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Year Ended December 31,  2005   2004  2003
($ in Millions, except per share amounts)   % Increase

Revenue  $1,552.4  23%  $1,257.4 $1,046.5

Net Income  $138.7 35% $102.4  $67.3

 Provision for income taxes  83.4  61.9  41.7

 Financing costs 1  14.5  7.8  17.5 

 Other expenses 2  –  –  4.3 

 Stock compensation expense 3 14.1  15.8  5.9 

 Depreciation and other amortization  58.6  62.6  53.9 

 Amortization of purchased intangibles  41.1  28.8  20.6 

Adjusted EBITDA  $350.4 25% $279.3   $211.2 

 Plus change in deferred revenue  63.4  70.7  113.9 

 Less change in redemption settlement assets  (17.4)  (28.2) (49.0) 

 Foreign currency impact and other  (14.4)  (16.5)  (43.4) 

Operating EBITDA  $382.0 25% $305.3   $232.7 

Net Income  $138.7  $102.4  $67.3 

 Add back non-cash non-operating items:

    Amortization of purchased intangibles  41.1  28.8  20.6 

    Stock compensation expense 3  14.1  15.8  5.9 

    Other expenses 2  –  –  4.3 

    Mark to market swap adjustment 4  –  (4.7)  (8.3)

Income tax effect 5  (19.2)  (12.7)  (6.8) 

Cash Earnings  $174.7 35% $129.6  $83.0 

Weighted average shares – diluted  84.6  84.0  80.3 

Net income per share – diluted  $1.64  $1.22  $0.84 

Cash earnings per share – diluted $2.06 34% $1.54   $1.03 

*  The Non-GAAP financial information presented herein may not be comparable to similarly titled measures presented by other companies and may not be identical  
to corresponding measures used in our various agreements or SEC filings. See our web site, www.AllianceDataSystems.com, for an explanation of use of Non-GAAP 
Financial Measures.

1   Financing costs includes non-cash, fair value gain on swap of zero, $4.7 million and $8.3 million for the twelve months ended December 31, 2005, 2004 and 2003, 
respectively.

2  Represents the non-cash write-off of debt issuance costs associated with the early payoff of subordinated notes and term debt.

3  In 2005, the company recorded stock compensation expense primarily related to the amortization of time based restricted stock and the achievement of certain targets 
for performance based restricted stock for certain officers. In 2004 and 2003, stock compensation expense is based on the achievement of certain targets for perfor-
mance based restricted stock for certain officers.

4  Represents the fair value gain on an interest rate swap that does not meet the hedging requirements of Statement of Financial Accounting Standards No. 133, as revised.

5  Represents GAAP income taxes adjusted for the related tax benefit or expense for the non-GAAP measure adjustments.

Selected Financial Highlights and 
Reconciliation of Non-GAAP Information*



191 Million Statements Generated

$6.6 Billion in Credit Sales

$3.2 Billion in Average Managed Receivables

3.2 Billion AIR MILES® Reward Miles Issued

2.0 Billion AIR MILES Reward Miles Redeemed
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Know. How.

“Know” expresses the thinking, insightful, strategic portion of what we 

do for our clients. “How” reflects the solutions we deliver that help our 

clients create stronger, more loyal customer relationships. 

At Alliance Data, we differentiate ourselves by how we serve clients, 

build a unique company culture and expand our business. This differ-

entiation is best summarized by our ability to take insight and knowledge 

and make things happen. We apply more than knowledge; we apply the 

insight to effectively use that knowledge for the benefit of our clients. 

This uniqueness can be described as “Know. How.” 

Know. How. 
It sounds simple, but the results are powerful.



