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LI V ING E ACH DAY BY THE GOLDE N RU LE
JCPenney is an American retailer with a rich legacy rooted in the Golden Rule – the idea of treating others the way
we would like to be treated. We’ve operated in this spirit since our founding in Kemmerer, Wyoming, 115 years ago.
And while we apply this principle to every customer interaction in stores and online at jcpenney.com, we employ a
similar ideology to how we treat the planet and our communities we call home.
Throughout this 2017 corporate social responsibility report, we highlight heartwarming stories, strategic
partnerships and environmental progress made during 2015 and 2016. As one of the largest purchasers of clothing,
shoes, accessories and household items sold in the United States and Puerto Rico, we have an obligation to
maintain rigorous standards across our operations – from product conception to ﬁnal delivery to customers.
Whether forging and sustaining strong relationships with suppliers, creating a more efﬁcient supply chain,
promoting conservation and sustainability across our operations, or giving back to the communities where we live
and work, JCPenney is committed to our people, our communities, our products and our planet.
We could not achieve what we do without the support of over 100,000 associates around the world who focus on
making JCPenney a brand trusted by millions of American families. As we work together to make tomorrow better
than where we are today, you can be assured by our dedication to create a more sustainable future for generations
to come.
God Bless,

MARVIN R. ELLISON
CHAIRMAN AND CEO
J. C. PENNEY COMPANY, INC.
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Make learning and new skills training
accessible to more associates

EXEMPLIFY INCLUSION
& DIVERSITY

Boost female and minority representation
in company leadership
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Recognize outstanding associates for their
valuable contributions
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PROMOTE SAFE WORKING
CONDITIONS

Reduce scope 1 & 2 greenhouse
gas emissions by 15% by 2020

OPTIMIZE WATER USAGE

Work with factories that prioritize the
importance of safety and education

Reduce by 5% the Company’s total water
consumption in the U.S. by 2020
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Develop innovative products that makes
living “greener” easy and affordable

READ

OUR PRODUCTS

Ensure th
have mi

EMPOWER YOUTH AND
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OUR
PRODUCTS

Ensure the production of our merchandise
have minimal effect on the environment

P

Recycle 85% of all waste generated by
JCPenney operations in the U.S. by 2020
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As of year-end ﬁscal 2016,
JCPenney served customers at
approximately 1,000 stores
across the United States and
Puerto Rico and online at
jcpenney.com. Our operations
are supported by a variety of U.S.
and
an internationally-based
support facilities.
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OUR PEOPLE

INVESTING IN OUR
GREATEST RESOURCE

THE W ILL OF THE JCPE NNE Y WA RRIOR
At JCPenney, our people are the foundation of our Company, and that’s why we foster an inspiring Warrior spirit
philosophy throughout our operations. The Warrior movement originated with a small group of associates from
across the nation whose task was to grow the Company’s culture from the ground up. Today, years later, what
began as a group of 16 has grown to over 100,000 associates around the globe – all going the extra mile to do
what’s right for our customers, communities and fellow associates. The JCPenney Warrior culture is fueled by the
values of loyalty, passion, courage and service, all of which deﬁne who we are and how we treat customers.

WA RRIOR COIN
The Warrior coin has been placed in the hands of extraordinary
associates across the Company. Each year, JCPenney executives
award commemorative Warrior coins to associates who show
exemplary Warrior Spirit through the Company’s values of loyalty,
passion, courage and service. But this isn’t just any coin – only those
associates who go above and beyond to serve our customers,
communities and fellow associates are considered for the honor.

TR A INING & DE V E LOPME NT
Knowledge is power. As simple as that notion is, it’s at the heart of our people strategy. When JCPenney embarked
on a journey to turn the Company around, we knew the key to our success would be to engage our management
and business leaders by investing in their career development.
While resources were limited, we rolled up our sleeves and began to conceive a robust program that provided the
necessary skills, knowledge and abilities to grow talent from within and support the needs of an ever-changing
retail environment. With these objectives in mind, we developed a curriculum of leadership courses and academies
speciﬁcally designed for targeted groups, such as general managers and district managers, store supervisors,
buyers, as well as trainees and interns.
Participants from various JCPenney locations throughout the country spend the week at the Home Ofﬁce in Plano
for an informative and motivating workshop that covers topics such as strategy, consumer analysis, talent
development, communication and teamwork. It’s a collaborative learning environment that challenges everyone in

TR A INING & DE V E LOPME NT
Knowledge is power. As simple as that notion is, it’s at the heart of our people strategy. When JCPenney embarked
on a journey to turn the Company around, we knew the key to our success would be to engage our management
and business leaders by investing in their career development.
While resources were limited, we rolled up our sleeves and began to conceive a robust program that provided the
necessary skills, knowledge and abilities to grow talent from within and support the needs of an ever-changing
retail environment. With these objectives in mind, we developed a curriculum of leadership courses and academies
speciﬁcally designed for targeted groups, such as general managers and district managers, store supervisors,
buyers, as well as trainees and interns.
Participants from various JCPenney locations throughout the country spend the week at the Home Ofﬁce in Plano
for an informative and motivating workshop that covers topics such as strategy, consumer analysis, talent
development, communication and teamwork. It’s a collaborative learning environment that challenges everyone in
the room to speak up, share their ideas and brainstorm on how to solve key business issues facing retail.

