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exciting, engaging  
three simple words

three big ways to  
focus on our customer 

and make  
every day matter

easy,
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Dear JCPenney Stockholders: 

Over the past year, the economic pressure on American families 

increased dramatically, impacting our Company and our industry. 

Within this tough climate, I am proud of the performance of our 

Associates and the competitive advantage we are continuing to build.  

And I have even more confidence in the strength of the Long-Range 

Plan strategies we are pursuing to become the growth leader in the 

retail industry.

In periods like this, our customers are relying on us more than ever to 

provide merchandise that has the great style and quality they are 

looking for at smart prices, and a shopping experience that is  

easy, exciting and engaging.   

With this in mind, as the economic downturn began in mid-2007, we 

continued to put our customers at the center of all that we did. We 

also took action to reduce expenses and manage our inventories, 

enabling us to maintain the financial strength and flexibility to support 

our Long-Range Plan, while taking steps to reflect current realities.

For 2008, our intention is to focus even more intently on putting our 

CustomerFIRST.  This will be evident in the strength of our merchandise 

offerings, the emotional connection of our marketing and promotions, 

and most of all, in the way our Associates interact with our customers. 

In short, our “Every Day Matters” philosophy will be more apparent 

than ever as we work to achieve our goal of being the preferred 

shopping choice for America’s families. 

A Year of Challenge and Triumphs  While we began to see evidence 

of a slowdown in early 2007, the drop in home sales and prices, 

tighter consumer credit and escalating fuel and food prices led to a 

precipitous decline in U.S. consumer spending in the second half.  As 

we recognized the change in the retail environment, we acted to 

address these challenges by moderating our business plans, 

capitalizing on our centralized operating model.  

The changes we undertook included accelerating certain promotions 

to remain competitive in the highly promotional climate in the third 

and fourth quarters. This price optimization approach enabled us to 

effectively clear seasonal merchandise and left us with appropriate 

levels of inventory as 2008 began.

We also rolled out expense-saving initiatives, utilizing our workforce 

management technology to alter our staffing and salary plans across 

our stores. In general, we ensured that our selling floor had ample 

Associate coverage during peak shopping times, while reducing our 

staffing during less active periods. In addition, SG&A benefited  

greatly from lower costs related to pension expense and incentive 

compensation, which essentially offset gross margin declines related 

to the increase in promotional selling.

Our Approach to 2008: Moderate, Maintain, Accelerate  We 

are planning our business for 2008 conservatively due to our 

expectation for ongoing economic turbulence. This means that we 

are balancing our operating and capital planning to address  

near-term pressure while taking advantage of opportunities that  

Highlights of our 2007 performance include:

n  The second-highest sales and earnings in our 105-year 

history, at $19.9 billion and $1.1 billion, respectively, including 

the contribution from 50 new and relocated stores opened 

in 2007.

n The launch of “Every Day Matters,” our new brand 

positioning, which serves as the foundation for accelerating 

growth across the Company by enabling JCPenney to have 

a deeper, more emotional and enduring relationship with 

current and new customers. 

n The launch of major merchandise brands including  

Ambrielle, Liz & Co., CONCEPTS by Claiborne and C7P…A 

Chip & Pepper Production.

n  Sales through jcp.com increased approximately 15% on a 

52-week basis, to $1.5 billion.

n Investing in the strength of our communities and 

respecting our environment, including the growth of the 

JCPenney Afterschool Fund which assisted over 20,000 

children with access to life-enriching afterschool programs, 

as well as earning the EPA’s ENERGY STAR Partner of the 

Year for outstanding energy management and reductions in 

greenhouse gas emissions.  

n The repurchase of $400 million of stock, bringing us to  

a total of $5.3 billion in repurchase activity in the past  

four years.

n The Company paid an annualized cash dividend of $0.80 

per share, an increase of 11% over our 2006 dividend.

n A strong year-end financial position, with cash investments 

of approximately $2.5 billion and long-term debt of 

approximately $3.7 billion, including a very successful  

$1 billion new debt offering and the retirement of about  

$700 million of maturing and high coupon callable debt.



We recently unveiled a series of programs to empower our Associates 

and ensure their energies are directed to making a stronger emotional 

connection with our customers and consistently delivering a shopping 

experience our competitors cannot easily match…one that is  

easy, exciting and engaging.

n By easy, we mean offering navigable aisles, good lighting, 

effortless checkout and an inviting environment.

n We want the shopping experience to be exciting because our 

merchandise is inspiring and fills a need in our customers’ lives.

n Finally, we will ensure that their visit to JCPenney is engaging. 