Company Overview

Alliance Data is a leading provider of transaction services, credit 

services, and marketing services in North America. We focus  

on facilitating and managing interactions between our clients and 

their customers by leveraging our unique insight into consumer  

behavior. The solutions we offer help our clients acquire and retain 

new customers, as well as increase the loyalty and profitability  

of their existing customers. Alliance Data has a client base in 

excess of 450 companies, consisting mostly of specialty retailers, 

petroleum retailers, utilities, supermarkets, and financial services 

companies. The company has approximately 8,000 associates  

working in more than 40 locations worldwide.
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Continued Momentum
For 2005, all three of our growth engines – loyalty 
and marketing services, private label credit 
card programs, and utilities services – once 
again experienced strong growth:

•  In our loyalty and marketing services, the 
AIR MILES Reward Program renewed 
agreements with Sobeys and with Canada 
Safeway Limited. We also signed a long-
term contract renewal with Amex Bank of 
Canada, a top-five AIR MILES sponsor, to 
continue offering Canadians the American 
Express AIR MILES Credit Cards.  
 
Through our Epsilon business, we signed 
a five-year extension to continue providing 
integrated relationship management  
services for the Hilton HHonors® Guest 
Rewards Program. Epsilon was also  
chosen to launch the CompUSA Business-
to-Business loyalty program in 2005.  
 
 
 

Epsilon was already a strong contributor for 
us, but it became even stronger with our  
2005 acquisition of Bigfoot Interactive (now 
Epsilon Interactive), an email marketing 
services provider. Epsilon and Epsilon 
Interactive provide Alliance Data with  
a powerful array of direct marketing solutions 
that combine marketing, transaction, tech-
nology and analytical services. Recently, 
both companies were recognized by 
Forrester Research as leading service  
providers in their industries. 
 
Our acquisition of DoubleClick Email 
Solutions in early 2006 solidified our position 
in this arena even further and gave Alliance 
Data a more global presence. 

To Our Stakeholders:

Alliance Data recorded another successful year in 2005. As we enter 

our 10th year, and approach the five-year anniversary of our initial public 

offering, we continue to experience solid growth in our capabilities, in our 

client relationships and in our financial performance. Our success is due 

to the continued confidence placed in us by clients and stockholders, and 

the dedication and innovation brought to life by our associates every day.



•  Our private label services remain attractive 
for retailers who want a competitive edge. 
An example can be seen in top-ten client 
Limited Brands, which extended our  
previous agreements to provide services 
across its Victoria’s Secret, The Limited, 
Express, Bath and Body Works and  
Henri Bendel brands. 
 
Other signings throughout the year included 
a multi-year renewal with The Dress Barn, 
Inc. and Maurices Incorporated, and the 
expansion of our relationship with Spiegel 
Catalog and Newport News via long-term 
agreements to provide co-brand credit card 
programs for both brands. 
 
We were successful forming new relation-
ships as well. Several examples include  
our long-term agreements to provide private 
label credit card services for Z Gallerie and 
Blair Corporation, as well as agreements  
to provide private label credit card and 
co-brand services for Hanover Direct and 
a co-brand credit card program for Gander 
Mountain Company. 

•  We further strengthened our position in the 
utility industry in 2005. Alliance Data was 
selected by First Choice Power to provide  
a set of comprehensive billing and customer 
care solutions and by Green Mountain 
Energy to handle CIS billing. We also signed 
a long-term renewal agreement with PEPCO 
Energy Services and expanded our relation-
ship with Cobb Energy, one of the largest 
Co-op electric utilities in the United States.  
 
New agreements with Hampton Roads 
Sanitation District, for consulting services, 
and with Greenville Utilities Commission,  
to provide customer care solutions, are  
additional evidence that our offerings for  
this industry are well-received. 

J. Michael Parks – Chairman, President and Chief Executive Officer
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2005 Letter to Stakeholders



Strong Results
Our financial results for 2005 reflect these 
and many other achievements and activities 
throughout the year. Revenue increased 23 
percent to $1.55 billion for the year ended 
December 31, 2005 from $1.26 billion for the 
year ended December 31, 2004. Adjusted 
EBITDA increased 25 percent to $350.4 mil-
lion in 2005, compared with $279.3 million in 
2004. Operating EBITDA was $382.0 million 
in 2005, a 25-percent increase from $305.3 
million in 2004. Diluted cash earnings per 
share grew by 34 percent to $2.06 per share 
in 2005 from $1.54 per share in 2004.

