mary Beth Stone West 1, 4
Group Vice President, President,
Kraft Foods North America
Grocery Segment
R. Gerald Turner 2, 3
President,
Southern Methodist University

executive board
Myron E. (Mik e) Ullman, III

Robert B. Cavanaugh

Bernard D. Feiwus

Beryl Raff

Chairman of the Board and
Chief Executive Officer

Executive Vice President and
Chief Financial Officer

Senior Vice President,
Chief Operating Officer of
JCPenney Direct

Executive Vice President,
General Merchandise Manager,
Fine Jewelry

Jeffrey J. Allison

Charles Chinni

Executive Vice President,
Director of Planning and Allocation

Executive Vice President,
General Merchandise Manager,
Home, Family Footwear and
Women’s Accessories

Joanne L. Bober
Executive Vice President,
General Counsel and Secretary

Michael J. Boylson
Executive Vice President,
Chief Marketing Officer

Lana Cain
Executive Vice President,
General Merchandise Manager,
Men’s and Children’s

Thomas A. Clerkin
Senior Vice President,
Director of Finance for Stores,
Catalog and Internet

Michael P. Dastugue
Senior Vice President,
Director of Property Development

Ken C. Hicks

Elizabeth H. Sweney

President and
Chief Merchandising Officer

Executive Vice President,
General Merchandise Manager,
Women’s Apparel

John W. Irvin
Executive Vice President,
President of JCPenney Direct

James W. LaBounty
Senior Vice President,
Director of Supply Chain

Peter M. McGrath
Executive Vice President,
Director of Product Development
and Sourcing

Michael W. Taxter
Executive Vice President,
Director of JCPenney Stores

Michael T. Theilmann
Executive Vice President,
Chief Human Resources and
Administration Officer

board committees
1. Member of the Audit Committee. This committee: ■ selects and retains the independent auditors for the annual audit of JCPenney's consolidated financial statements ■ approves audit
fees and non-audit services and fees of the independent auditors ■ reviews the independent auditors' audit strategy and plan, scope, audit results, performance, and independence
■ participates in the certification process for periodic reports filed pursuant to the Securities Exchange Act of 1934 ■ reviews internal audit reports on the adequacy of internal controls
■ reviews the status of significant legal matters, the Company's ethics program, and the scope of the internal auditors' plans and budget, and results of their audits ■ reviews the
effectiveness of the Company's program for correcting audit findings.
2. Member of the Corporate Governance Committee. This committee: ■ considers matters of corporate governance and reviews developments in the governance area as they
affect relations between the Company and its stockholders ■ develops and recommends to the Board corporate governance principles and practices for the Company ■ makes
recommendations to the Board on the size, composition, organization, responsibilities, and functions of the Board and its directors ■ makes recommendations to the Board with respect to
the qualifications of directors,candidates for election as directors,and the compensation of directors ■ makes recommendations to the Board regarding annual independence determinations
and annual performance self-assessments by the Board and the Audit, Corporate Governance, and Human Resources and Compensation Committees.
3. Member of the Human Resources and Compensation Committee. This committee: ■ reviews and administers the Company's annual and long-term incentive compensation plans
■ recommends or takes action with respect to executive officer compensation ■ performs periodic management performance evaluations and reviews succession plans for key Company
executives, including the CEO ■ reviews the annual financial condition and investment performance of the Company's retirement and welfare plans, including the annual actuarial valuation
reports for the plans ■ oversees the administration and operation of certain Company retirement and welfare plans.
4. Member of the Finance Committee. This committee reviews the Company's financial policies, strategies, and capital structure.
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responsibility

diversity
Our corporate philosophy embraces differences and
creates an inclusive environment. JCPenney recruits
and retains the most talented, customer-centric
associates who are as diverse as the communities
we serve, while improving upon the economic
development of diverse suppliers. Integral to our
long-term success, diversity provides a broader
business perspective and is the fabric of our Company.

supplier legal compliance
JCPenney has a comprehensive and effective
program for promoting compliance with labor and
other laws in the factories used by its suppliers
in the United States and abroad. This program
is described in “The JCPenney Supplier Legal
Compliance Program,” which is available online at
www.jcpenney.net or by writing to the Company.

