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2004 | ideas that drive value

IF YOU DON’T KNOW JOE,
YOU DON’T KNOW FLORIDA

Location, location, location.

They’ve been called the three most important words in
real estate. As Florida’s largest private landowner, these
are words JOE lives by.

Consider that many of our nation’s 76 million Baby

Boomers call Florida their favorite destination.

Consider also that JOE owns a significant percentage of
the coastal lands that remain available for development
in Florida. The vast majority of Florida’s coastal zone is

either already developed or can never be developed.

With more than 800,000 acres in Florida — much of it
near the Gulf of Mexico, JOE likes its location. A lot.

But nowadays, JOE believes the third most important
word in real estate is imagination. The ability to conceive,
create and build exceptional “true places” where people

are drawn to live, work and escape.

JOE is an expert at “place-making” — the art and science
of creating true places. JOE’s town, resort, commercial

and rural land development projects are planned to

JOE vs. S&P 500: RELATIVE VALUE 12-31-96 thru 12.-31-04*

{Includes reinvestment of dividends and distributions)

Dec. Dec. Dec. Dec. Dec. Dec. Dec. Dec,
1997 1998 1999 2000 2001 2002 2003 2004

*Please see footnote at the bottom of page 40. Data: Bloomberg information Services

create value by transtorming its timberlands into higher

and better uses.

One thing JOE is not imagining: the very real value that
has been delivered to shareholders. In 2004, JOE generated
a total return of 74 percent. Since 1997, JOE has returned
405 percent, compared to just 85 percent for the S&P 500.
Clearly, JOE values imagination because imagination

creates value.

If you believe in the power of imagination — and more
importantly, if you believe in the future of Florida — vou
need to know JOE.
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PETER S. RUMMELL
Chairman and CEQ
The $t. Joe Company

Dear Fellow Shareholders,

I was talking on the phone a couple of weeks ago when
my 12-year-old daughter, Mahala, came in to ask me a
question. She sat down and waited for me to get off —
a polite switch from her usual approach of talking without
regard to what else 1 may be doing.

I was talking to an old friend that I had lost track of, so we
were comparing notes and catching each other up on about
10 years of history. Of course, a lot of my story was about
JOE and what has been going on for eight years. I gave
him the CUff Notes version, which still took several minutes.

When I hung up, Mahala just looked at me, and I think
trying to be helpful, said: “Dad, you need a new story. You
have been telling the same story for the whole time we've
been in Jacksonville. It’s getting old!”

[ laughed at the time and thanked her, but later started
thinking about it. And the more I thought, the more I
realized she was right, but telling the same story if it

is a good one, is not a bad thing. In fact, it is a good thing.

During these past eight years at JOE, we've made some
mistakes, dozens of mid-course cortections and lots of
tactical edits and changes. But the premise we started with
is still in place, and more importantly, it is more valid
today than when we started.

Those most familiar with JOE may feel like my daughter —
that it’s time for a new story. But I'm reminded of an old
saying: “Repetition breeds comprehension.” I think Wall
Street is just beginning to grasp the power of the JOE
story. And that is a very good thing.

JOE’s story remains a simple one: Hundreds of thousands
of acres of high-quality coastal land bought years ago very
cheaply and concentrated primarily in Northwest Florida.
Wealthy, transitioning Baby Boomers seeking quality coastal
towns and resorts, especially in Florida. And a talented
management team dedicated to creating authentic, organic,
original places through a process called place-making.

We've long believed the combination of these factors could
trigger the creation of significant value and quality places
for many years to come.

DeLiverRING EXTRAORDINARY VALUE

By any measure, 2004 has been a great year for JOE and
our shareholders. We delivered outstanding value to share-
holders, while continuing to build a strong foundation for
future value.

For the year, JOE delivered shareholders a total return of
74 percent. From the start of 1997 through the end of 2004,
JOE’s value creation strategy has provided a total return of
405 percent compared to the S&P 500°s 85 percent.

Equally important, we made solid progress gaining new
land-use entitlements, creating a storehouse of future value.
At the end of 2004, we had land-use entitlements for nearly
30,000 units either in hand or in progress.

2 | Letter to Shareholders




We've been told thet location is the single most Important factor in determining real
estate value. Thet may be true, but | belleve we are entering an erg where the Imaging-
tlon of the developer has become & very close second.

Looking back, three significant accomplishments stand out

in 2004

First, all challenges to the land-use changes in the West Bay
Sector were resolved, furthering the potential relocation
of the Panama City-Bay County International Airport. At
year’s end, the Federal Aviation Administration (FAA)
released its draft Environmental Impact Statement (EIS),
which took a favorable view of the possibility of relocation.
While there are additional steps before a decision can be
reached, the FAA expects to issue a final Record of
Decision on the EIS by the end of 2005.

Second, during 2004 JOE closed its most significant
commercial transaction to date. Simon Property Group, one
of the nation’s largest retail developers, purchased 93 acres
and entered into a development agreement at Pier Park in
Panama City Beach. News of the transaction has attracted
tremendous interest from national and regional commercial
users and raised Northwest Florida’s profile to new heights.

And third, JOE received approval for two significant
Development of Regional Impact (DRI) land-use entitle-
ments, establishing a key part of our pipeline for years
to come. They include the DRIs for WindMark Beach in
Gulf County and RiverTown in St. Johns County. In addi-
tion, land-use entitlements were received for WaterSound
West Beach in Walton County and Perico Island in
Manatee County. All together, these projects include more
than 7,000 units and they represent a significant part of
JOE’s next generation of value creation.

Overall, we are very pleased with the value we delivered
and the progress we made in 2004. Considering the demo-
graphic shift of Baby Boomers that has just begun, we
believe JOE is well positioned to deliver value for many
years to come.