We also announced a $300 million share 
repurchase program in 2005, and increased 
our credit facility by $300 million, providing  
us with increased financial flexibility. 
 

The Future
Alliance Data has posted 19 straight quarters 
of meeting or beating our targets. This kind  
of performance, over an extended period,  
is something in which we take pride. 

Still, we are not content with past successes. 
We view them, instead, as a foundation on 
which we can build our future. We have  
a strong business model that provides good 
cash flow, high visibility and clear predictability. 
We have associates who are empowered and 
passionate about the role they play in driving 
our continued growth. 

From this solid platform, we believe we are 
well-positioned to realize the benefits of our 
client relationships, industry knowledge, 
implementation expertise, and unique culture.  

Our goal: to have great companies call Alliance 
Data first to create more loyal and profitable 
customer relationships. 

Sincerely,

J. Michael Parks 

Chairman, President  

and Chief Executive Officer 
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Alliance Data partners with its  
clients to develop unique insight  
into consumer behavior. We use  
that insight to create and manage 
customized solutions that change 
consumer behavior and enable  
our clients to build stronger,  
mutually-beneficial relationships  
with their customers.

Our 
Mission



Transaction Services      Credit Services      Marketing Services
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Private Label Services
Alliance Data’s private label services, included in our transaction and credit services reporting 
segments, provide some of North America’s most recognizable retailers with innovative solutions 
that reflect our deep roots in the retail industry. Alliance Data finances and operates private label 
credit card programs that not only free retailers from the time and technology demands of stand-
alone programs, but also allow them to focus entirely on their core businesses, boosting their 
competitive advantage. 

Our retail clients achieve significant benefits from these services, including increased sales, lower 
costs, greater brand awareness, and a broader, more loyal customer base. Alliance Data’s private 
label credit card programs create additional marketing opportunities that can dramatically drive 
sales and loyalty. Private label cardholders typically visit the store twice as often and spend two-
and-one-half times more per year than non-cardholders. 

Services Designed 
to Add Value
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Utility Services
Alliance Data is a leading provider of billing and customer-care services to regulated, deregulated, 
and municipal utilities, which collectively serve millions of end-user utility customers. As a part of 
our transaction services reporting segment, Alliance Data’s offerings for the utility industry reflect 
our belief that by adding value at each customer touch-point, we can help our utility clients create 
strong relationships, even in an increasingly competitive consumer marketplace. Our services to  
this industry include: 

•  Business Process Outsourcing to strengthen customer relationships with innovative billing and 
customer-service solutions 

•  System Integration and Implementation to keep our clients’ business systems running smoothly 
and efficiently during periods of expansion

• Application Management to reliably maintain our clients’ mission-critical software systems

•  Strategic Consulting, to help our clients meet their business objectives in rapidly changing 
environments

Experienced Alliance Data associates tailor these services to the needs and goals of our  
utility clients to achieve measurable business improvements and financial benefits in this rapidly 
evolving industry. 

Loyalty and Marketing Services
Alliance Data’s loyalty and marketing services change consumer behavior in ways that are mutually 
beneficial to our clients and their customers. Using sophisticated analytics, proven marketing pro-
grams and vertical industry expertise, Alliance Data helps its clients target consumers with relevant 
offers and information. This moves consumers through a spectrum from shoppers-with-a-purpose, 
to casual customers and, finally, to frequent, loyal customers. And the more loyal a customer 
becomes, the better our clients can understand their specific needs, preferences and desires –  
thereby increasing customer satisfaction.
 