common stock holdings
The following table shows
the approximate ownership
percentage of the
Company’s common stock
by major category as of
December 31, 2005:

18

% Ownership

Institutional

77%

Company savings plans 10%
Individual and other

13%

stockholder information
stock exchange listing

fiscal 2006 sales release dates

Trading symbol JCP / New York Stock Exchange

Sales Period
February 2006
March 2006
April 2006
May 2006
June 2006
July 2006
August 2006
September 2006
October 2006
November 2006
December 2006
January 2007

annual meeting
Friday, May 19, 2006, at 10 a.m. CDT
JCPenney Home Office
6501 Legacy Drive
Plano, TX 75024

services for registered stockholders
Mellon Investor Services, the transfer agent for JCPenney, provides
services such as record keeping, stock transfer, and dividend
payment for JCPenney registered stockholders. Registered
stockholders who have questions or need assistance with their
accounts should contact:
Mellon Investor Services, LLC
P.O. Box 3315
South Hackensack, NJ 07606
1-800-842-9470
www.melloninvestor.com/isd

Release Date
March 2, 2006
April 6, 2006
May 4, 2006
June 1, 2006
July 6, 2006
August 3, 2006
August 31, 2006
October 5, 2006
November 2, 2006
November 30, 2006
January 4, 2007
February 8, 2007

fiscal 2006 earnings release dates
Quarter
1st Quarter
2nd Quarter
3rd Quarter
4th Quarter

Release Date
May 11, 2006
August 10, 2006
November 9, 2006
February 22, 2007

SEC filings
JCPenney SEC filings, including the following, are available on the
Company’s Investor Relations website at www.jcpenney.net:
■ Annual Reports on Form 10-K
■ Quarterly Reports on Form 10-Q
■ Current Reports on Form 8-K

quarterly earnings conference calls
Live audio of each quarterly earnings conference call can
be accessed through our Investor Relations website at
www.jcpenney.net on the morning of the earnings release.
Audio replays of the call are available up to 90 days following
the event.

certifications
The Company submitted its annual CEO certification to the
New York Stock Exchange in 2005 as required by Section
303A.12(a) of the New York Stock Exchange Listed Company
Manual. The Company filed the CEO and CFO certifications
required under Section 302 of the Sarbanes-Oxley Act of 2002
with the Securities and Exchange Commission as exhibits to its
2005 Annual Report on Form 10-K.

contact information
JCPenney Home Office
6501 Legacy Drive
Plano, TX 75024
972-431-1000
Shopping www.jcp.com
JCPenney Mailing Address
J. C. Penney Company, Inc.
P.O. Box 10001, Dallas, TX 75301-4314
Company information www.jcpenney.net
Media Relations
972-431-3400
jcpcorpcomm@jcpenney.com
Security Analyst and Investment
Professional Contacts:
Robert Johnson 972-431-2217
rvjohnso@jcpenney.com
Ed Merritt 972-431-8167
emerritt@jcpenney.com

reference to proxy statement
For additional information about Company directors, board committees, audit fees, corporate governance matters, and executive
compensation, see the 2006 J. C. Penney Company, Inc. Notice of Annual Meeting and Proxy Statement.

website availability
Company Corporate Governance Guidelines and Board Committee charters, together with directions for security holder direct
communications with the Board, are available by writing to the Company or at www.jcpenney.net. Click on "Investor Relations," then
"Corporate Governance" to access these materials.
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In 1913,
Our Founder
troduced the
Penney Idea

JCPenney
WINNING TOGETHER Principles
associates
We value, develop, and reward the contributions and talents
of all associates

integrity
We act only with the highest ethical standards

performance
We provide coaching and feedback to perform at the highest level

recognition
We celebrate the achievements of others

teamwork
We win together through leadership, collaboration, open and
honest communication, and respect

quality
We strive for excellence in our work, products, and services

innovation
We encourage creative thinking and intelligent risk taking

community
We care about and are involved in our communities

we do this for our...
customers
We build lasting relationships by offering superior service and value

shareholders
We aspire to superior financial performance

J. C. Penney Company, Inc. 6501 Legacy Drive Plano, TX 75024 jcpenney.net or jcp.com
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