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Our approach to sustainability is
just as diverse and inclusive as
the workforce we hope to attract
and empower as a company. While
our specific activities continue
to evolve, our overarching story
remains the same: to actively
support and nurture a culture that
celebrates difference, solutions
and partnership in the mutual
pursuit of lasting change.
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Letter from the President and CEO
At LoyaltyOne, we are experts in behaviour change and coalition building. When we work
with our business clients and customers, we bring credibility and innovative expertise
to challenges they face. At the same time, our associates are committed to enriching
communities by pursuing creative ways to address the social and environmental issues that
matter to those same clients and customers, as well as to our associates around the world.
We face many challenges as a society, and none of
us can solve them on our own. But through mutually
relevant partnerships, we can enact change. In
doing so, we can also create shared benefits for our
business, our associates and our world. For example,
through funding scholarships for recent NPower
graduates, we are empowering young professionals
through education but also laying the groundwork
for IT solutions that will enhance our ability to do
business in the future. Similarly, in providing our Good
Food Machine literacy programs to schools all across
Canada, we are enriching communities and supporting
initiatives such as promoting child well-being, which,
according to research, is the top concern for our
customers, employees and families. We have a long
history of relationship building and value creation –
the result of working with government and charities,
who are key partners in these efforts.

As a company, we are committed to working together.
We’re also committed to listening and to mirroring
the priorities of those we partner with. That’s why our
sustainability approach has the flexibility to adapt –
to the ever-changing needs of our business and our
world, as well as to the ever-changing makeup of our
workforce and communities. This year’s Impact Report
details just some of the ways we’re working together
every day to create lasting change in our communities.

Bryan Pearson
President and CEO, LoyaltyOne
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A Little About Us
We’re a global leader in the design and implementation of coalition loyalty programs,
customer analytics and loyalty services. With over 20 years’ experience in designing,
operating and advising on loyalty programs, we work with Fortune 1000 clients all over
the world to better engage and retain shoppers by making everyday purchases and
experiences more rewarding.
An Alliance Data Company
We operate as an individual business within the
Alliance Data family of businesses, and align our
sustainability strategy with Alliance Data’s broader
enterprise goals.
Alliance Data is a leading global provider of datadriven marketing and loyalty solutions. The company
uses the power of data to achieve results for clients.
Together, Alliance Data’s three lines of business
(LoyaltyOne, Epsilon and Alliance Data’s card services
business) manage more than 100 million consumer
relationships for some of the world’s leading brands.
Sustainability at Alliance Data
Alliance Data believes that, in order to remain a
successful and sustainable business, we must
address the diverse priorities and interests of
all of our stakeholders – clients, consumers,
investors, associates and communities – to engage
constructively and act on what matters most to them.
The company’s sustainability initiatives have five focus
areas: Ethics, Excellence, Associates, Communities
and Environment.

Alliance Data has established commitments and
multi-year goals that are reported in its annual
sustainability report. In addition to the report, Alliance
Data discloses its climate change–related risks and
strategy to the CDP (formerly the Carbon Disclosure
Project) at an enterprise level.
The Power of Passion
This report summarizes our values, goals and
initiatives, and reflects our overarching approach to
sustainability. (All currencies are in Canadian dollars,
unless specified otherwise.)
Every day, our associates work to benefit our
business, strengthen our communities and limit our
environmental impact. Whether we’re partnering
with a client or supporting a non-profit organization,
we strive to find meaningful solutions. Additional
information is also available on our website.

We work with

Fortune 1000
clients
all over the world to better
engage and retain shoppers
by making everyday
purchases and experiences
more rewarding

|
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Our Sustainability
Approach
THREE PILLARS. ONE GOAL.

Sustainability is ingrained in the culture of our business. As
LoyaltyOne associates, it’s crucial that we build meaningful
relationships inside and outside our company to help create
long-term value and success we can all share.

|

Our Sustainability Approach
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We have passion for what we do. Our clients, customers
and neighbours make what we do possible. In turn, our
work can have tremendous positive impacts on their lives.
Our sustainability efforts fall within three related pillars:

Respecting the
Environment

Enriching
Communities

Empowering
People

We seek to understand and reduce
the impacts of our operations and
activities on the environment.