We have powerful marketing tools to transform consumers into loyal customers. The first is our 
AIR MILES Reward Program, Canada’s most successful coalition loyalty program. Over two-thirds 
of Canadian households actively participate in the AIR MILES program. which is sponsored by more 
than 100 retailers and service providers at thousands of locations nationwide. AIR MILES collectors 
can choose from more than 800 different redemption rewards, while the program sponsors – our 
clients – build traffic, sales and customer loyalty. Another powerful tool is our Epsilon business, which 
includes Epsilon Interactive and the recently acquired DoubleClick Email Solutions. Epsilon and  
Epsilon Interactive are leaders in providing integrated direct marketing solutions that combine database  
marketing technology and analytics with a broad range of direct marketing services, including email 
marketing campaigns.



I couldn’t be more pleased with not only the expertise and skills that the 
Alliance Data consultants have, but also the overall industry knowledge they 
bring to our projects. They are bright people. As a result of the trusting 
relationship Cobb and Alliance Data have built, we have partnered with them 
to implement our chosen CIS solution and, further, to select and implement 
ERP and work management applications in a way that we believe will greatly 
enable our current and future business objectives.

–  Bob Arnett 

Vice President, Information Technology 

Cobb Energy



Cobb Energy, one of the largest Co-op 
electric utilities in the United States, 
serves over 300,000 customers in 
Georgia, providing electric energy, natural 
gas, and a variety of residential products 
and services to consumers and other 
smaller utility companies.

In 2002, Cobb committed to a business 
vision focused on meeting rapidly 
changing market and regulatory demands 
and on being uniquely responsive to 
its customers’ service expectations. 
For Cobb, increased speed in bringing 
new products and services to market 
and enhanced customer experiences 
would determine its success. Improved 
processes and a flexible architecture 
would help enable the new approach.

But when new chief technology officer 
Bob Arnett arrived at Cobb, he realized 
that new product lines, new relationships 
with other energy providers, and new 
lines of business were hampered by the 
existing architecture. It had served Cobb 
well in the past, but the new business 
strategy would require new tools.

After diligent research visiting with 
a variety of industry organizations, 
Bob engaged Alliance Data in 2003 to 
evaluate Cobb’s Customer Information 

System (CIS) and then to manage 
the selection of a new CIS. The initial 
working relationship went so well, 
Cobb chose Alliance Data to implement 
the new CIS system, as well as ERP, 
Work Management and other systems 
being redesigned to support Cobb’s 
new business strategy. Alliance 
Data also teamed with Bob to lead a 
comprehensive IT Transformation project.

The relationship with Cobb Energy 
has gone from a simple consulting 
engagement to one where Alliance 
Data is providing a suite of consulting 
and software implementation services, 
including project management, systems 
integration, data conversion and 
organizational change management.

Alliance Data works with utility clients 
on various levels depending upon their 
individual needs – providing traditional 
CIS billing and customer care outsourcing 
services, or offering expanded consulting 
services for utility clients interested 
in achieving strategic or operational 
improvements.

Strategic thinking, knowledge of the industry 
and implementation expertise – all are on 
display in Alliance Data’s relationship with 
Cobb Energy.

Cobb Energy
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Despite the proliferation of reward programs in recent years, the AIR MILES 
Reward Program stands out as the benchmark. The partnership we have has 
been instrumental in growing our cardmember base in Canada. By leveraging 
the strong attributes and widespread appeal of the AIR MILES Reward 
Program, we’ve been able to deliver exceptional value to our cardmembers, 
resulting in greater levels of loyalty and increased frequency of card usage.

–  Beth Horowitz 

President and Chief Executive Officer 

Amex Bank of Canada



Strong partnerships stand the test of 
time. Alliance Data’s partnership with 
Amex Bank of Canada exemplifies 
this maxim. Amex Bank of Canada is 
a federally chartered bank providing a 
variety of charge and credit cards, as well 
as insurance and investment products, to 
consumers in Canada. The bank is a unit 
of New York-based American Express Co. 