Since its inception in 2015, we’ve had nearly half of our general manager population attend the GM Academy and
we’re planning similar academies tailored for assistant store managers, salon managers, logistics leaders and more.
This is in addition to the various learning materials we make available through video broadcasts, virtual training and
e-Learning courses.
Developing our leaders is not only an investment in their career progression, it positively delivers results, drives
accountability for actions and outcomes, and galvanizes a mindset that empowers every JCPenney leader to take
initiative and drive change.

A SSOCI ATE W E LL- B E ING & SA FET Y
Across the Company’s global operations, the health and safety of associates is a top priority. This is particularly
essential within our supply chain, where we have a variety of measures in place; including awareness programs,
safety training and and regular audits; to reduce risk so associates can perform their work effectively. Additionally,
we strive to improve our supply chain facilities to provide an efﬁcient and comfortable working environment.
Recent facility upgrades include improved lighting projects, conveyance systems, ship sorters and baler
enhancements. Through efforts to reduce hazards and enhance workspaces throughout our supply chain, our
incident frequency rate is consistently lower than the OSHA private buisness industry average.
in
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INCLUSION
& DIVERSITY

At JCPenney, we believe that a commitment to inclusion and diversity is more than a legal or moral responsibility.
It’s the foundation of our culture, the spirit that fosters an environment of collaboration and respect, and the driving
force that inspires workplace innovation. Key to our success are the contributions and perspectives provided by our
Business Resource Teams (BRT). Each team plays a role in advancing the Company’s cultural and social
understanding through community engagement and associate events that bring together thought leaders from
every walk of life to the forefront of our business.

A S PECI A L S HOPPING E V E NT
The ABILITIES BRT organized a special sensory-free

A S PECI A L S HOPPING E V E NT
The ABILITIES BRT organized a special sensory-free
shopping event in our Dallas store in August 2016 so
parents and children with autism could comfortably
shop for back-to-school essentials. Before the store
opened to the general public, associates modiﬁed
the store environment to signiﬁcantly reduce sound
and lighting levels. Numerous families appreciated
the
th private opportunity to shop with their kids who
have special needs. Our plan is to make these
shopping events available in more stores each year,
with the hope of making this an annual event in
every community we operate.

A SSOCI ATE A ND LE A DE RS HIP DI V E RS IT Y
We know that gender and ethnically diverse companies are more likely to outperform their peers. We’re proud
that, as of 2016, more than half of our associate population are minorities. This progression is positively
represented at all levels within the Company to include our executive team. Our Chairman and Chief Executive
Ofﬁcer Marvin R. Ellison, is one of only ﬁve African American CEO’s in the Fortune 500 and was named to
Fortune’s “World’s Greatest Leaders in 2016” and recognized as the 2016 “Corporate Executive of the Year” by
Black Enterprise.

JCPENNEY ASSOCIATES AND
LEADERSHIP DIVERSITY
YEAR

2013

2014

2015

2016
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12 3,0 0 0
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80%
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1
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Associate counts by year include all part-time, full-time and temporary hire associates as of the end of the calendar

year versus the ﬁscal year, Fiscal year-end associate counts are reﬂected in our Company Annual Reports (10K). The
counts reported here are slightly higher due to the inclusion of temporary holiday hires still active through the end of
the calendar year.

E ME RG ING LE A DE RS
PROG R A M
In 2016, the Company launched its inaugural
Emerging Leaders program – a key initiative to
develop a pipeline of sharp and diverse talent
who bring unique perspectives and ideas that will
beneﬁt our customers, associates and the
Company. The curriculum and coaching are
speciﬁcally designed to help African American,
Hispanic
American and Asian American
Hi
managers and senior managers maximize their
career success through personal and professional
development. Each participant is paired with an
outside career coach and an internal sponsor who
serves as a valuable mentor over the course of the
year-long program.

SU PPLIE R DI V E RS IT Y
S P OTLI G HT
It was 45 years ago when JCPenney formalized its
supplier diversity initiative and sought to increase
opportunities for women and minority business
owners who were striving for equal consideration on
contract proposals with corporations and
government agencies. Over the years, we’ve realized
tremendous growth in the purchase of merchandise,
goods
goo and services from these suppliers. An
example of the successful relationships formed out
of our supplier diversity program is Prestige
Maintenance USA. This family-owned and operated
business provides facility and janitorial maintenance
for JCPenney stores and distribution centers located
in 17 states. Their team, led by CEO Rachel Sanchez,
is dedicated to quality service and excellence and a
valuable extension of our stores’ team who often
regard Prestige Maintenance employees as honorary
members of the JCPenney family.