Our Associates will make our customers their number one 

priority above any other task that needs to be done in the store.

Leadership in Our Sights  While we have made prudent modifications 

to our plans and timing based on economic conditions, our goal 

remains the same: to be the retail industry growth leader, and we 

continue to believe our Long-Range Plan represents the best strategy 

to achieve that goal. This means creating a deep and enduring 

connection with our customers by inspiring them with our merchandise 

and services as well as the shopping experience we offer. It also rests 

on continuing to engage and motivate our Associates, so that we 

retain and attract the best people in the retail industry.  And it relies on 

the continued support and trust of our stockholders as we work to 

best navigate within the current environment and emerge a stronger, 

more competitive and more profitable Company. 

As we pursue our plans, I would like to thank our 155,000 Associates 

around the country for their hard work and laser focus on best serving 

our customers, and our Board of Directors for their wise counsel and 

dedication to JCPenney’s success. In particular, I would like to thank 

Ann Marie Tallman, who resigned from our Board in late 2007, for her 

service as a director. And I would like to welcome Javier Teruel,  

the former Vice Chairman of Colgate-Palmolive and a highly  

respected global consumer goods industry executive, as well as Ken 

Hicks, President and Chief Merchandising Officer for JCPenney, to 

the JCPenney Board.

On behalf of your Board and management, I assure you that we have 

deep faith in the strategies we are pursuing, the capabilities of our 

Associates and our ability to deliver strong results over the long term.   

We look forward to sharing our progress with you.

Myron E. (Mike) Ullman, III 

Chairman of the Board and Chief Executive Officer 

April 2008 
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will put us in a strong competitive position today and when the 

environment improves.  

We will Moderate our capital spending plan by opening a total of 36 

new stores in 2008, compared to our original plan for 50 new stores, 

and reducing the number of store renovations we undertake. We are 

no less committed to our goal of expanding our business and ensuring 

we have stores to meet customer demand in some of the newer and 

growing communities across the country, but we are reducing the 

pace of these openings to be in-line with the consumer spending 

patterns we anticipate will remain for the rest of 2008. 

At the same time, we plan to Maintain those initiatives that offer  

the best opportunities for growth and profitability. They include:

n The largest brand launch in our history, American Living, an 

updated classic, traditional lifestyle brand created exclusively for 

JCPenney by Polo Ralph Lauren’s Global Brand Concepts. With 

merchandise in 40 categories for women, men, children and 

home, American Living is now available in 600 JCPenney stores, 

on jcp.com and through our catalogs.

n The continued rollout of our highly successful Sephora inside 

JCPenney concept. Today, there are 72 Sephora shops within  

JCPenney and they are generating strong sales performance as 

well as encouraging “cross shopping” in other departments. 

n Further improving our Eight Power Brands: Ambrielle, a.n.a, 

Arizona, Chris Madden, Cooks, St. John’s Bay, Stafford and 

Worthington. We are committed to continually enhancing these 

private brands, making them even more powerful and inspiring to 

our customers.  

n  We are also dedicated to ongoing improvement in our strategic 

merchandise flow initiatives, by making even greater progress in 

our cycle time reduction processes and more efficient flow of 

seasonal merchandise, further refining our ability to ensure that 

we have what our customers want every time they shop with us.

Finally, we will Accelerate our plans in those areas where we see the 

most substantial near-term potential. For instance, until recently we 

had separate buying and marketing teams for our Stores and Direct 

(jcp.com and Catalog) divisions. We recently realigned these teams, 

so Stores and Direct are served by the same groups, allowing us to 

merchandise to our customers with “one voice” and offer a seamless 

shopping experience. Other initiatives we will Accelerate include 

improving our messaging to customers, as well as more aggressively 

enhancing our overall brand awareness to make sure our customers 

know that we realize that “Every Day Matters.”  Additionally, we will 

continue investing in critical areas of our information technology 

systems that support key initiatives.

