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ÅOne of America's leading retailers, operating more than 

1,000 department stores throughout the US and Puerto Rico.

ÅOperate one of the largest apparel and home furnishing sites 

on the Internet, jcp.com, and the nation's largest general 

merchandise catalog business.

ÅRevenue of $19.9 billion in 2007 and have over 155,000 

Associates.

ÅApproximately half of America shops at JCPenney in a given 

year. On average, more than 3 million customers make 

purchases at a JCPenney store each day.
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The Environment is Gaining 

Credence in Business Circles

Fortune: April 2, 2007

Business Week: 

January 29, 2007

WWD: April 10, 2007

WWD Green Issue

ñGreen is the New Blackò

http://money.cnn.com/magazines/fortune/fortune_archive/2007/04/02/toc.html
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Other Media
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Ecological Footprint

But there are only 15.71 global hectares available per person on a renewable basis. 

This means we are overshooting the

Earthôs  biological capacity by nearly

50%.  To sustain  present levels of 

consumption, we would need:

Source: http://www.myfootprint.org/en/
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Business: Help or Hurt?

"During the past year, how much did American 

businesses do to HELP the natural environment?"

"During the past year, how much did American 

businesses do to HARM the natural environment?"

Source: Associated Press-Stanford University poll conducted by IPSOS Public Affairs. Sept. 21-23, 2007 
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Company or Country?

Wal-Mart was #19 with 

sales of $247B in 2002

Note: Wal-Martôs sales in 

2007 were $345 billion. 

Corporate vs Country 

Economic Clout

The Top 100 (52 

corporations, 48 countries)

Source: Sarah Anderson and John Cavanagh,

Field Guide to the Global Economy (2nd edition), 

New York: New Press, 2005.
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Are Consumers Willing to Pay?

Willingness  to pay for products with environmental & social benefits, 2007, %

Source: September 2007 McKinsey survey of over 7000 global consumers

Willing to pay & does

Willing to pay but doesnôt currently

Concerned but not willing to act

Not concerned about the environment

13

13

8

9

9

Lack of knowledge is

a barrier

Donôt want to

Compromise qualityBoth price & convenience

are issues

Canôt afford to pay

Wonôt compromise

convenience

21

13

53

13
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ÅCommunity - Foster youth 

development in our communities 

ÅAssociates - WINNING 

TOGETHER culture that values, 

develops and rewards our 

Associates

ÅResponsible Sourcing -
Partner with our suppliers to 

improve social, labor and 

environmental conditions 

ÅEnvironment - Reduce our 

environmental footprint through 

energy reduction and waste 

minimization 

ÅSustainable Products -
Simply Green ïpromote products 

that reduce environmental impacts
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JCPenney C.A.R.E.S.

JCPenney 

Afterschool Fund

Å Provide Americaôs children 
with access to safe, high-
quality afterschool 
programs

Å JCP is one of the nationôs 
largest champions and 
shapers of the afterschool 
movement

Å JCPenney and the 
JCPenney Afterschool 
Fund have contributed 
more than $70 million to 
support afterschool 
initiatives

Å More than 20,000 children 
were sponsored in 
afterschool activities in 
2007