ASSOCIATE GIVING
& VOLUNTEERISM
With more than 100,000 associates across the country, we’re able to

ASSOCIATE GIVING
& VOLUNTEERISM
With more than 100,000 associates across the country, we’re able to
make a signiﬁcant impact in the local communities in which we live
and work. In 2015 and 2016, associates logged more than 67,700
volunteer hours, donating their time and skills to beneﬁt local
non-proﬁt organizations. We also encourage volunteerism during
National Volunteer Month in April, which happens to coincide with the
Company’s anniversary. It is our tradition to celebrate this special
milestone
by taking the time to give back to a meaningful cause. In
mi
2015 and 2016, our associates completed more than 800 volunteer
projects in support of National Volunteer Month.

COMM U NIT Y G R A NTS
Associates who volunteer a certain number of hours each quarter can earn a James Cash Penney grant, which
provides up to $600 a year to the non-proﬁt of their choice. Since 2015, over 469 associates have designated over
$118,800 in grants to their favorite charity. Through our James Cash Penney Community Grant Program, our local
store teams can donate up to $500 in merchandise gift cards to beneﬁt a local non-proﬁt organization that can
use the gift cards to buy much-needed clothing, shoes and household essentials for underserved families. More
than $50,000 in merchandise gift cards have been donated since 2015.

CH A NG E FOR THE B ET TE R
Our annual “Change for the Better” giving campaign provides associates the opportunity to make automatic
donations to a non-proﬁt of their choice through a payroll deduction. Over the course of 2015 and 2016, JCPenney
associates gave more than $3.5 million to 6,200 local non-proﬁts across the country, contributing an average of $4
per paycheck through the annual giving campaign.

GOLDE N RU LE RE LIE F FU ND
The Golden Rule Relief Fund (GRRF) provides assistance to those associates experiencing ﬁnancial hardship

GOLDE N RU LE RE LIE F FU ND
The Golden Rule Relief Fund (GRRF) provides assistance to those associates experiencing ﬁnancial hardship
caused by unforeseen situations such as natural disasters, house ﬁres or ﬂoods or other hardships. When disaster
strikes, we want to ensure that our associates get the support they need to care for themselves and their families
as they go through the painstaking process of having to repair or rebuild their homes.

In 2016, we challenged every associate to make a
one-time donation to the GRRF between May 1-July 1,
with a goal to reach at least 80 percent participation.
JCPenney Chairman and CEO Marvin Ellison
promised to personally contribute $100,000 to the
fund if the Company reached its participation goal.
Thanks to the generosity of our valued associates, we
had
ha record-breaking participation of 88 percent and
Marvin signed a check for a $100,000 personal
contribution. Over $500,000 in funding has been
donated to associates in need during 2015 and 2016.

OUR COMMUNITIES

GIVING OUR
PENNEY’S WORTH
Our founder James Cash Penney’s legacy of giving back to the communities in which we live and work is as
relevant today as it was 115 years ago when he opened his ﬁrst store. At JCPenney, we believe in building strong,
vibrant communities. We do this by investing our time, money and effort into causes and charities that provide
resources for families and through the volunteerism of our passionate and engaged associates across the country.
We believe our commitment is worth every penny.

THE JCPE NNE Y FOU NDATION
The JCPenney Foundation is a 501(c)3 public charity supporting programs dedicated to helping moms by providing
underserved kids with clothing needs, opportunities in afterschool programs, and resources that prepare at-risk
teens with employment and educational opportunities after high school. Some of our recent grantees include: The
Y, Armed Services YMCA, Boys & Girls Clubs of America, After-School All-Stars, 100,000 Opportunities Initiative, and
Texas 4-H Youth Foundation.

OU R S I G N ATU RE PA RTNE RS HIP: THE Y
Building on a nearly 20-year relationship, we’ve teamed up with The Y
as our signature charity partner. Through this valuable partnership, we
seek to support The Y’s mission in helping kids and families reach their
full potential and live happy and healthy lives. We invite our customers
to join in our support of The Y’s youth development, healthy living and
social responsibility initiatives, by participating in various fundraising and
store events that beneﬁt kids in their communities. Here are a few ways
we made this happen:
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as our signature charity partner. Through this valuable partnership, we
seek to support The Y’s mission in helping kids and families reach their
full potential and live happy and healthy lives. We invite our customers
to join in our support of The Y’s youth development, healthy living and
social responsibility initiatives, by participating in various fundraising and
store events that beneﬁt kids in their communities. Here are a few ways
we made this happen:

FROM DE NIM TO DON ATION
During the 2016 Back-to-School season, we donated $1 for every purchase of Arizona® jeans, up to $250,000, to
support The Y. Funds from the promotion were donated to The Y’s academic enrichment program, which aims to
close the achievement gap among low-income students by providing access to valuable afterschool and summer
learning programs.