Putting Our CustomerFIRST Across JCPenney, we believe 

companies that gain market share in a difficult environment are those 

that keep a vigilant focus on best serving the customer. That is why 

the primary initiative our Associates will pursue in the current year is 

putting the CustomerFIRST.
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easy to shop

With more than 35,000 in-store registers enabled with jcp.com, Associates can help customers check merchandise availability or easily place orders online.
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serving our customers Whether navigating the store  

aisles or jcp.com, our customers’ busy lives require that JCPenney makes 

their shopping experience hassle-free. In stores, JCPenney offers a great 

selection of fresh and exciting merchandise that features clear, understandable 

pricing; wide aisles, enhanced lighting and easy checkout – all of which create 

an easy – and fun – shopping experience.

Online, customers can find a variety of tools that make shopping even more 

convenient – anytime, from anywhere.  With studies showing that shoppers are 

increasingly doing research online prior to visiting a store, jcp.com recently 

added innovative features such as enhanced product information and search 

capabilities, the ability to view weekly sales circulars online, and special 

“shop with options” buttons enabling customers to easily “know if it’s in stock,” 

“ship-to-store” and more.

jcp.com recently added “know before you go,” enabling customers to easily see if 
merchandise is in stock at their local stores before leaving home.



easy to find  
from coast to coast

New Stores in 2007

New Stores planned for 2008

106.6 million total gross square feet

1,067 JCPenney Stores

Alabama 17
Alaska 1
Arizona 21
Arkansas 16
California 78
Colorado 21
Connecticut 10
Delaware 3
Florida 56
Georgia 30
Idaho 9
Illinois 40
Indiana 30

Iowa 20
Kansas 19
Kentucky 22
Louisiana 14
Maine 6
Maryland 17
Massachusetts 12
Michigan 42
Minnesota 26
Mississippi 17
Missouri 24
Montana 9
Nebraska 12

Nevada 7
New Hampshire 10
New Jersey 17
New Mexico 10
New York 42
North Carolina 36
North Dakota 8
Ohio 46
Oklahoma 18
Oregon 14
Pennsylvania 42
Rhode Island 3
South Carolina 17

South Dakota 8
Tennessee 24
Texas 84
Utah 9
Vermont 6
Virginia 27
Washington 22
West Virginia 9
Wisconsin 24
Wyoming 5
Puerto Rico 7

50 new stores opened in 2007 

36 new stores planned to open in 2008
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easy to shop
delivering a more integrated shopping experience 
Elevating our customer focus to a new level, JCPenney is committed to putting our customers at 

the center of all we do and building our integrated, multichannel shopping strategy around them.

more than 1,000 stores coast to coast With both mall and  

off-mall locations, JCPenney’s strength is in our powerful combination of stores. While malls 

serve as the leading destination for customers’ weekend and appointment shopping, off-mall 

locations deliver a convenient and easy-to-access, one-stop shop for weekday shopping.

largest home and apparel site on the internet  
jcp.com – JCPenney’s largest and most dynamic store – offers the greatest assortment in sizes, 

colors and year-round product categories well beyond the scope of our store-based offerings.  

Along with a wealth of information on more than 250,000 products, as well as tips and ideas 

through various online “Solution” pages, customers can choose from an array of online gift 

registries for all of life’s special occasions.

the nation’s largest general merchandise  
catalog business JCPenney customers can easily order – by phone or via  

jcp.com – a wide selection of merchandise from our three big books – Spring/Summer,  

Fall/Winter and Christmas – and over 70 specialty catalogs.

Wheeling, West Virginia



exciting concepts
A new tradition in American style for family and home Developed exclusively for JCPenney  
by Global Brand Concepts, a division of Polo Ralph Lauren, American Living is an updated classic, traditional lifestyle brand capturing the 
American spirit with its timeless style and impeccable quality. As the largest brand launch in Company history, it spans 40 merchandise 
categories with a full range of apparel for women, men and children, along with accessories, footwear and home décor. American Living 
enhances the quality of life for our customers with its aspirational quality and smart prices, ultimately elevating the JCPenney brand and 
supporting our philosophy that “Every Day Matters.”

10

American Living in-store concept shops combine cross-divisional merchandise statements, showcasing the full lifestyle offering of the brand.

jcp.com features a special American Living tab  
in its global navigation, providing  

American Living its own online shop. 

The launch of American Living was supported by the 
largest marketing campaign in Company history, 

which premiered during the 2008 Academy Awards®.
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Sephora inside JCPenney  
Our joint initiative with the industry’s  
beauty authority continues to offer  

powerful opportunities for  
growth and profitability with its  
“store-within-a-store” appeal. 