JOE’s Froripa: Powerep By ImMaGiNaTION
For decades, we've been told that location is the single
most important factor in determining real estate value.

That may be true, but I believe we are entering an era
where the 1magination of the developer has become a very
close second.

I have long said that place-making — the art and science of
creating true places — is the greatest challenge in real estate
development today. How do you take a parcel of land,
transform it into a place and in the process, create real
enduring value for everyone involved?

Many developers, burdened by debt and driven by the
desire to turn a quick profit, build the same development
in place after place without respect for the natural qualities
of the land or local circumstances. Once they find a
formula, they repeat it until it loses its appeal. Then they
move on to their next trick, which they repeat until it too
wears out.

We can afford to approach development very differently,
because for us, there’s no significant interest rate clock

TOTAL RETURN TO SHAREHOLDERS: 1-YEAR and 8-YEAR

H o B O

083

8-YEAR™ (Dec. 31, 1996 thru Dec. 31, 2004)

J0E MS REIT DJlA S&P 500 NASDAQ

*Please see footnote at the bottom of page 40. Data: Bloomberg Information Services
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At its most elemental, land s @ commodity product. The better we understand our land,
the better we are at shaping it and creating places that are the exact opposite of a

commodity - special, true, unigue.

ticking. We have the benefit of low-basis, high-quality
land holdings. And because our land holdings are so con-
centrated, we work hard to create projects of lasting and
increasing value — because we know every project we do
impacts the value of our next project.

JOE’s long-term value creation strategy requires us to
thoughtfully and creatively plan and develop unique
projects that respond directly to the land, local building
traditions, local culture and the many other factors that
create a sense of place. Our goal is for JOE projects to seem
as though they’ve always been there.

Others build developments — JOE creates places.

But how do we do that? How does JOE move beyond the
sameness that plagues so many other developers? It begins
with a deep understanding of the land, acre by acre. Our
team has walked miles and miles of our land to deepen our
understanding of it. We've found that a close relationship
with the land provides deep insights into its best use.

The better we understand our land, the better we under-
stand people’s dreams and aspirations, the more we find new
uses for our land and new places to create. The development
this year of RiverCamps is just one example.

INDIVIDUALS BETWEEN AGES 45 AND 64

Corresponds to number of births in millions. Estimate based on number of births
from corresponding birth year. Does not account for deaths or migration.
75

= ] "I ”"”"“Im

T T
1984 1994 2004 2014 2024 2034

80

{In Millions)
T

T

Source: National Center for Health Statistics, U.S. Dept. of Health and Human Services; Permar Inc., 2004

Record numbers of Baby Boomers are reaching the prime age for buying second

or vacation homes.

The places we developed in our first eight years are the
engines for JOE’s earnings today, and many of them will
produce earnings for years to come. We continue to work
hard, developing the creative foundation for new towns,
resorts and places. Some are nearly ready for the market,
while others are ideas just starting their journey.

New CHaLLeEngeEs, New QPPORTUNITIES

Mahala had a good point when she observed that JOE’s
story has not changed since our family moved to Jacksonville.
JOE’s story may not have changed, but as we enter the next
chapter, the challenges and opportunities are new. We are
focused, in particular, on three challenges:

The first is managing inventory to maximize value.

For the last several years, we talked about the opportunity
the Baby Boomer generation presents for us. We believe
we are seeing the beginning of a strong trend of increasing
demand for quality places in Florida.

At the same time, we are seeing very real infrastructure
improvements in Northwest Florida — improved transpor-
tation and health care, strengthening of local economies
and job creation. These very real improvements are making
Northwest Florida an even more attractive place to live.

Consequently, we put a great deal of effort into managing
our inventory to take advantage of the region’s improving
infrastructure and increasing values. It’s a good problem to
have, and one we spend a lot of time analyzing.

Our second challenge is to continue to create great places
where people will want to live, work and escape.

Our first-generation projects — places like WaterColor,
WaterSound Beach, SouthWood and Victoria Park — have
demonstrated our place-making ability and established our
credibility with potential customers.

Our second-generation projects are now about to enter

4 | Letter to Shareholders



KEVIN M. TWOMEY
President and COO
The St. Joe Company

the pipeline. Places like WaterSound, WindMark Beach,
SummerCamp and RiverTown will be coming to market
over the next few years and their impact will be felt over
the next 7 to 10 years and beyond.

The challenge we face today is to identify the places that
will be delivering value 10 to 20 years from now. The large
scale, long-term land-use plans that we have been working
on for West Bay and St. James Island are just two examples
of this process.

The strategic planning that leads to long-term land-use
plans has become a core expertise for us. We continue
working to improve it at every level: land analysis and
classification, land-use planning, entitlements, permitting,
product development and marketing.

Our third challenge is really one to our imagination, our
creatlvity.

We must continue to think broadly about our land in an
effort to find new products that will distinguish us from
other developers and will provide the range of alternatives
we think is so important.

At its most elemental, land is a commodity product. But, the
better we understand our land — and the better we under-
stand the hopes, the dreams and the needs of our potential
customers — the better we are at shaping it and creating
places that are the exact opposite of a commodity — special,
true, unique.

StitL No Orpinary JOE
I am now sure that JOE is a unique company — there is no
one else like us.

No other real estate development company has a vast
supply of high-quality, low-basis coastal land. No other
company has demonstrated the commitment to protecting
the environment and regional quality of life on the same

scale as JOE.

Most importantly, no other real estate company has shown
the imagination and creativity in thinking about every

aspect of our business — from land analysis to product devel-
opment to community development to regional planning.

At the end of the day, we remain “No Ordinary JOE” not
because of our real property, but because of our intellec-
tual property, our ability to create tremendous additional
value through our imagination.

While it 1s likely that “location” will always be the most
important factor in real estate, JOE is proving that there’s
a pretty strong case to be made for “imagination” too.