A TU ES DAY TO RE ME MB E R
In celebration of #GivingTuesday, an international day
of giving started by the United Nations Foundation,
we made a $100,000 donation to The Y and hosted
private shopping events throughout the month of
December 2016 beneﬁtting The Y. In select cities, Y
kids were invited to visit a JCPenney store to shop for
gifts for their families, while being treated to a special
visit
vi with a hometown celebrity.

NFL SAN FRANCISCO 49ERS PLAYER
CARLOS HYDE VISITED WITH Y KIDS
DURING A SHOPPING EVENT IN SAN JOSE.

INSPIRING
LEADERS OF
TOMORROW

While obtaining a college education is a key factor in professional
and personal success, it is often one of the many obstacles facing
underprivileged students as they prepare for the workforce. We do
our part to help mentor students who visit our Home Ofﬁce by
giving them valuable tips on professional attire, workplace
communications and advice on what it takes to succeed.

TA KING MINORIT Y STU DE NTS TO THE NE X T LE V E L
We teamed up with Texas State University to offer an exciting new leadership program for minority ﬁrst generation
students. The JCPenney Leadership Lab launched in 2016, providing an opportunity for students from the college’s
fashion merchandise program to visit the JCPenney Home Ofﬁce, where they met with JCPenney executives,
including Chairman and CEO Marvin Ellison. The program provided the students an insightful peek into the
corporate world at one of America’s largest retailers. Because of this rewarding experience, many of these students
decided to join the Company’s leadership trainee program following graduation.

LE A DING BY E X A MPLE
During summer 2016, we were honored to host a group of students from the Hooks African American Male
Initiative, a program dedicated to improving the retention and graduation rates of African American males
attending the University of Memphis. Led by the Benjamin L. Hooks Institute for Social Change, the program

LE A DING BY E X A MPLE
During summer 2016, we were honored to host a group of students from the Hooks African American Male
Initiative, a program dedicated to improving the retention and graduation rates of African American males
attending the University of Memphis. Led by the Benjamin L. Hooks Institute for Social Change, the program
focuses on enriching each student’s academic, personal and social development. As a proud alumnus and board
member of the University of Memphis, Chairman and CEO Marvin Ellison gave these students an experience of a
lifetime by giving them a ﬁrst-hand account of a CEO at work at a Fortune 250 company.

SUPPORTING OUR
MILITARY VETERANS
AND THEIR FAMILIES

The recognition of the men and women who make our freedom
possible is a cause close to the hearts and minds of both our
associates and our customers. Given all the sacriﬁces service members
make to serve our country, we're doing our part as a leading American
retailer to show our support.

U NITE D THE Y RIDE
In 2013, JCPenney proudly pledged a ﬁve-year $1 million grant to the George W. Bush Institute’s Military Service
Initiative, including its annual Warrior 100k. Servicemen and women wounded in the global war on terror join
President George W. Bush for a 100-kilometer mountain bike ride in the Texas hill country. This inspiring weekend of
camaraderie and compassion spotlights the effectiveness of sports in helping our veterans mentally recover from
their visible and invisible wounds.

Photo source: George W. Bush Presidential Center

C A RRY THE LOA D

C A RRY THE LOA D
For the past ﬁve years, we’ve been a contributing
sponsor of Carry The Load, a non-proﬁt dedicated
to honoring and celebrating the sacriﬁces made by
our nation’s heroes – military, law enforcement, ﬁre
ﬁghters and ﬁrst responders. What started as a
mission to restore the true meaning of Memorial
Day, has evolved to bring awareness, education and
healing
to those who have made the ultimate
he
sacriﬁce to keep our country safe. JCPenney
associates have volunteered and participated in the
Dallas walk every year since inception, donating
$100,000 through fundraising and donation
support from the Company.

Photo source: Carry the Load

BU ILDING HOPE
In 2015, we partnered with Southern Living and
non-proﬁt organization Operation FINALLY HOME
on an online video series called “Building Hope.”
Operation FINALLY HOME addresses the most
pressing need of our returning heroes and their
families – a home to call their own. The organization
selected ﬁve deserving veterans and built them a
custom, mortgage-free home, and partnered with
cu
JCPenney to provide décor, comfy furnishings and a
$2,500 gift card. Thanks to local teams of JCPenney
volunteers who worked tirelessly to assemble furniture, install window treatments and set up every
room, each family could simply move in and build
many happy memories for years to come.