Currently in 72 stores, we plan to  
expand Sephora to nearly  

300 locations by 2010. 

exciting power brands

exciting concepts
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exciting power brands
private power brands Leveraging a deep understanding of our customers, JCPenney offers several  
powerful private brands, which are designed, developed and sourced in-house and generate approximately 45% of  
our annual revenue. With strong customer acceptance and loyalty, these brands have meaningful recognition well beyond  
our stores, jcp.com and catalog, allowing us to form deeper, more emotional and enduring relationships with our customers. 
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exciting reasons 

destination brands When customers think of these brands, they think JCPenney.  
Our destination brands are important to customers as they offer quality and value.

National brands: JCPenney is the headquarters for the most recognized and desired national brands. In fact,  

we are the No. 1 or No. 2 retailer for many must-have national brands including Levi’s, Dockers, Carter’s,  

Alfred Dunner, Southpole, Easy Spirit, Nike, Van Heusen and more. Additions for 2008 include Le Tigre and  

Messages from the Heart by Sandra Magsamen.

Exclusive brands: By partnering with today’s most renowned names in fashion, we’re able to provide our  

customers with designer brands at smart prices. Found only at JCPenney, additions to our exclusive brands in 2007 

included Liz & Co., CONCEPTS by Claiborne and C7P…A Chip & Pepper Production. In 2008, we’ll be adding 

Fabulosity by Kimora Lee Simmons.
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Available across all shopping channels, 
red box gifts took our holiday gift 
assortment to a new level with unique 
and innovative items.   

Whether searching our special online 
gift sitelet, flipping through our Ultimate 
Giving Guide catalog, or consulting with 
our in-store red box gift Associates – 
who were trained in JCPenney’s gift 
program – customers could turn to 
JCPenney during the busy shopping 
season and conveniently find the 
perfect gift.

to choose JCPenney

more than merchandise Along with the most desired brands in retail, our customers enjoy the  
convenience of one-stop shopping with an array of services:
Salon  With more than 18,000 skilled Associates in over 900 full-service salons, JCPenney is home to the largest department store salon chain in the country.  

Portrait  JCPenney’s all-occasion portrait studios capture life’s precious memories. 

Optical  From exams to eyewear, JCPenney is the destination customers trust for their optical needs. 

Custom Decorating  With more than 425 studios nationwide, JCPenney has one of the most extensive networks of decorating professionals in the country today. 

Gift Registry  JCPenney offers one of the nation’s largest wedding and gift registries, boasting an expansive collection of must-have brands along with complimentary  

gifts, services and special offers for registry customers. Additionally, JCPenney is the official wedding registry partner of David’s Bridal, the nation’s largest bridal retailer.

Portraits
Salon

Optical Custom Decorating Wedding and Gift Registry

the lifestyle shopping destination To ensure we continue to offer merchandise that inspires, we’re focused on 
delivering styles that reflect the full range of our customers’ preferences through a merchandising initiative which targets four diverse lifestyles: 
conservative, traditional, modern and trendy. Building on its success, we will launch a similar strategy in our Juniors’ department in 2008.

innovative marketing In 2007, JCPenney explored non-traditional media components with a webisode reality series;  
in-cinema advertising; and mobile phone marketing campaigns that included text messaging, free downloads and even a “wake-up”  
call feature for shopping the day after Thanksgiving. These innovative programs continue to differentiate JCPenney from the competition.



JCPenney University
T U R N I N G  J O B S  I N T O  C A R E E R S
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engaging our
customers
customer focus Through their daily actions, our Associates serve as our 
brand ambassadors, bringing “Every Day Matters” to life by engaging our customers as 
friends, showing our customers that what matters to them, matters to us. Our new 
initiative, CustomerFIRST, empowers Associates to exceed customers’ expectations, 
building lasting relationships with them.

engaging our associates Engaged Associates are the key to 
driving our business. To maintain this competitive advantage, we want to retain,  
develop and attract the best talent in retailing by “becoming the preferred choice for  
a retail career” – a key strategy of our Long-Range Plan. We’ve implemented several 
initiatives that assist in career development, including the launch of JCPenney University 
and continued jcp.com training for store Associates, enabling them to serve customers 
more effectively. 

growth through diversity Our focus on inclusion and diversity 
creates a competitive advantage, allowing us to grow our business through our people. 
A workforce that reflects our diverse customer base helps ensure that our products, 
services and messages are always on target, in every community we serve.