Sincerely,

Desld o

Peter S. Rummell

Jacksonville, Florida
March 14, 2005

Letter to Shareholders | 5



MEET JOE

JOE Owns Land. Lots of It.

More than 800,000 acres. More than any other private

landowner in Florida, we believe.

The numbers are impressive: several miles of white-sand
beach, hundreds of miles of waterfront, and hundreds of

thousands of acres near the coast.

Most of JOE’s land is in Florida’s Panhandle, bought in
the 1930s and 40s for only a few dollars an acre. For

decades it was used to grow pine trees for a paper mill.

Now JOE is developing its land, intent on doing it right.
JOE has the chance to avoid many of the problems that
have plagued other parts of Florida through planning
that carefully considers community and environmental

impacts.

Because its large land holdings are mostly contiguous,
JOE can think large-scale and plan long-term. Thought-
tully integrating neighborhoods, businesses and shopping
Permanently protecting the most environmentally

sensitive areas.
The bottom line? The quality and quantity of JOE’s land
holdings in Florida give JOE advantages other developers

simply do not have.

If Florida is your kind of place, better get to know JOE.

iy

ABovE: JOE owns approximately 352,000 acres within ten miles of
Florida’s coast.  Top LErT: JOE'’s land holdings include lhundreds of miles

of waterfront on bays, lakes, rivers and creeks.
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IF YOU DON°T KNOW JQE,
VOU DON'T KNOW FLORIDA
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“They have assets that can’t be duplicated.” - wuswes wines. mis svese fea Estate veiue Fung, in “Lots of Value. BARRON'S, June 14,
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JOE KNOWS BABY BOOMERS

Millions of Them.

STRATEGY

Seventy-six million to be exact.

That’s how many Baby Boomers will be passing through
the prime, second/vacation home demographic over the

next dozen or so years.

Many of these Boomers will be looking for their place
in the sun (and near the water). Many will be looking in

Florida. It’s their favorite destination.

Just one problem. Most of the land along Florida’s coast is
already developed — or can’t ever be developed. Turns out,
JOE owns a significant percentage of the developable

coastal land left in Florida.

JOE's ready to meet Baby Boomer demand. We already
have land-use entitlements for nearly 30,000 units across
Florida either in hand or in process. And the best is yet

to come.

JOE is developing a wide variety of places; each designed
to embrace its unique environment, each with its own

distinctive personality and sense of place.

If you think you know Florida, better talk to JOE. You’'ll
be surprised by the Florida you don’t know.

10 | St. Joe




Racut: JOE is creating Artisan Park, one of the last remaining

neighborhoods to be developed in Disney’s Celebration.

Lerr: JOE’s WoodLands provide the opportunity to enjoy rural li




LerT: Students attend The Florida State University School, a public
charter high school at SouthWood, in Tallahassee.
RIGHT: For JOE, protecting the environment is a_fundamental part of

creating value for shareholders and Northiwest Florida residents.
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JOE THINKS LONG-TERM

We’re Talking Decades.

PLANNING

JOE works to build lasting value.

When you own as much land in one place as JOE does,
you figure out pretty quickly that today’s project becomes
tomorrow’s neighbor. That the project you do today im-

pacts your ability to create interesting places in the future.

JOE is an expert at large-scale land-use planning. Thinking
decades ahead. Getting the infrastructure right. Protecting
the environment. Ensuring compatible land-uses. And most

importantly, protecting quality of life for the long-term.

JOE worked with local officials to develop a plan for West
Bay near Panama City, where a proposed airport is being
planned to anchor a regional employment center, and a

planned conservation area would protect the bay nearby
forever.

Elsewhere, JOE is working with community leaders in
Franklin and Gulf Counties to plan for quality growth

that respects local traditions and enriches the community.

If you believe in creating a legacy of value, JOE’s your
kind of company.

St. Joe | 13



JOE MAKES PLACES

Authentic. Organic. Original,

PLACE-MAKING

Here’s the thing about Baby Boomers.

They’re healthy, they're wealthy, they appreciate quality,
they demand high-environmental standards, and they
dismiss anything that’s not real. A fake place isn’t going

to cut it. That’s where place-making comes in.

There’s an art and a science to creating a “true place” —
and JOE is an expert in that process. JOE focuses a lot of

talent on creating:

1. PLACES TO LIVE
2. PLACES TO WORK
3. PLACES TO ESCAPE

[t’s a more challenging way to approach real estate devel-
opment, but it’s a sound business strategy. Over the years,
people have voted with their wallets, spending more to live

in places that have an authentic sense of place all their own.

JOE sets 1ts towns apart through strength of vision,

comimitment to creativity and an artist’s attention to detail.

14 | St. Joe




Rucnt: JOE Ranches will provide privacy and room to enjoy a range
of outdoor pursuits.
Lerr: The Private Residence Club at WaterColor offers a flexible

ownership option in the resort community.
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PLACES TO LIVE

for every dream imaginable

ELEVATING THE ART
OF RESCORT LIVING

With the development of WaterColor and WaterSound
Beach, JOE has raised the bar for Gulf Coast resort towns.
Though both have their own sense of place, they share
many traits. Spectacular white-sand beaches. Coastal
dune lakes. Distinctive architecture. World-class amenities.

Thoughtful master plans.

Nearby, Camp Creck Golf Club has been recognized as

one of Florida’s finest.

At WindMark Beach in Port St. Joe, one of the Southeast’s
last major beachfront towns is emerging. A three-and-a-
half-mile beach walk through restored dunes has been

designed to connect residents to the Gulf,

By embracing the architecture and spirit of Old Florida,
WindMark Beach is being designed to become a favorite
family gathering place.

ABove: WindMark Beach elevates “Old Florida” architecture to a new level

while maintaining a casual, comfortable feel. « Top RicHT: WaterColor has

become JOE's signature resort /residential community.