CHANGING THE
FUTURE OF
BREAST CANCER

As a longstanding supporter of breast cancer research and programs, we’re doing our part to help combat a
disease affecting one in eight women in the U.S. During October, we have recognized National Breast Cancer
Awareness Month through our support of the American Cancer Society, by encouraging our customers and
associates to raise awareness and much-needed funds. Throughout the month of October, our customers can
shop a compelling selection of breast cancer awareness apparel and accessories in specially marked areas
throughout the store.

RE MINDING SU RV I VORS HOW
B E AUTIFU L THE Y A RE
In 2015 and 2016 The Salon by InStyle locations
inside JCPenney hosted a special two-day “Cuts for
Hope” promotion, donating $2 for every haircut, up
to $50,000. Lead salon stylists and Sephora inside
JCPenney consultants also visited Hope Lodges
across the country to pamper patients undergoing
treatment. The American Cancer Society’s Hope
Lodges
offer cancer patients and their caregivers a
Lo
free home away from home when they are
receiving medical treatment in another city.
In 2016, we hosted a private event for 12 breast cancer survivors at our Glendale, Calif. store. The participants were
treated to mini makeovers from The Salon by InStyle and Sephora inside JCPenney associates as part of the
program’s focus on applying simple beauty techniques for people with cancer so they can manage
appearance-related side effects of cancer treatment.

M A KING STRIDES
AG A INST B RE A ST
C A N CE R
JCPenney supported the American
Cancer Society “Making Strides
Against Breast Cancer®” walk in
Atlanta as a 2016 ﬂagship sponsor
with local associates participating in
the walk. The walk provides a
powerful and inspiring opportunity to
honor
breast cancer survivors and
ho
raise awareness on how to reduce the

appearance-related side effects of cancer treatment.

M A KING STRIDES
AG A INST B RE A ST
C A N CE R
JCPenney supported the American
Cancer Society “Making Strides
Against Breast Cancer®” walk in
Atlanta as a 2016 ﬂagship sponsor
with local associates participating in
the walk. The walk provides a
powerful and inspiring opportunity to
honor
breast cancer survivors and
ho
raise awareness on how to reduce the
risk of getting breast cancer. In
addition to Atlanta, over 40 JCPenney
teams across the country signed up
for their local walk, helping to raise
over $20,000.

MAKING A
DIFFERENCE

B EC AUS E E V E RY KID S HOU LD FE E L LIKE A STA R
For ten consecutive years, the JCPenney Home Ofﬁce hosts one of the most inspiring Back-to-School fashion
shows featuring models from Texas Scottish Rite Hospital for Children. Their “Successful Bridges” program
assists teens with spina biﬁda build self-esteem and independence as they achieve developmental milestones.
Each teen gets a chance to rock the runway with a trendy head-to-toe outﬁt and their hair and make-up
styled by associate volunteers from Sephora inside JCPenney and The Salon by InStyle. Along with giving
these teens the star treatment, we’ve proudly donated nearly $40,000 to the program over the past decade.

A NG E L TRE E G IF TS
B RING JOY ON
CHRISTM A S

A NG E L TRE E G IF TS
B RING JOY ON
CHRISTM A S
We’ve been recognized for the past 20
years by the Dallas-Fort Worth
Salvation Army as one of their top
corporate sponsors for their annual
Angel Tree program. In true warrior
spirit, our Home Ofﬁce associates
adopted and shopped for more than
3,000 angels in 2015-16, providing
3,
thousands of gifts to fulﬁll the
Christmas wishes of local children and
seniors in need. Additionally, over 200
associates volunteer at the local
Salvation Army center each year to
help sort and distribute gifts to
Photo source: The Salvation Army DFW

families.

HE LPING OU R NE I G HBORS A FFEC TE D BY A DISA STE R
The J. C. Penney Company Fund provides grants to relief organizations in response to disasters both nationally and
internationally. In 2015, we provided over $45,000 to the American Red Cross to assist their efforts following severe
storms and ﬂooding in South Carolina and central Texas, as well as tornadoes in North Texas. On behalf of our
international business ofﬁce, JCPenney made a $5,000 donation to the humanitarian organization World Vision
International to support those impacted by the ﬂoods in South India. In total, we donated nearly $100,000 in 2016
to support organizations overseeing relief efforts following Hurricane Matthew, the Tennessee wildﬁres, Houston,
Louisiana and central Maryland ﬂoods and Dallas police shootings. Additionally, JCPenney donated $5,000 in water
Lo
to our store in Flint, Mich. for associate volunteers to distribute during the city’s water crisis.

Photo by Colin Chaperon for American RedCross

Photo by Daniel Cima for American RedCross

U NLOA DING GOODS FOR CH A RITIES
We are proud to partner with one of the largest and most active volunteer centers in the country, VolunteerNow™,
to provide more than $3.2 million in donated products annually to help serve hundreds of nonproﬁts in North
Texas. Through this valuable organization, we ensure our merchandise samples are put to good use once their
business purpose has been met by contributing to the organization’s donated goods discount depot.