The store managers’ leadership conference this year trained over 1,500 Company leaders on our new CustomerFIRST initiative.

JCPenney celebrated Black History Month 
with an ESSEnCE magazine insert featuring 
JCPenney Associates. 

All 155,000 Associates are enrolled 
in JCPenney University.



Transforming an 
ordinary transaction 
into a friendly interaction.

engaging our
customers



  connecting with  
our communities

our corporate conscience JCPenney 
sharpened its focus on being a good corporate citizen by  
launching a comprehensive social responsibility strategy –  
JCPenney C.A.R.E.S. – which focuses on positively impacting  
the areas of Community, Associates, Responsible Sourcing, 
Environment and Sustainable Products.  

The following are 2007 highlights of JCPenney C.A.R.E.S.

EPA Industry Leadership The Company in 2007 became the  
first retailer to earn the government’s ENERGY STAR Partner of the Year 
Award for Energy Management, and has again earned this honor in 
2008.  Additionally, when the Environmental Protection Agency (EPA) 
introduced a new efficiency rating for general merchandise retail  
stores in October, four of our stores in Washington state were the  
first to qualify for the rating, saving a combined estimate of $250,000 
in utility costs per year compared to other stores of their size.  

Energy and Waste Reduction JCPenney continues to seek  
cost-effective ways to reduce energy use, waste and greenhouse  
gas emissions by investing more than $75 million over five years to 
retrofit existing stores with more efficient lighting, HVAC systems  
and energy management technology.  

Recycling Initiatives Our stores and logistics facilities helped  
reduce waste by recycling 95,000 tons of cardboard and more  
than 13,000 tons of plastic in 2007.  

Transportation Advances JCPenney reduces emissions from 
transportation activities by working with its carriers on more  
efficient routing, as well as participation in the EPA’s SmartWay 
Transport Partnership, the Coalition for Responsible Transportation  
and other industry initiatives. 

Supplier Compliance Extending our influence to suppliers,  
JCPenney has implemented a broad-based program for monitoring 
suppliers’ compliance with labor, health and safety regulations,  
and is working to identify new ways to reduce the environmental  
impact of their manufacturing processes. 

“Green” Merchandise With a robust portfolio of private brands, 
JCPenney launched Simply Green, an exclusive-to-JCPenney 
designation of organic, recycled and renewable merchandise,  
which assists customers in making environmentally conscious 
purchases. Enlisting expertise from environmental lifestyle expert  
Danny Seo, JCPenney demonstrates that customers don’t need to 
sacrifice style and quality to make an impact on the environment. 

The Associate Connection Our annual Giving Together Campaign 
supported both the United Way of America and the JCPenney 
Afterschool Fund, raising more than $11.6 million in 2007.  
Additionally, to inspire and reward Associates who volunteer,  
the James Cash Penney Award for Community Service program 
provided contributions to charity organizations in honor of  
Associates’ volunteer service – nearly 343,000 hours in 2007 alone.
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This summary report is printed using  
50% recycled paper with 15% post-consumer 
fiber which qualifies for both the Green Seal and  
Green-e environmental certifications.

Our Corporate 
Social Responsibility 
report will be available 
in spring 2008 online  
at www.jcpenney.net. 

Simply Green designated merchandise is highlighted  
in special zones throughout the store.
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  connecting with  
our communities

JCPenney Afterschool Fund Because “Every Day 
Matters” in the life of a child, JCPenney directs its corporate giving toward 
helping our nation’s most valuable resource – our children. This school  
year, more than 20,000 children across the nation are participating in safe,  
life-enriching afterschool programs thanks to the JCPenney Afterschool Fund 
and its contribution of more than $9.25 million to the YMCA, Boys & Girls 
Clubs of America, The National 4-H Council and the United Way of America.  
JCPenney customers also helped support the Fund this year by contributing 
$3.3 million through the Afterschool Round-up program, a new initiative that 
invited JCPenney customers to “round-up” their purchases to the nearest 
whole dollar and donate the difference.

