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On the physical asset side, the good news is that we started with a strong base of well-designed, well-located and well-maintained stores and
distribution facilities, but they are optimized only for store shopping.

Similarly, we already have the best team in retail, but they were trained in routines and processes focused primarily on tasks and designed exclusively
for guests who are shopping our stores. Now let me be clear: store shopping remains very important and will continue to be so in the future, but
it's no longer the only way people choose to shop.

So for both our physical assets and our people, we are modernizing how we work, which includes a meaningful investment to continue providing
the best of what physical shopping means today. At the same time, we are reorganizing virtually everything we do to ensure we provide convenience,
speed and reliability in all the ways that our guests want to shop.

Across our supply chain, we're testing and rolling out new processes designed to make us faster, more nimble, more accurate and reliable. Last
year, we told you about our new facility in Perth Amboy, New Jersey, which provides a clean slate where you could develop and refine a completely
new way to replenish stores, and the results have been impressive. Out-of-stocks on items in the store served by the Perth Amboy facility have
been running about 40% lower than our previous benchmark. These results were accomplished by applying a new inventory positioning logic,
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But there's much more to our efforts to expand our digital fulfillment capabilities and provide new, convenient options for our guests. In the first
quarter, when we launched free 2-day shipping on Target.com, we saw an immediate increase in the number of orders, basket size, units and sales.
The team continues to develop enhancements that will make us faster and extend the cutoff for 2-day shipping until later in the day.

One of our newest services is Drive-Up, and we are rapidly rolling out this capability across the country. We added this service in more than 250
stores in the first quarter, and we'll expand into 300 more in the second quarter. For the stores added in the first quarter, guest adoption is ramping
up more quickly than we saw in our Twin Cities test last fall, and the Net Promoter Score has climbed to 85 in recent weeks, the highest of any
service we provide.

Also new is same-day delivery through Shipt, which is now available for more than 700 stores and 80 markets in 25 states. In the second quarter,
we will launch in multiple markets in the Midwest, moving our total to nearly 1,000 stores. By the holiday season, we expect to have this service
available from a vast majority of our stores in well over 40 states. We are receiving really positive feedback on this service as well. As a result, other
retailers continue to join the platform, which helps Shipt's gross merchandise volume reach approximately 3x last year's volume in the first quarter.

In addition to Shipt, we continue to be pleased with the rollout of our other same-day delivery service in dense urban areas, which we refer to as
from-store same-day delivery. As Brian explained, this is a service in which guests shop the store, and we deliver their basket later in the day. We
tested this service in 5 New York stores last year. And based on the results, we've now rolled out this service to a total of 55 stores located in all 5
New York boroughs as well as Boston, Chicago, Washington, D.C., and San Francisco. Guests build much bigger baskets when they use this service,
and Home continues to be the leading category in these orders, accounting for more than half of the sales dollars.

And we continue to make guest-friendly improvements. In the first quarter, we simplified the fee structure in New York, moving from 3 rates to a
flat $7 rate. Order volumes spiked by 75% in response to this change.

And speaking of guest-friendly improvements, last week, we announced a 40% price reduction in our next-day Essentials delivery service, Target
Restock. This service allows guests to shop from a selection of more than 35,000 food and essential items, which we pack into a shopping cart-sized
box and deliver next day. The service is now nationwide, covering more than 75% of the U.S. population. And we reduced the delivery fee from
$4.99 to $2.99, and we offer it free for REDcard holders. Oh, and I should mention, as with 2-day shipping, Drive-Up and from-store same-day
delivery, we don't ask guests to pay an upfront annual fee to enjoy this service.

So as you can see, we have a rapidly growing list of services that we're scaling across the chain, providing guests with a combination of convenient
options, same-day, next-day, 2-day, pickup, in-store shopping and returns. That makes as unique in the marketplace. And as I said, our stores are
at the center of all of them. So we're investing in tools and capabilities in our stores to ensure they can reliably fulfill in all these new ways.

But the front of store still matters as well, and we're in the middle of an unprecedented remodel plan to ensure we continue to provide a differentiated
in-store experience, whether you're focused on a quick Target run or coming in, grabbing a Starbucks and taking a more leisurely stroll around the
sales floor.