“We traverse the country..and nowhere are there better quality developments than those

brought tc you by the conceptual wizards at St. JO8." _ richars ¢. Young, Richard ¢. Young's INTELLIGENCE REPORTS July 200¢
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PLACES TOQ LIVE

relexed, comfortable, unigue
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ABOVE: The relaxed Gulf Coast lifestyle has proven very appealing to Baby

Boomers. JOE’s projects are helping to change perceptions of the Florida
Panhandle. » Tor R1GHT: WarerSoiind Beacl’s architecture combines the feel
of a Northern fishing village with Southern coastal building traditions,

creating a completely unique place.

CREATING NEW PLACES TO ENJOY
ON THE GULF COAST

Imagine your favorite beach house — but with much,

much better service. And a gourmet restaurant.

The intimate, casual comfort of the WaterColor Inn has

won praise from even the most discerning critics.

More importantly, the Inn has helped change perceptions
of the Florida Panhandle, and introduced many real estate

customers to the relaxed Gulf Coast lifestyle.

Also at WaterColor, the new Private Residence Club
(PRC) has given owners a new way to enjoy resort living.
As a fractional ownership program, PRCs provide many
of the benefits of owning a second home without all of the
responsibilities.

The PRC concept has proven so successful that JOE
15 looking at ways to offer similar products at other

JOE towns and resorts:

“The St. Joe Company is uniquely positicned tc profit from trends supporting ownership of
second homes in the United States, IN OUT VIEW.” _ L Todd vencil, CFa, BBAT Capital Markets, August 18, 2004

St. Joe | 19



PLACES TO LIVE
neighborhoeds with & strong sense of

place

DEFINING A BETTER PLACE
TO CALL HOME

Single-family homes. Town homes. Condominiums.
JOE’s residential communities offer a full range of choices
in many parts of Florida for anyone looking for a special

place to call home.
All are designed with community in mind.

Many JOE towns include extraordinary amenities — “Art
of Living” programs, award-winning golf courses, exten-
sive walking and biking trails, community centers, along

with commercial and retail centers.

And JOE towns are designed to exacting environmental
standards, preserving green space, natural landscaping and

regional character.

No matter what you're looking for in Florida, JOE has a
place for you.

ABOVE: JOE works to preserve green space and natural landscaping in its

master plans. At SouthWood, nearly one-third of the community has been
‘preserved as green space. » Top RIGHT: JOE towns are designed to promote

strong neighborhoods and communities.

“Southern Living subscribers are logking for new ideas to improve the piaces they live and

play. In our experience, JOE is committed to creative thinking and exceeding expectations.”

20 | St. Joe

— Richard P. Smyth, Jr., Vice President and Publisher, Southern Living Magazine, March 2005




N

' e

VAR

RAREE

ALY
(AN
AV

v
1

\

SERN




PLACES TO WORK

productive, convenient, connected to your tife

12 Depot is gne of the most recent nationa

e M Ponama Citygeacn. _




ApovEe: JOE develops a full range of high-quality commercial office space,

including new workspace for healtheare delivery. » Tor RIGHT: Simon
Property Group’s puschase of approximately 93 acres at Pier Park sent a

strong message to commercial developers about Northwest Flovida's future.

PLACE-MAKING DRIVES
COMMERCIAL DEVELOPMENT

Two things have caught the attention of national and
regional commercial developers: improving demographics
in Northwest Florida, and the success of JOE’s towns,

resorts and RiverCamps.

More rooftops and more prosperous households mean

more commercial opportunities.

Today, JOE is working on a full range of commercial
developments, from town centers to commercial centers

to office parks.

Bay County has become a primary focus of JOE
commercial development efforts. National companies
like The Home Depot have expanded there, and other

projects are in the pipeline.

JOE is working with Simon Property Group, one of
the nation’s leading retail developers, to create a regional

shopping and entertainment destination at Pier Park.

And at West Bay, a major regional employment center 1s

being planned around the proposed new airport.

“The Simon transaction, as well as other retail interest in the region, confirms that there is

strong commercial demand momentum near JOE's booming residential developments.”

— Karin A. Ford, Banc of America Securities, December 16, 2004
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ATTRACTING NEW BUSINESSES,
GROWING LOCAL BUSINESSES

JOE is helping to expand local economies by working
with Florida’s economic development professionals
to bring new businesses to the state. JOE can provide
relocating or expanding companies a full range of

commercial real estate services.

On the local level, JOE has pioneered the development
of a series of regional Northwest Florida commerce parks
designed to help small businesses and new businesses
grow. From South Walton County to Tallahassee,
commerce parks are creating opportunities for local

businesses.

And with the understanding that apartments and other
rental housing developments play an important role
in a region’s economic vitality, JOE has been identify-
ing commercial parcels in Northwest Florida to sell to

national and regional multi-family developers.

ABove: JOE’ corporate headquarters in Jacksonville, Florida, is part of the

company’s expanding commercial real estate portfolio. » Tor RicHT: JOE’s

Northwest Florida commerce parks provide local businesses room to grow.

“JOE has been a champion for quality economic development in Northwest Florida. We have

JUSt begu n t@ See t[h e ber}EfutS .” — Ted Clem, Executive Director, Bay County Economic Development Alliance, March 2005
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PLACES TO WORK
helping expand local economies

onal multi-family housing
ncreasingly interested in




PLACES TO ESCAPE

natural, secluded, protected rforever

Weeisees Shecial outdoor programs to help Tamilies
“Northwest Florida.




Asove: The RiverCamps Southern Living Idea Housc aitracied 15,000

visitors and helped communicate the RiverCamps experience to a broad
atdience. = Tor RiGHT: RiverCamps on Sandy Creek in Bay County will

extend the RiverCamps concept and embrace conservation as a core value,

NEW WAYS TO LIVE
CLOSER TO NATURE

RiverCamps on Crooked Creek has captured the
imagination of Baby Boomers along with others older and

younger seeking a refuge, a place to get away from it all.