OUR PRODUC TS

BECAUSE HOW
IT’S MADE MATTERS

RES P ONS IB LE A ND ETHI C A L SOU RCING
J. C. Penney Purchasing Corporation (JCPPC) is an indirect wholly owned subsidiary of J. C. Penney Company, Inc.
and is one of the largest importers of textiles and apparel in the United States. Formed nearly 60 years ago, JCPPC
is one of the most experienced retail sourcing organizations in the world today. As the sourcing arm for private
brands such as St. John’s Bay, Arizona, Stafford and Liz Claiborne, JCPenney purchases merchandise from
approximately 2,600 domestic and foreign suppliers, many of whom have done business with us for many years.
To maintain our presence in various regions around the globe, we maintain a Social and Environmental
Responsibility team who work in our buying and quality assurance ofﬁces located in:
Dhaka, Bangladesh, | Guangzhou, China | Guatemala City, Guatemala | Ho Chi Minh City, Vietnam | Hong Kong, China |
Shanghai, China | Jakarta, Indonesia | New Delhi, India | New York City, USA | Plano, Texas, USA

SHANGHAI, CN
NEW YORK, NY, US

NEW DELHI, IN
DHAKA, BD

PLANO, TX, US

GUANGZHOU, CN
HONG KONG, CN

HO CHI MINH CITY, VN

GUATEMALA CITY, GT
JAKARTA, ID

Our international teams work with an industry-leading third-party auditor that conducts social compliance audits of
factories producing private brand merchandise for JCPenney. These audits cover legal compliance with social and
environmental laws, health and safety issues, and requirements related to child labor, harassment, excessive
overtime, forced labor and more.
In ﬁscal years 2015 and 2016, our third-party provider conducted over 2,000 social audits of facilities producing
private brand products for JCPenney. In 2016, we extended this effort to textile mills for the ﬁrst time and
completed over 100 assessments of social and environmental performance to monitor and help improve mill
conditions.

PARTNERSHIPS THAT
PROMOTE CHANGE
AND SAFE WORKING
CONDITIONS

RES P ONS IB LE J E W E LLE RY COU N CIL
Since 2011, JCPenney has re-certiﬁed its commitment to an
international standard on responsible sourcing for diamonds,
gold and platinum metals by meeting the ethical, social and
environment standards established by the Responsible
Jewellery Council. The certiﬁcation is awarded following an
independent assessment of our supply chain, which is an
important assurance for our customers who trust the ﬁne
jewelry store at JCPenney for engagement rings, graduation
je
gifts and special keepsakes that last a lifetime.

OUR PL ANET

SUSTAINABILITY
INTO PRACTICE

We know there’s nothing more important than preserving the planet and its precious resources for current and
future generations. That’s why we place a strong emphasis on reducing carbon emissions, waste and water
consumption across all our operations. JCPenney is making consistent progress on multiple goals aimed at
reducing our impact on the environment by 2020.

ENERGY
CONSERVATION

ACCE LE R ATE D ACHIE V E ME NT IN
RE DUCING E MISSIONS
In 2015, JCPenney set an aggressive energy and greenhouse
gas emissions goal to reduce Scope 1 and Scope 2 GHG1
emissions per sq. ft. 15 percent by 20202. Just two years into
our journey, we’ve surpassed our goal by reducing emissions by
19.6 percent, a decrease driven largely by behavior change and
a robust Company-wide energy management program.

We know GHG emissions are closely related to energy use, so we closely monitor energy consumption across the
chain through the utilization of our trusted energy management system, EnergyCenter. The system compiles and
displays energy data at the store and Company level, allowing general managers and the Home Ofﬁce energy team
to make informed decisions on energy-saving opportunities. Through the platform, we also share recommended
best practices, rank each store’s ENERGY STAR performance score and benchmark JCPenney facilities against
similar retail buildings. Nearly 840 of our stores, or roughly 95 percent, utilize an energy management system that
allows
remote monitoring and adjustment of lighting, heating, and cooling systems.
al

JCPE NNE Y: A SHINING E NE RGY STA R
JCPenney continues a long-standing partnership with the U.S. Department of Energy’s ENERGY STAR™ program,
having received ENERGY STAR’s Partner of the Year, Sustained Excellence designation for ten consecutive years.
Only companies and organizations consistently earning Partner of the Year may be eligible for the sustained
excellence designation, and the award is only bestowed upon the Environmental Protection Agency’s discretion.
JCPenney proudly displays the ENERGY STAR logo at over 650 ENERGY STAR certiﬁed buildings throughout the
Company, including stores, one distribution center and its home ofﬁce in Plano, Texas. To be considered for ENERGY
STAR certiﬁcation, a building must perform within the top 25% for energy efﬁciency among similar buildings.

JCPENNEY HAS
RECEIVED THE ENERGY
STAR PARTNER OF THE
YEAR AWARD FOR
TEN CONSECUTIVE YEARS.