For over a decade now, Alliance Data’s  
AIR MILES Reward Program has given 
Amex Bank of Canada a clear edge in the 
fiercely competitive credit card industry.

The AIR MILES Reward Program is 
Canada’s premier coalition loyalty 
program. More than 8.6 million active 
collector accounts, representing two-
thirds of Canadian households, actively 
collect AIR MILES® reward miles with the 
recognizable blue or gold cards. Collectors 
can shop and collect AIR MILES reward 
miles at more than 100 brand-name 
sponsors across Canada, representing 
thousands of retail and service locations 
nationally. AIR MILES reward miles can 
be redeemed for more than 800 different 
rewards including movie passes, family 
attractions, CDs and DVDs, electronic 
merchandise, sports and recreation, 
travel and much more.

This powerful loyalty program served as 
the perfect platform for Amex Bank of 
Canada’s first credit card offering in 1996. 
Since then, the American Express Air 
Miles Credit Card has grown to become 
the bank’s largest and fastest growing 
credit card in Canada. This success stems 
from the significant partnership between 
Alliance Data and Amex Bank of Canada. 
The two work together to grow the card 
portfolio and implement joint marketing 
efforts and data modeling initiatives, while 
utilizing a variety of strategies that draw on 
the expertise of both companies to offer 
customers the benefits of the American 
Express AIR MILES Credit Cards.

Amex Bank of Canada cites several key 
ingredients in Alliance Data’s ability to 
deliver results for its credit card program:

•  Alliance Data’s knowledge of consumer 
trends, interests and attitudes

•  Alliance Data’s ability to create buzz, 
enthusiasm and excitement around  
the brand

The partnership has stood the test of 
time – and will for years to come, as both 
parties agreed to a long-term extension  
of the relationship beginning in 2006.

Amex Bank of Canada
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KeyBank

With assets of approximately $93 billion 
and roots dating back to 1849, Cleveland-
based KeyCorp is one of the nation’s 
largest bank-based financial services 
companies. Key companies provide retail 
and commercial banking, consumer 
finance, and investment banking products 
and services to individuals and companies. 
The company’s retail arm, KeyBank, has 
947 full-service branches located in 23 
geographic districts across 13 states.

For nearly 12 years, Key has relied on 
Alliance Data’s Epsilon to create brand-
building, data-driven communications. 
What started out as primarily a technology 
relationship, with Epsilon building several 
databases, has blossomed into a rich 
partnership in which Epsilon provides a wide 
variety of business-critical marketing services 
for KeyBank. Today, Epsilon’s analytic insight 
and integrated direct marketing programs 
yield great returns – selling everything from 
personal checking accounts to corporate 
cash management services. 

An example can be seen in the innovative 
consumer segmentation Epsilon 
developed for Key. The work uniquely 
allows the bank to marry both behavioral 
and attitudinal data to offer products and 
services appropriately targeted to specific, 
interested consumers. 

This capability is enabling the bank’s 
transition from a product-centric marketing 
approach to a consumer-centric one, 
changing the bank’s market-facing image 
and allowing it to provide more relevant 
offerings for its customers. 

As a result of this and other important 
contributions, the Epsilon team is viewed 
as an extension of KeyBank’s own 
marketing staff and has earned a seat  
at the strategy table. 

A case in point is the way Epsilon has 
been a part of KeyBank’s planning for a 
vitally important and fundamental aspect 
of its business – its overall brand strategy. 
The marketing team at the bank felt 
Epsilon knew its business and brand so 
well that they wanted the Epsilon group 
working with them, side-by-side, as the 
bank set about to create new market 
positioning. The resulting brand strategy 
will form a foundation for the bank as it 
moves to the next stage of its growth. 

Ensuring its clients’ strength and 
continued success – that’s Epsilon’s 
singular focus. 



Epsilon is more than just a direct marketing company. They understand our 
business and are innovative in driving our company to be better – they care 
about our results as much as we do. And their service levels are second to none. 
The relationship we have with Epsilon sets the high-water mark for all the other 
relationships we have.

