


The following constitutes a “Safe Harbor" statement under the Private Securities 

Litigation Reform Act of 1995.   Except for the historical information contained herein, the 

matters discussed today are forward-looking statements that involve risks and 

uncertainties, which could cause our actual results to differ materially from those 

described in the forward-looking statements.  These risks include risks detailed from time 

to time in the Company’s SEC reports, including the Form 10-Q and 10-K.  



• Celebrating 30 years as a leader in the natural and organic 
foods industry 

• #273 of the Fortune 500 

• Member of S&P 500 and NASDAQ-100 

• Fiscal 2010 sales of $9 billion 

• 60,000+ Team Members 

• 306 stores and over 11 million square feet in operation 



Our Core Values 



Our Quality Standards Set Us Apart 



We Offer a Differentiated Shopping Experience 



Ready to make a few simple changes for 
lifelong health? Whether you're just getting 
started on a healthy eating path or have been 
on the road to wellness for years, our four 
pillars of healthy eating can help guide your 
journey. 

Whole Food     Plant-Strong™     Healthy Fats     Nutrient Dense 
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We Maintain a Value Focus

• We  are committed to maintaining our relative price 
positioning in the marketplace 

• We offer a range of prices in each category to allow people to 
make choices 

• We are developing new value products, particularly in the 
commodity areas 

• We hope to continue to strike the right balance between 
rising costs and our retail prices based on our contracts, 
distribution, and tools to manage value  
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• Our Q2 results underscored signs that consumer confidence 
continued to improve even as gas prices rose 

•  YOY, sales continued to shift toward branded and organic 
products 

• We also saw a shift in purchases to higher-priced tiers, 
including shifts in several discretionary categories 

How Have Consumers Reacted?



2Q11 results: 

• AWS per store of $644,000, $888 in SPSF 

• 9.7% store contribution 

• 6% operating margin 

• 8.9% EBITDA margin 

• a 29% increase in diluted EPS to $0. 51 

• 38% NOPAT ROIC for all stores 

We Are Producing Strong Results 



We Are Gaining Market Share 



We Raised our FY11 Outlook

• 12% – 13% increase in sales 
• 31% – 33% increase in diluted EPS to $1.87 to $1.90 
• Steady sales growth on tougher comparisons  
• A commitment to delivering incremental operating margin 

improvement and earnings growth in excess of sales 
growth  
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• Our strong results and 
consistent cash flow    have 
allowed us to: 
– pay off our debt 

– invest in our stores 

– pay a cash dividend 

We Have a Healthy Balance Sheet 



• We have improved capital expense disciplines and are 
focused on ROIC 

• We have infrastructure in place 

• With the signing of 30 leases over the last 12 months, our 

square footage under development is up YOY 

• We are well positioned to step up our growth beginning in 
2012 

We are Re-Accelerating Our Growth 



• Brand continues to strengthen 

• Consumer demand for natural and organic products 
continues to increase 

• Flexibility on new store size has opened up additional market 
opportunities 

• Plenty of runway left in the U.S. 

• Canada and the U.K. hold great promise 

1000 Store Potential 
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The Best is Yet to Come

• We  continue to raise the bar and differentiate our 
shopping experience 

• We hope to continue to strike the right balance between 
rising costs and our retail prices based on our contracts, 
distribution, and tools to manage value  

• We are committed to producing incremental 
improvements in operating margin and ROIC 

• We see tremendous growth opportunities ahead 