In 2004, the Southern Living Idea House defined the
RiverCamps experience — casual, comfortable luxury in
a beautifully natural setting with a house that brings the

outdoors inside.

The RiverCamps concept presents a new way of thinking
about home. These low-density settlements are being
designed on beautiful bays, rivers and crecks in Northwest

Florida, as part of a permanent preservation area.

Owners will be able to take advantage of concierge services
and RiverCamps’ programs that include camping, hiking,
fishing, kayaking, boating, bird watching — even a day at a
nearby beach.

JOE has begun planning new RiverCamps, building on
the success of this first groundbreaking effort.

“Too often, the development process destroys nature, but in creating RiverCamps, JOE has
perfected gentle development, allowing people to live in harmony with the natural setting they

M 7
Came tO eﬂj Oy — Jan Gainer, Woman'’s Club of Panama City, March 2005
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RURAL LAND FOR
EVERY INTEREST

In developing the RiverCamps concept, JOE discovered
significant demand for a wide range of personal places to
escape, from one-acre home sites to much larger tracts in

rural settings.

After a detailed analysis of the land and the potential
market, JOE is creating new kinds of places to get closer
to nature that include FarmSteads, Ranches and other

rural settings to call home.

JOE’s rural land is different from the Florida most people
imagine. These new places will be set among Northwest
Florida’s rolling wooded hills and on coastal plains, often

with ponds, streams, grass lakes or forests.

JOE can offer larger tracts of land, allowing owners to
enjoy outdoor pursuits of every kind, in very private

settings.

Asove: Many of JOE’s rural land parcels can include beautiful ponds and

streams. » Tob LEFT: With thousands of rural acres available in Northwest

Florida, JOE can provide the perfect place for a cabin in the woods.

“We continue to be impressed by the creativity and environmental sensitivity in JOE’s

devel@pment eff@ﬂs.” — Paul D. Puryear, Raymond James & Associates, Inc., July 22, 2004
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PLACES TO ESCAPRE
well off the beaten path

st for-almost.any outd




PLACES TO ESCAPRE

protecting mother nature’s best work




ABove: Ai WindMark Beach, JOE is restoring the dunes to their natutal
condition and building a three-and-a-half-mile beach walk, with several
public access points. « Tor LEFT: JOE has become one of Florida’s leading

conservationists, helping to protect 250 square miles since 1997.

PRESERVING SPECIAL PLACES
FOR GENERATIONS TO COME

JOE has long recognized that preserving environmentally
sensitive lands today will create lasting value for shareholders

and the people who call Northwest Florida home.

Today JOE’s conservation efforts take many forms, but
the goal is clear: to preserve the best of Florida for future

generations to enjoy.
)

Since 1997, JOE has moved approximately 160,000 acres —
250 square miles — to conservation status, becoming one of

Florida’s leading conservationists.

JOE continues to exceed state environmental standards in
the places it develops, preserving a significant percentage
of nearly every one of its towns and resorts as green space.
And with its RiverCamps product, JOE has defined a new

approach to conservation.

And JOE is also working closely with state regulators
and environmentalists to 1dentify new, progressive ways

to permanently protect the best Florida has to offer.

“I've had the privilege of enjoying the natural beauty of West Bay most of my life. Now, thanks
to JOE's preservation efforts, I'll be able to share the wonders of this bay and its creeks and
woods with my chiidren and grandchildren. That is a wonderful gift.”

~ The Honorable Lee Sullivan, Mayor of Panama City Beach, Florida, March 2005
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AND JOE IS
JUST GETTING STARTED

JOE’s first-generation projects are setting new standards for
master planned towns and resorts. Soon, several significant
next generation projects are expected to enter the pipeline,
designed and planned to raise that standard further and

create value for many years to come.

For example, in Bay County, efforts to relocate the
Panama City-Bay County International Airport continue
to move forward. This proposed new airport would anchor
West Bay, a 74,000-acre planning area. The Federal
Aviation Administration has announced it expects to issue
its Record of Decision regarding the airport relocation by
the end of 2005.

While there are many steps remaining before construction
can begin, plans for the area include commercial, industrial,

retail and residential development.

In Franklin County, south of Tallahassee, SummerCamp
is eagerly anticipated. With entitlements for 499 units on
782 acres, this Gulf Coast resort includes more than four

miles of waterfront.

ABOVE: PoRT ST. JOE — JOE has begun working with Gulf County officials

and citizens on an exciting new extension and refmagining of downtown Port
St. Joe. The project has been conceived to link the existing downtown to the
frarbor. » Tor LEFT: SoutHWooD TowN CENTER — At SouthWood, a
vibrant new town center is taking shape, bringing new retail and commercial

opportunities.

“With the continued development and maturation of the infrastructure in Northwest Florida
and particularly along the coastline, we expect significant growth over the riext five years for

St. Joe’s residential development Operations.” — james . wison, CFa, IMP Securities, February 3, 2005
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THE BEST IS YEU TO COME

JOE HAS NEARLY 30,000 UNITS ENTITLED OR IN VARIOUS STAGES OF THE
LAND-USE ENTITLEMENTS PROCESS IN A VARIETY OF MARKETS ACROSS FLORIDA

Summary of Land-Use Entitlements.* JOE Residential, Resort and RiverCamps Projects in Florida (December 31, 2004)

Project County Total Project Maximum Project Units Sold or
Acres Unitst Under Contract

Artisan Park?
Camp Creek Golf Cottages .
Cutter Ridge ......ccocceenne.

0sceola
.. Walton ..
Franklin ..