–  Karen Haefling  

Chief Marketing Officer 

KeyBank
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We selected Alliance Data for their knowledge of the industry and their 
success working in multi-channel environments. We’re already seeing growth 
from the program they designed and launched for us, and as we expand our 
business further, Alliance Data’s marketing tools and expertise will help us 
more effectively build and strengthen relationships with our sophisticated 
customer base. 

–  Mike Zeiden 

Co-Founder, Chief Financial Officer

  Z Gallerie



Los Angeles-based Z Gallerie is a 
unique lifestyle retailer that offers a 
variety of high-quality, reasonably priced 
merchandise for the home, including 
furniture, artwork, lighting, tabletop items, 
textiles and decorative accessories from 
around the world. Founded by three 
siblings in 1979, it has grown from one 
small shop in California to 70 stores   
in 21 states. 

With continued strong growth on the 
horizon, Z Gallerie looks for tools that 
will build on its enviable customer loyalty 
and its reputation for creating a unique 
shopping experience with outstanding 
customer service. 

One such tool with promise is the 
retailer’s first private label credit card 
program, which Alliance Data designed, 
launched and manages. Alliance Data 
provides a comprehensive set of 
services including account acquisition 
and activation, receivables funding, card 
authorization, private label credit card 
issuance, statement generation, marketing 
services, remittance processing and 
customer service functions. 

Z Gallerie was careful to choose a partner 
that it felt could provide a top-flight 
program that would reinforce and extend 
its carefully built brand. Alliance Data has 
done just that by applying its best-practice 
insights to each facet of the preparation, 
launch, marketing and customer service 
dimensions of the program. 

Though early in the program’s evolution, 
thousands of Z Gallerie-branded 
cardholders are using the private label 
credit card for purchases and the average 
ticket on these private label purchases 
is seven times that of purchases made 
without the private label card. Z Gallerie 
and Alliance Data are working on the  
next phases of the program, designed  
to further expand the credit card’s reach  
and provide Z Gallerie customers with 
more options when patronizing their 
favorite store.

Z Gallerie
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At Alliance Data, we know how to make things happen. 
This mindset is rooted in our culture. We celebrate who 
we are and where we’ve been. We find common ground  
in our core values as we build our future. Our values enable 
us to come together to collaborate, solve problems and 
have fun while making our clients successful. 

That’s how we make it happen. 

Alliance Data: A Partnership of People
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In addition to our financial performance 
and the results we obtain for our  
clients, Alliance Data strives to create  
an environment where our associates 
are challenged, given an opportunity  
to develop and allowed to excel. We value  
a commitment to individual and team  
excellence that co-exists with a willing-
ness to learn.  

Our associates address each situation by 
looking at it from every angle. They listen. 
They share ideas. Then they take action. 

Alliance Data’s people bring a wide variety 
of different perspectives, experiences and 
skills to any particular setting. But they 
have a common focus: doing their best 
work, contributing to a winning team, and 
understanding how their efforts affect the 
final outcome.
 
To attract this type of person, Alliance Data 
has created a unique culture. One in which  
leadership and co-workers have a common 

set of values – and live them. One in which 
associates feel valued and are treated with 
respect from the moment they come on 
board. One in which associates enjoy their 
work and where the best and brightest 
at all levels find exciting development 
options that lead to compelling career 
opportunities. 

We are creating a performance-based  
culture. One where individuals are 
rewarded for demonstrating a track record 
of performance and making value-added 
contributions to the future growth of  
our business. 

The foundation of Alliance Data’s growth 
has been its people. Our ability to attract, 
motivate, develop and retain top talent 
has given us a competitive advantage. 
Accordingly, we will continue our empha-
sis on hiring the best people, holding them 
accountable, and allowing them to grow 
and succeed along with the company.  

A Partnership of People



Work Together. 

Build Trust. 

Communicate Openly. 

Innovate and Create.  