100% of JCPenney Afterschool Round-up donations go directly  
to assisting children.
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Myron E. (Mike) Ullman, III 
Chairman of the Board and  
Chief Executive Officer

Ken C. Hicks  
President and  
Chief Merchandising Officer

Jeffrey J. Allison 
Executive Vice President,  
General Merchandise Manager,  
Home and Custom Decorating

Ruby Anik 
Senior Vice President, 
Director of Brand Marketing

Michael J. Boylson 
Executive Vice President,  
Chief Marketing Officer

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

Robert B. Cavanaugh 
Executive Vice President,  
Chief Financial Officer

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

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

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

Clarence L. Kelley 
Executive Vice President,  
Director of Planning and Allocation

Marie Lacertosa 
Senior Vice President,  
Director of Supply Chain 
Management

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

Thomas M. Nealon 
Executive Vice President,  
Chief Information Officer

Beryl Raff 
Executive Vice President,  
General Merchandise Manager,  
Fine Jewelry

Elizabeth H. Sweney 
Executive Vice President,  
General Merchandise Manager,  
Women’s Apparel

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

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

1. Member of the Audit Committee.  
 This committee:  
n  selects and retains the independent auditors for the annual audit of  
 JCPenney’s consolidated financial statements   
n  approves audit fees and non-audit services and fees of the  
 independent auditors  
n  reviews the independent auditors’ audit strategy and plan, scope,  
 audit results, performance, and independence  
n  participates in the certification process for periodic reports filed  
 pursuant to the Securities Exchange Act of 1934  
n  reviews internal audit reports on the adequacy of internal controls 
n  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  
n  reviews the effectiveness of the Company’s program for correcting 
 audit findings.

2. Member of the Corporate Governance Committee.  
 This committee:   
n  considers matters of corporate governance and reviews developments in  
 the governance area as they affect relations between the Company and  
 its stockholders  
n  develops and recommends to the Board corporate governance principles  
 and practices for the Company 
n  makes recommendations to the Board on the size, composition, organization,  
 responsibilities, and functions of the Board and its Directors   

2. (cont’d) 
n  makes recommendations to the Board with respect to the qualifications of  
 Directors, candidates for election as Directors, and the compensation  
 of Directors  
n  makes recommendations to the Board regarding annual independence  
 determinations and the annual performance self-assessment by the Board.

3. Member of the Human Resources and Compensation Committee.  
 This committee:  
n reviews and administers the Company’s annual and long-term incentive  
 compensation plans  
n  recommends or takes action with respect to senior executive  
 officer compensation  
n  performs periodic reviews of succession plans for key Company executives,  
 including the CEO  
n  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  
n   oversees the administration and operation of certain Company retirement and  
 welfare plans.

4. Member of the Finance Committee.  
 This committee:   
n  reviews the Company’s financial policies, strategies, and capital structure.

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 2, 3, 4 
Chairman Emeritus,  
Ryder System, Inc.

Maxine K. Clark 2, 3 
Founder, Chairman 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, 4 
Retired Chairman of the Board,  
Ingram Micro Inc.

Ken C. Hicks  
President and  
Chief Merchandising Officer

Burl Osborne 2, 3 
Retired Chairman of the Board,  
The Associated Press

Leonard H. Roberts 1, 4 
Retired Chairman and  
Chief Executive Officer,  
RadioShack Corporation

Javier G. Teruel 
Retired Vice Chairman,  
Colgate-Palmolive Company; 
Partner, Spectron Desarrollo, SC 

R. Gerald Turner 2, 3 
President,  
Southern Methodist University

Mary Beth West 1, 4  
Executive Vice President  
and Chief Marketing Officer, 
Kraft Foods Inc.  

(numbers relate to Board Committee assignments described below)
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(1)  Includes the effect of the 53rd week in 2006 and 2003. Excluding sales of $254 
million for the 53rd week in 2006, total net sales increased 1.1% and 4.6% for 2007 
and 2006, respectively. Excluding sales of $198 million for the 53rd week in 2003, 
total net sales increased 4.5% and decreased 0.4% for 2004 and 2003, respectively.

(2)  Comparable store sales are presented on a 52-week basis, and include sales of new 
and relocated stores, and stores reopened after being closed for an extended period 
(e.g., stores closed due to natural disasters), after such stores have been open for 12 
full consecutive fiscal months. Stores remodeled and minor expansions not requiring 
store closure remain in the comparable store sales calculation. Beginning in 2008, 
the Company changed its sales reporting to include online sales, through jcp.com, in 
comparable store sales. Comparable store sales presented in the table above have 
been reclassified for all periods presented to include jcp.com sales.