East Lake Powell .. .. Bay ..
Hawks Landing ... ... Bay ..
Palmetto TrACE .ot et Bay ..
Paseos? .......... . Palm Beach ..
Perico Istand® ....... Manatee ..

Pier Park (Residential) .......... ... Bay ..
RiverCamps on Crooked Creek . .. Bay ..
RiverCamps on Sandy Creek .......cocoveevvrcnrevinscseneias ... Bay

RIVEICTEST? oot en e Hillsborough
RiverSide at Chipola ... Calhoun ..
RiverTown ............. . St. Johns ..
SOUtAWOOT ..ovocevcriie et ebe e Leon
St. Johns Golf & Country Club ....cocvvrreririrircr e St. Johns
SummerCamp ...coovrererrinns Franklin ..

The HaMMOCKS ...ovvvierreriieeiecinecie e et et .
Timber island® ... Franklin ..
Victoria Park ..... . Volusia ..
WaltON COMMEIS oot e e
WaterColor ... vvccncrcnninne e e
WAEIMIIl Lo e e e e s
WaterSound Beach ..
WaterSound Phase | ....
WaterSound West Beach
WaveCrest .o
West Bay DSAP Phase |
WindMark Beach ......ociviiviioeinin e e

TOTALS e b s s

! A project is deemed land-use entitled when all major discretionary governmental land-use approvals have been received. Some of these projects may require additional permits for development and/or build-out; they also may be
subject to legal challenge. Maximum project units represent the number of units entitled. The actual number of units to be constructed at full build-out may be lower than the number entitled.

2 paseos and Rivercrest are each 50 percent owned by JOE. Artisan Park is 74 percent owned by JOE.

3 JOE has an option to purchase the tand for this project.

* Timber Island land-use entitlements are approved for hotel or other transient uses (including units held with fractional ownership such as Private Residence Clubs) and inciude 480 wet/dry marina slips.

5 James island and Hampton Park are not included in this table since only 4 units remain to be sold, inciuding 3 models.

Summary of Land-Use Entitlements in Process.! JOE Residential, Resort and RiverCamps Projects in Florida (December 31, 2004)

Project County Total Project Estimated Maximum
Acres Project Units?

Cutter Ridge FUtUre Phases .....ccovveecimrineroinieieincns Frankliin

Port St. Joe MillSIte? ...ooviivivier e Gulf ..

WaterSound Next Phase .. .. Walton ..

St. James Island® .....ooeveeeen Frankiin ..
West Bay DSAP Phases Il and Il ..o Bay

! All developments listed are in the preliminary planning process and have significant land-use entitlement steps remaining that could affect timing, scale and viability. There can be no assurance that these entitlements will ultimately
be received. No RiverCamps projects were in the land-use entitlements process as of December 31, 2004,

2The actual number of units to be constructed at full build-out may be lower than the number ultimately entitled.

3 JOE awns 50 percent of a joint venture that owns the Port St. Joe Millsite.

 As shown on the proposed Franklin County St. James Island Future Land-Use Map Amendments.
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mmunities where we do business. Today, JOE's strategic planning process is looking well
f lite. Looking ahead, we believe the best is yet to come.

In Bradenton, Florida, JOE received land-use approvals
for Perico Island, a 686-unit waterfront condominium
community that has been designed to meet exacting

environmental standards.

Now, with a significant inventory of land-use entitlements

in hand, JOE has begun planning the projects that will

deliver shareholder value 10 to 20 years from now.

ABovE: WINDMARK BEACH ~ A major expansion of WindMark Beach in Guif
County is about to begin. Plans include 1,662 units on 2,080 acres and a three-
and-a-half-mile public beachfront trail system. No resideniial development is

planned seaward of the BeachWalk, and JOE intends to provide public access points

and beach parking.

RiIGHT: R1verRTowN — Located in St. Johns
County approximately 30 miles south of
Jacksonville, RiverTown is being planned for
4,500 units on 4,170 acres. The development is
sttuated on a_four-and-a-half-mile stretch of the

St. Johns River, convenient to I-95.




JOE has earned a reputation for delivering value = both to shareholders and to th
Into the futurs, creating a pipeline of value while working te protect Flerida’s quall




meanagement team

WHO IS JOE? When JOE began its transformation in 1997 from papermaker

to place-maker, the first priovity was to assemble the most talented team in the

real estate business. Fast forward to 2005, JOE’s management team now has

extraordinary depth and breadih of experience in every critical skill necessary to

plan, create, entitle and deliver true places and shareholder value.

PETER RUMMELL KeviIN TWOMEY
Chairman President
and Chief Executive Officer and Chief Operating Officer

BRrRITT GREENE Tony CORRIGGIO CHRIS MARX EVERITT DREW
President Chief Financial Officer General Counsel President
St. Joe Towns & Resorts and Corporate Secretary St. Joe Land Company

CLAY SMALLWOOD PercH GisBONS CHRi1s CORR Mike REGaN
President President Senior Vice President Senior Vice President
St. Joe Timberland Company Advantis Real Estate Services Strategic Planning Finance and Planning
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*JOE’s senior management has assembled a poel of telent and depth at the organization |
that together yleld new innevative [deas and entitlements for the land - constantly adding
significant additional value for its holdINGS.” - swte k. veentn, asvest, ine., sanvary 14, 2008

R ACHELLE GOTTLIEB JErRRY Ry MIKE REININGER STEVE SOLOMON
Senior Vice President Senior Vice President Senior Vice President Senior Vice President
Human Resources Corporate Communications Creative Services Treasurer

Janna CoNNOLLY Jerr GoTTLIEB Liz PIERCE STEVE SWARTZ
Vice President Vice President Vice President Vice President
Controller Tax Information Services Investor Relations

Dave TiLLIs BriaN YABLONSKI
Vice President Vice President
Regulatory Affairs Public Affairs
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tfinamecial highlights

ST. JoE's CoMMON SToCK PERFORMANCE

St. Joe had approximately 77,000 beneficial shareholders as of March 9, 2005. The Company’s Common Stock is quoted on the New York Stock Exchange (NYSE)
Composite Transactions Tape under the symbol “JOE.”