Teach and Learn. 

Give Back to Our 

Communities. 

Have Fun!
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“ Give Back to our Communities” is one 
of Alliance Data’s core company Values. 
Alliance Data associates put this into 
practice daily by volunteering their 
time and talents to improve the cities 
and towns where they live and work.  
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Alliance Data’s enterprise-wide, award-
winning “Neighbor of Choice” program 
provides a framework for meaningful 
civic involvement. And its work with the 
Boston College Center for Corporate 
Responsibility helps the company stay 
abreast of the latest trends in philanthropy 
and corporate citizenship.

As the profile on the following two pages 
shows, the Neighbor of Choice program is 
structured to promote deep and ongoing 
community involvement, as opposed to 
simple, one-time financial contributions.

Corporate Responsibility

A Gift from Within
Lasts a Lifetime.



Special Olympics Canada is grateful for the tremendous partnership that we 
have with the AIR MILES Reward Program. Their continued contributions 
ensure that athletes and coaches can compete across Canada. Their people are 
exceptional volunteers and the support they provide is an integral part of the 
Special Olympics movement, at the local community level all the way through 
the National Games.  

–  Deborah Bright

  President and CEO

  Special Olympics Canada

Corporate Responsibility
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An example of the multi-faceted 
community partnerships that Alliance Data 
forms can be seen in the organization’s 
work with Special Olympics Canada.  
Special Olympics Canada (SOC) is 
a nonprofit, grassroots organization 
providing athletic training and competition 
opportunities for over 31,000 Canadians 
living with an intellectual disability. 

Alliance Data, through its AIR MILES 
Reward Program, has helped in this noble 
cause for over 10 years via a number 
of initiatives. One of the most visible 
is marshalling Canadians to donate the 
currency in Canada’s largest loyalty 
program to Special Olympics Canada. 
During the annual “AIR MILES Special 
Olympics Canada Week,” Canadians 
across the country donate AIR MILES 
Reward Miles to SOC while they shop at 
select participating sponsors (merchants). 
Their donations are often supplemented by 
donations from other AIR MILES program 
sponsors and suppliers. At the same 
time, Alliance Data associates in Canada 
are encouraged, through a variety of fun 
events and activities, to donate AIR MILES 
to SOC as well. 

Although redeemable for approximately 
800 different non-travel rewards, the 
resulting donated AIR MILES become the 
travel lifeblood of SOC, allowing Special 
Olympic athletes and their coaches to 
fly to competitions and training events 
throughout the year.  

In addition to orchestrating the massive 
donation of AIR MILES for use by Special 
Olympics athletes, Alliance Data supports 
the SOC mission in other hands-on ways, 
such as through board representation on 
the SOC foundation and through associate 
volunteers who serve as individual 
coaches for Special Olympics athletes. 
Alliance Data associates also actively 
participate in fundraising galas, concerts 
and host an annual golf tournament which 
raises tens of thousands of dollars for 
Special Olympics.

This type of deep involvement is just 
one example of our commitment to be 
an active member of the community, 
providing both the financial and non-
financial support necessary to make  
a positive impact.

Special Olympics Canada
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Corporate Headquarters
Alliance Data Systems Corporation
17655 Waterview Parkway
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972 348-5100

Common Stock
The Company’s Common Stock is listed on the New York 
Stock Exchange under the Ticker Symbol “ADS.” 

Form 10-K/A  
Visit us online at www.AllianceDataSystems.com  
for more information about Alliance Data. The company’s 
Annual Report on Form 10-K/A for the year ended 
December 31, 2005, as filed with the Securities and  
Exchange Commission, is available at Alliance Data’s  
web site.

Electronic Access
Stockholders of record may register at the following  
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Safe Harbor Statement/Forward Looking Statements
This document may contain forward-looking statements within the meaning of Section 27A of the Securities 
Act of 1933, as amended, and Section 21E of the Securities Exchange Act of 1934, as amended. Such state-
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