TRANSPORTATION
EFFICIENCIES

E FFI CIE NT TR A NSP ORTATION ,
DONE THE SM A RT WAY
With stores located in towns big and small, we rely on our contracted transportation operators to ensure our
merchandise gets from point A to point B quickly and safely. JCPenney makes every effort to partner with
responsible and efﬁcient transportation carriers, and is a member of the EPA’s SmartWay program, a
collaboration with the EPA and freight industry that seeks to reduce truck and rail fuel consumption and
related emissions. As of 2015, 84% of our truck volume was with carriers who participate in the program.

M A KING E V E RY MILE COU NT
We strive to be as efﬁcient as possible during every step of our supply chain, from planning and scheduling
multiple deliveries on a single trip to minimizing empty backhaul returns. To make trips as useful and efﬁcient
as possible, once new merchandise is delivered to a store, trucks are immediately re-loaded with returned
merchandise, used pallets and a variety of recyclable materials for transport back to our supply chain facilities.

M A KING E V E RY MILE COU NT
We strive to be as efﬁcient as possible during every step of our supply chain, from planning and scheduling
multiple deliveries on a single trip to minimizing empty backhaul returns. To make trips as useful and efﬁcient
as possible, once new merchandise is delivered to a store, trucks are immediately re-loaded with returned
merchandise, used pallets and a variety of recyclable materials for transport back to our supply chain facilities.
By doing so, not only do we reduce additional truck trips, we dramatically decrease our carbon footprint by
ensuring there are less empty trucks on the road. In fact, our contracted ﬂeet handled approximately 19,300
backhaul
trips in 2015 and 2016 combined.
ba

APPROACH TO
A RESPONSIBLE
TR ANSPORTATION
NET WORK

RESP ONSIBLE C A RRIE RS

BACKH AU L E FFI CIE NCIES

We prefer to partner with responsible

Our contracted truck ﬂeet transports store

and efﬁcient carriers, and are an EPA

returns, used pallets and recyclable materials

SmartWay partner.

from stores to supply chain facilities after making
deliveries, greatly reducing additional trips.

&
FU LLY LOA DE D TRUCKS

OCE A N A ND R A IL SHIPPING

Prior to departing supply chain facilities, we

JCPenney chooses ocean and rail shipping

strive to load all store delivery trucks to

whenever possible to reduce the need for

maximize load and minimize wasted space.

less-efﬁcient air or truck miles.

TRANSPORTATION
OPTIMIZATION
THROUGHOUT THE
SUPPLY CHAIN

DIVERTING WASTE

DIVERTING WASTE
FROM LANDFILLS
PROG RESS ON WA STE RE DUC TION A ND REC YCLING GOA L
As part of the Company’s plan to reduce its environmental impact, JCPenney is making efforts to signiﬁcantly
reduce waste by recycling 85% of our annual domestic waste by 2020. We take multiple approaches to waste
management, including analyzing waste streams, engaging store leadership to promote recycling, creating a culture
of recycling awareness, simplifying the recycling process, and requiring recycling or donation to be considered prior
to waste disposal.
Through our promise to reduce waste, we’ve increased our recycling rate to 80 percent in 2016, up nine percent
since 2014. In fact, JCPenney recycled 74,000 tons of waste in 2016 alone. We’ve also decreased our waste to landﬁll
by 5,000 tons from 2014 to 2016.

RECYCLED MATERIAL
VS. WASTE TO LANDFILL
LMEASURED IN TONSS

What’s more, in 2015 and 2016, JCPenney recycled approximately 147,000 tons of waste, which equals approximately
80% of total waste from the Company’s operations.

201552016 RECYCLING TOTALS
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What’s more, in 2015 and 2016, JCPenney recycled approximately 147,000 tons of waste, which equals approximately
80% of total waste from the Company’s operations.
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AC TI V E LY RE DUCING WATE R CONSU MP TION
In early 2015, we adopted a goal to reduce total water consumption 5% by 2020 (2014 baseline) across our U.S.
operations. We’re making strides toward meeting this goal through a combination of engineered solutions, such as
high efﬁciency restroom ﬁxtures and behavior change, such as limiting landscape watering across our organization.
As a result of these efforts, we have reduced domestic (in-store) water consumption by 12 percent from 2012 to 2016,
and reduced landscape irrigation during the same time period by 66 percent.