The range of high and low sales prices for the Common Stock as reported on the NYSE Composite Transactions Tape for the periods indicated is set forth below:

2004 2003
COMMON STOCK PRICE HIGH LOW HIGH LOW
First Quarter $ 4199 $ 3639 $ 30.74 $ 2619
Second Quarter 4227 35.06 31.58 27.04
Third Quarter 49.08 39.38 35.01 31.01
Fourth Quarter 64.75 46.97 38.60 32.05

SuMMARY BALANCE SHEET (DOLLARS IN MILLIONS)

YEAR ENDED DECEMBER 31, 2004 2003 2002
Assets
Investments in real estate $ 942.8 $ 886.1 $ 806.7
Cash, cash equivalents, marketable securities and
short-term investments 94.9 58.0 74.4
Prepaid pension asset 94.1 91.8 91.0
Property, plant and equipment 336 36.3 429
Other assets 238.4 203.5 154.9
Total assets $ 1,403.6 $ 1,275.7 $ 1,169.9

Liabilities and Stockholders’ Equity

Debt $ 421.1 $ 382.2 $ 320.9
Accounts payable, accrued liabilities 212.3 165.8 151.2
Deferred income taxes 264.4 232.2 212.0
Total liabilities 897.8 780.2 684.1
Minority interest 10.4 8.2 5.7
Total stockholders’ equity 495.4 487.3 480.1

Tota! liabilities and stockholders’ equity $ 1,403.6 $ 1,275.7 $ 1,169.9

Summary CasH FLow (DOLLARS IN MILLIONS)

YEAR ENDED DECEMBER 31, 2004 2003 2002
Cash and equivalents, beginning of year $ 57.4 $ 73.3 $ 40.9
Net cash provided by operating activities 135.8 117.8 . 106.2
Net cash (used in) provided by investing activities (36.2) (116.5) 49.0
Net cash used in financing activities (62.2) (17.2) (122.8)
Cash and equivalents, end of year $ 94.8 $ 57.4 $ 73.3
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results of operations

STATEMENTS OF INCOME (DOLLARS IN MILLIONS, EXCEPT PER SHARE AMOUNTS)

YEAR ENDED DECEMBER 31, 2004 2003 2002
Revenues:
Real estate sales 734.3 592.2 $ 484.0
Realty revenues 98.1 62.5 58.5
Timber sales 35.2 36.6 40.7
Rental revenues 40.5 31.0 24.2
Other revenues 43.4 28.5 19.0
Total revenues 951.5 750.8 626.4
Expenses:
Cost of real estate sales 484.7 353.2 290.8
Cost of realty revenues 63.9 36.2 33.2
Cost of timber sales 21.8 24.2 28.9
Cost of rental revenues i5.9 14.1 11.2
Cost of other revenues 376 27.2 231
Other operating expenses 102.2 91.6 84.1
Corporate expense, net 43.8 34.5 27.5
Depreciation and amortization 351 28.4 201
Impairment losses 2.0 14.4 -
Total expenses 807.0 623.8 518.9
Operating profit 1445 1270 107.5
Other income (expense) (9.2) (6.9) 122.0
Income from continuing operations before equity
in income (loss) of unconsolidated affiliates,
income taxes and minority interest 135.3 120.1 229.5
Equity in income (loss) of unconsolidated affiliates 5.6 (2.2) 11.0
Income tax expense (53.2) (42.2) (89.0)
Minority interest (2.6) (0.8) (1.3)
Discontinued operations 5.0 0.8 24.2
Net income 90.1 75.9 $ 174.4
Net income per diluted share 1.17 0.98 $ 2.14
Weighted average diluted shares outstanding 76,908,300 77,825,790 81,340,615
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summary of industry segments
and forward-looking statements

OPERATING REVENUES BY SEGMENT (DOLLARS IN MILLIONS)

YEAR ENDED DECEMBER 31, 2004 2003 2002
Towns & Resorts development $ 617.6 $ 494.9 $ 386.7
Commercial real estate development and services 226.7 120.1 111.2
Land sales 721 99.2 84.0
Forestry 35.1 36.6 41.2
Corporate and other -~ - 3.3
Total revenues $ 951.5 $ 750.8 $ 626.4

SEGMENT IncoME FrRoM CoNTINUING OPERATIONS BEFORE EQuiTY IN INCOME (Loss) oF UNCONSOLIDATED
AFFILIATES, INCOME TAXES AND MINORITY INTEREST (DOLLARS IN MILLIONS)

YEAR ENDED DECEMBER 31, 2004 2003 2002
Towns & Resorts development $ 99.9 $ 80.6 $ 60.8
Commercial real estate development and services 23.0 4.7) 1.4
Land sales 57.2 78.5 68.1
Forestry 9.1 8.1 8.0
Corporate and other (53.9) (42.5) 91.3

Income from continuing operations before
equity in income (loss) of unconsolidated affiliates,
income taxes and minority interest $ 135.3 $ 120.0 $ 229.6

FORWARD-LOOKING STATEMENTS

We have made forward-looking statements in this Annual Report. The Private Securities Litigation Reform Act of 1995 provides a safe-harbor for forward-looking
information to encourage companies to provide prospective information about themselves without fear of litigation so long as that information is identified as
forward-looking and is accompanied by meaningful cautionary statements identifying important factors that could cause actual results to differ, possibly materially,
from those in the information. Any statements in this Annual Report that are not historical facts are forward-looking statements. You can find in this Annual Report
many of these forward-looking statements by looking for words such as “intend,” “anticipate,” “believe,” “estimate,” “expect,” “plan” or similar expressions.
Forward-looking statements are not guarantees of performance. You are cautioned not to place undue reliance on any of these forward-looking statements, which
speak only as of the date made. We undertake no obligation to publicly update or revise any forward-looking statement. Forward-looking statements are subject
to numerous assumptions, risks and uncertainties. Risk factors that may cause the actual results to differ from those contemplated by forward-looking statements
are described in our Annual Report on Form 10-K for the year ended December 31, 2004,