(3)  Calculations include the sales and square footage of department stores that were 
open for a full fiscal year as of each year end, as well as online sales through  
jcp.com. The 2006 and 2003 calculations exclude sales of the 53rd week.

OPERATING RESULTS 2007 2006 2005 2004 2003

Total net sales ($ in millions) $ 19,860 $  19,903 $  18,781 $  18,096 $  17,513

Total net sales percent (decrease)/increase (0.2)%(1) 6.0%(1) 3.8% 3.3%(1)   0.7%(1)

Comparable store sales increase(2) 0.0% 4.9% 4.2% 5.9% 2.4%

Sales per gross square foot(3) $      177 $       176 $      167 $       159 $      150

Sales per net selling square foot(3) $      248 $       248 $      236 $      225 $      212

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

$     7,671
38.6%

$     7,825
39.3%

$     7,191
38.3%

$    6,792
37.5%

$   6,276
35.8%

Operating income ($ in millions) 
As a percent of sales

$   1,888
9.5%

$    1,922
9.7%

$    1,631
8.7%

$    1,275
7.0%

$     786
4.5%

Income from continuing operations  
($ in millions)

$    1,105 $     1,134 $      977 $       657 $     360

Diluted earnings per share  
from continuing operations $     4.90 $      4.88 $     3.83 $      2.20 $     1.20

Return on beginning stockholders’  
equity – continuing operations 25.8% 28.3% 20.1% 12.1% 5.7%

Cash flow from operating activities  
of continuing operations ($ in millions)

$    1,244 $    1,255 $   1,337 $      1,111 $      795

Capital expenditures ($ in millions) $    1,243 $       772 $      535 $       398 $      359

Dividends declared per common share $     0.80 $      0.72 $     0.50 $     0.50 $     0.50

Number of JCPenney stores       1,067       1,033       1,019        1,017      1,020

Gross selling space (square feet in millions)       106.6        103.1       101.4       101.3       101.1

COmmON STOCk HOLDINGS 
The following table shows the approximate 
ownership percentage of the Company’s  
common stock by major category  
as of December 31, 2007:

 % Ownership

 83% Institutional

 8% Company savings plan

 9% Individual and other
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services for registered stockholders 

Mellon Investor Services LLC (operating with the  

service name BNY Mellon Shareowner Services), the 

transfer agent for JCPenney, provides services such  

as record keeping, stock transfers, change of 

ownership, change of address and dividend payments 

for JCPenney registered stockholders. Registered 

stockholders who have questions or need assistance 

with their accounts should contact:

BNY Mellon Shareowner Services  
P.O. Box 3315
South Hackensack, NJ  07606 
1-800-842-9470
www.bnymellon.com/shareowner/isd
email: shrrelations@bnymellon.com

quarterly earnings conference calls

Live audio of each quarterly earnings conference call 

can be accessed through our Investor Relations Web 

site 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 2007 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 2007 Annual Report on Form 10-K.

annual meeting 

Friday, May 16, 2008, at 10 a.m. CDT  

JCPenney Home Office 

6501 Legacy Drive 

Plano, TX  75024

fiscal 2008 sales release dates

Sales Period Release Date 

February 2008 March 6, 2008 

March 2008 April 10, 2008 

April 2008 May 8, 2008 

May 2008 June 5, 2008 

June 2008 July 10, 2008 

July 2008 August 7, 2008 

August 2008 September 4, 2008 

September 2008 October 9, 2008 

October 2008 November 6, 2008 

November 2008 December 4, 2008 

December 2008 January 8, 2009 

January 2009 February 5, 2009 

fiscal 2008 earnings release dates

Quarter Release Date 

1st Quarter May 15, 2008 

2nd Quarter August 14, 2008 

3rd Quarter November 13, 2008 

4th Quarter February 19, 2009 

contact information
J. C. Penney Company, Inc.   

6501 Legacy Drive  Plano, TX  75024  972-431-1000 

Shopping: www.jcp.com   Company information: www.jcpenney.net

Media Relations: 972-431-3400  jcpcorpcomm@jcpenney.com 

Investor Relations:  
Robert Johnson  972-431-2217  rvjohnso@jcpenney.com 

Phil Sanchez  972-431-5575  psanc3@jcpenney.com



easy, exciting, engaging  



JCPenney®

WINNING TOGETHER Principles

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

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
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