JCPENNEY WATER
USAGE, 201222016
MILLIONS IN GALLONSS

and reduced landscape irrigation during the same time period by 66 percent.
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GRI REFERENCE TABLE
GENERAL STANDARD DISCLOSURES

G RI
INDI C ATOR

DESCRIP TION

SEC TIONS

U. N . G LOBA L
COMPAC T
PRINCIPLE

STRATEGY & ANALYSIS

G4-1

CEO Statement

G4-2

Key impacts, risks & opportunities

1, 7

ORGANIZATION PROFILE

G4-3

Company name

G4-4

Primary brands, products, and
services

G4-5

Location of headquarters

G4-6

Primary countries of operations

G4-7

Nature of ownership

G4-8

Markets served (e.g. geographic,
sectors, customers)

G4-9

Scale of company

G4-10

Employee proﬁle

G4-12

Description of the company's
supply chain

G4-13

Signiﬁcant changes of the
company's structure and operations

G4-15

Company initatives and
partnerships

G4-16

Memberships in associations

6

G4-16

Memberships in associations

IDENTIFIED MATERIAL ASPECTS

G4-17

Entities included in ﬁnancial
statements

G4-18

Process for deﬁning report content
and aspect boundaries

G4-19

List all material aspects identiﬁed in
the process for deﬁning report
content

G4-20

For each material Aspect, report
the Aspect Boundary within the
organization

G4-21

For each material Aspect, report
the Aspect Boundary outside the
organization

GOVERNANCE

G4-34

Governance structure

Economic, environmental and
social impact committees

ETHICS & INTEGRITY

G4-56

Values, principles, standards and
codes

1-6, 10

1-6, 10

SPECIFIC STANDARD DISCLOSURE

Economic

G4-EC1

Direct economic value

G4-EC2

Financial implications and risks and
opportunities of climate change

G4-EC3

Deﬁned beneﬁt plan obligations

G4-EC9

Signiﬁcant indirect economic
impacts

Environmental

7,8

G4-EC9

Signiﬁcant indirect economic
impacts

Environmental

Energy

G4-EN3

Energy consumption

7,8

G4-EN5

Energy intensity

7,8

G4-EN6

Reduction of energy consumption

8

Total water withdrawal by source

7

G4-EN15

Scope 1 direct GHG emissions

7, 8

G4-EN16

Scope 2 energy indirect GHG
emissions

7, 8

G4-EN17

Scope 3 other indirect GHG
emissions

7

G4-EN18

GHG emissions intensity

7, 8

G4-EN19

Reduction of GHG emissions

8

Total waste

7

Transportation impacts on the
environment

7

Water

G4-EN8

Emissions

Effluents & Waste

G4-EN23

Transport

G4-EN30

Supplier Environmental Assessment

G4-EN32

New suppliers screened for
environmental criteria

7

G4-EN33

Supply chain environmental
impacts

7, 9

G4-EN32

New suppliers screened for
environmental criteria

7

G4-EN33

Supply chain environmental
impacts

7, 9

Social: Labor Practices & Decent Work

G4-LA10

Employee skills and learning

6

G4-LA12

Governing bodies and employee
composition

6

Social: Human Rights

G4-HR10

New suppliers screened for human
rights criteria

Social: Society

G4-SO4

Anti-corruption policies and
procedures

10

MATERIALITY MATRIX
The JCPenney materiality matrix gauges the importance of a variety of topics relative to our business, and displays
their signiﬁcance to both the Company and external stakeholders. The matrix displays 28 topics that are most relevant within the retail sector, as identiﬁed by reviewing previous JCPenney sustainability reports, the Retail Industry
Leaders Association (RILA) Sustainability Maturity Matrix and industry research. The Company also reviewed and
analyzed competitor materiality assessments and lists from sustainability reporting organizations such as GRI or
the Sustainability Accounting Standards Board (SASB).

CORPORATE
CITIZENSHIP
1

Community
Engagement

2

Community
Investment

ENVIRONMENTAL

GREAT PLACE TO WORK

7

Facilities

15

Associate Wealth

8

Scope 1 & 2 Emissions

16

Diversity & Inclusion

9

Scope 3 Emissions

17

Employee Wellbeing

10

Renewable Energy

18

Climate Change

11

Packaging Design

Employee
Engagement

4

Cybersecurity

12

Waste Disposal

19

Operational
Efﬁciencies

5

Exceptional
Products

13

Toxins Disposal

14

Water

6

Supply Chain

ECONOMIC
3

20

Labor &
Management
Relations

21

Talent Attraction
& Retention

22

Associate Training
& Education

23

Buinsess Ethics

LABOR PRACTICES
24

Equal Opportunity
for Men & Women

25

Occupational
Health & Safety

26

Responsible
Sourcing

PRODUCT
RESPONSIBILITY
27

Customer Health
& Safety

28

Responsible
Marketing

A total of 20 internal JCPenney stakeholders representing many divisions of our Company – from human resources
to ﬁnance to supply chain – were asked to participate in the survey. External stakeholder evaluation included the
review of public policy platforms and key issues identiﬁed by the following organizations:
• United States Fashion Industry Association
• Business for Social Responsibility
• Sustainable Purchasing Leadership Council
• Responsible Jewellery Council
• RILA
• SASB