FooTNOTE FOR PAGEs 1 aAND 3

*The Company calculates the total return of its common stock incorporating the reinvestment of dividends and distributions. On October 9, 2000 the Company
distributed to its shareholders the Company's equity interest in Florida East Coast Industries, Inc. (FECI). The Company calculates total shareholder return as if
recipients of the spun-off FECI equity interest sold the FECI stock received on the day of receipt (at the closing price on that date) and reinvested the proceeds
from the sale into the Company's common stock on the same day (again, at the closing price on that date).
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board of directors

PeTER S. RUMMELL MicHAEL L. AINSLIE Hucr M. DURDEN Dr. Apam W. HERBERT, JR.
Chairman and Retired President, Chairman of the Board of Trustees President

Chief Executive Officer Chief Executive Officer and Director The Alfred I. duPont Testamentary Trust Indiana University

The St. Joe Company Sotheby's Holdings

DEeLorREs M. KEsSLER JoHN S. LorpD WaLTER L. REVELL Witriam H. Warron, II1
Chairman Retired President Chairman and Managing Member

ATS Services, Inc. Bank of America — Central Florida Chief Executive Officer Rockpoint Group, LLC

Chairman and CEO Revell Investments International, Inc. Managing Principal

Adium, LLC Westbrook Real Estate Partners, LLC
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company informatien

MANAGEMENT CERTIFICATION

During 2004, Peter Rummell, our Chairman
and Chief Executive Officer, executed the
annual CEO certification required by Section
303A.12(a) of the New York Stock Exchange
Manual. In addition, Mr. Rummell and Kevin
Twomey, our President, Chief Operating Officer
and, at the time of signing, our Chief Financial
Officer, executed the certifications required
by Section 302 of the Sarbanes-Oxley Act of
2002, which are filed as exhibits to our Annual
Report on Form 10-K for the year ended
December 31, 2004.

How 1o CoNnTACT

THE ST. JoE ComMPANY
BoarD OF DIRECTORS

By mail:

The St. Joe Company Board of Directors
The St. Joe Company

245 Riverside Avenue

Suite 500

Jacksonville, FL 32202

By phone:
800.571.4840 or
904.301.4272

By e-mail:
directors@joe.com

AupiT COMMITTEE
Walter L. Revell,* Chairman
Delores M. Kesler

William H. Walton, [l

* Designated Financial Expert

CoMPENSATION COMMITTEE
Michael L. Ainslie, Chairman

Hugh M. Durden

Delores M. Kesler

John S. Lord

GOVERNANCE AND
NoMINATING COMMITTEE
Hugh M. Durden, Chairman
Michael L. Ainslie

Dr. Adam W. Herbert, Jr.

Walter L. Revell

FinaNnce COMMITTEE
John S. Lord, Chairman

Dr. Adam W. Herbert, Jr.
William H. Walton, Ul

LisTiNG
New York Stock Exchange: JOE

Principal ExeEcuTIVE OFEICE
245 Riverside Avenue

Suite 500

Jacksonville, FL 32202

INTERNET
www.joe.com

NuMmBER OF FULL-TiIME EMPLOYEES
As of December 31, 2004: 1,603

10-K REPORT

A copy of the Company’s Annual Report

on Form 10-K for the year ended December 31,
2004 filed with the Securities and Exchange
Commission accompanies this Annual Report.
You should refer to the Form 10-K for important
information about the Company. Additional
capies of the Form 10-K are available to share-
holders without charge upon written request to:

Stephen A. Swartz
Vice President
Investor Relations

The St. Joe Company
245 Riverside Avenue
Suite 500
Jacksonville, FL 32202

TRANSFER AGENT AND REGISTRAR

Wachovia Bank, N. A.
Shareholder Services Group
1525 West W.T. Harris Bivd. 3C3
Charlotte, NC 28288-1153
800.829.8432

INDEPENDENT AUDITORS
KPMG LLP

One Independent Drive, Suite 2700
Jacksonville, FL 32202

ANNUAL MEETING

The Annual Meeting of Shareholders
will be held on Tuesday, May 17, 2005
at 10 a.m. in the Riverfront Conference
Room of 245 Riverside Avenue,
Jacksonville, FL.

Phone: 904.301.4200

MEpia RELATIONS CONTACT
Jerry M. Ray

Seniar Vice President

Corporate Communications

Phone: 904.301.4430

E-mail: jray@joe.com

INnvESTOR RELATIONS CONTACT

Stephen A, Swartz

Vice President

Investor Relations
Phone: 904.301.4347
Toll-free: 866.NYSE.JOE
E-mail: sswartz@joe.com
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In 1999, JOE feunded The St. Joe Community Foundatien, & not-fer-preflt erganization dedicated to Improving the
quelity of life in Nerthwest Floride. The Foundetion makes community investments to help improve the regien’s
sducetion system, heealth care, arts and culture, and parks and recraation. The Foundation s funded by & transfer
&8 on propertes seld n select JOE communities in Welton, Bay, Gulf end Franklin Counties. For mere infermation
albout the misslon of this Important, innovative erganizatien, visit www.stjel.com.




“The Panhandle probably is the last, best development opportunity remaining in the entire country.

— PricewaterhouseCoopers, “Markets to Watch,” Emerging Trends in Real Estate® 2005