We completed 56 remodels in the first quarter, and we've already launched well over 100 more that will be completed this quarter. Unlike the past,
when we plan these remodels, we partner with the local store team to customize the remodel plan to fit the needs of the neighborhood where it
is located. And we know it's working.

We continue to see average incremental lifts within the 2% to 4% range we've modeled for these projects. These lifts are mostly driven by additional
traffic as the new environment invites guests to visit more often. And when guests visit, they find a team that's better trained and better equipped
than ever before. Because we've rolled out training and ongoing product education, our guests are greeted by product experts in key areas like
Food and Beverage, Beauty, Electronics and Apparel.

In addition, we've allocated more hours to key shopping times, like weekends, and around key seasons, like Mother's Day, Back-to-School and
Back-to-College. We started to roll out these enhancements and meas greete6 171.754its aollenng mk-to-School and
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The data also shows we're getting high marks for our assortment across multiple dimensions, including the quality of our products, having the
assortment that fits our guests' needs, being in stock and delivering an assortment of trend right. Given all of these results, it's not surprising that
Target's overall Net Promoter Score has also been increasing, nor is it a surprise that we've seen an acceleration in guest traffic.

Our first quarter category results reinforce the value of our balanced category mix, which sustained our traffic before warmer weather arrived. And
it's clear that warm weather affects the timing of sales in some of our temperature-sensitive categories, including multiple parts of Apparel as well
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Also notable, the prior quarter's traffic growth of 3.2% was equal to the second-highest pace we've seen in the last 10 years. Traffic is a key focus
for us, and seeing growth at historic highs gives us increased confidence that we're pursuing the right strategies and making the right investment
to best position Target for long-term success.

Our first quarter gross margin rate of 29.8% was down about 20 basis points from last year. This was a bit below our expectations as the mix impact
of late spring weather caused a later-than-usual surge in higher-margin, temperature-sensitive categories. As temperatures warmed up in mid- to
late April, we saw the beginning of that surge, and it has continued into this quarter.

With this change, we are confident that we remain on track to deliver our previous guidance for the year, and it's one of the reasons we expect
comparable sales growth to move higher in the second quarter.

Our first quarter SG&A expense rate of 21.1% was about 40 basis points higher than last year. This increase was right on our expectations and was
driven by planned investments in our team, including wages and other items and increased investment in stores.

Our D&A expense rate was about 20 basis points higher than last year, reflecting accelerated depreciation on our remodel program as it ramps up
from last year's pace.

Altogether, our operating income margin rate was 6.2% in the first quarter, a little lower than our expectations because of the gross margin mix
of our sales.

Below the operating income line, our first quarter net interest expense was $19 million lower than last year. This reflects the impact of last year's
debt refinancing and retirement activity.

And finally, our effective income tax rate was 22.6% in the first quarter compared with 34.5% last year. This change was primarily driven by last
year's federal tax reform legislation.

Altogether, these results drove first quarter GAAP EPS from continuing operations of $1.33 and adjusted EPS of $1.32. Both of these metrics increased
more than 9% compared to last year.

One note. My remarks and today's press release reflect several new accounting standards that we've adopted this quarter. We provided detail on
these changes in a Form 8-K filing on May 11. And in that filing, we included updated prior year numbers that reflect these new policies. So you
could adjust your models to reflect the new accounting. If you haven't already, I encourage you to review the materials in that filing. And following
that review, if you have any questions about these changes and how they've affected the presentation of our financials, please reach out to John
Hulbert, and we will work to answer your questions.

At the end of the first quarter, our inventory was up about 9% compared with a year ago. As John Mulligan mentioned, this increase reflects a
couple of timing issues, along with the impact of strategic investments we've made in key categories, which will best position us to gain market
share as competitors close stores or liquidate their operations.

Turning now to capital deployment. We made capital investments of more than $800 million in the first quarter and returned more than $800
million of additional capital to shareholders in the form of dividends and share repurchases. We funded these investments and shareholder returns
through cash from operation as well as excess cash we held on our balance sheet going into the year.

We remain on track to deliver on all of our capital deployment goals for the year, including capital expenditures of approximately $3.5 billion,
maintaining our quarterly dividend with a commitment to annual increases and continued share repurchase within the limits of our middle A credit
ratings.
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