We prioritize issues, causes and
community impacts that are
connected to our purpose.

We provide associates with the
resources they need to support causes
they are passionate about, and contribute to
the communities where they live and work.

By bringing people together – clients and customers, community members, and associates –
we inspire others to make a difference in their own lives, their own businesses and their own communities.

2018 IMPACT REPORT

Our Impacts in 2018
Whether it’s in our offices, throughout our communities or
around our country, we are proud to make positive contributions
in the lives of our clients, customers and neighbours.

LEEDing THE WAY
We custom built the interiors of our
downtown Toronto headquarters,
located in a LEED® Gold building,
to LEED® Platinum standards.

VOLUNTEERING
THAT CONNECTS
Through paid volunteer days,
contribution matching, CommunityOne
Week and many other activities each
year, LoyaltyOne employees give back
in ways that matter to them. In 2018,
LoyaltyOne employees volunteered
7,275 associate hours.

GOODNESS FROM THE
GOOD FOOD MACHINE
When we send seeds and hands-on
curriculum materials all across the
country, students from coast to coast
to coast can educate their palates
and nourish their minds. In 2018, we
distributed Good Food Machines at
220 locations throughout Canada.

RENEWABLE
ENERGY POWERING
INNOVATION
We have one of the largest solar
roofs in Canada, having generated
over 1 million kWh of power since
2010. For the rest of our energy
needs, we buy green electricity and
natural gas from Bullfrog Power.

MANY WAYS TO
GET AROUND
Commuting isn’t always fun,
but it can be green. More and
more of our associates have
access to CarShare vehicles,
bicycle parking, carpooling
zones, and easy access
to (discounted!) transit.

|

Our Impacts in 2018
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HELPING
MARGINALIZED
YOUTH

TRANSFORMING
LIVES THROUGH
EDUCATION

Young people can change the
world – but a little help doesn’t
hurt. Through our Youth
Empowerment Program, we are
investing $3 million to improve
100,000 young lives by 2020.

Our partnership with
NPower Canada helps over
1,400 NPower graduates in
their career advancement
to build brighter futures for
themselves and their families.

2018 IMPACT REPORT

Respecting the
Environment
We seek to understand and reduce the impacts of
our operations and activities on the environment.
We are focused on creating modern workplaces that incorporate
sustainability practices and that make it easier for associates to
consciously decrease their impact on the environment.

80%
Associates who believe their
physical workspace values
the environment

|

Respecting the Environment
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Making Green Work
LoyaltyOne works to empower associates to make thoughtful,
greener choices every day. We support smarter commuting, for
example, with CarShare vehicles, discounted transit passes and
covered bicycle parking. We offset the electricity we use to run
our computers and lights by purchasing Bullfrog Power. And we
make it easy for associates to reduce or eliminate waste, and to
properly recycle and compost the waste they do generate.
Such environmental considerations directly impact overall job satisfaction
and creativity, as our main office at 351 King Street East, in downtown
Toronto, continues to prove. Since moving in 2017, associates have settled
into their new routine, but they remain impressed by their workplace’s ability
to encourage innovative problem solving and limit environmental impacts.
Our LEED® Gold-certified building and LEED® Platinum office space nurture
individual creativity and collaboration alike – both of which drive overall
job satisfaction. The space’s indoor and outdoor common areas encourage
interactions, whether associates are eating on the patio, chatting after a fitness
class or hosting a workshop. Unplanned conversations – especially among
those in different departments or roles – complement scheduled meetings
and directly support creative ideas and solutions. As one associate put it in
a recent workplace survey, “Working as an individual or in a team setting,
I have flexibility. I find I am much more productive in this environment and
feel more empowered.”

1,251.9 tonnes of CO2
eliminated in 2018, cumulatively

7,398.2 tonnes of
CO2 eliminated
since 2010

|
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Respecting the Environment

171,044.333 kWh
of solar energy
generated at our 50,000 sq. ft.
Mississauga facility and carport

The nearly 450 associates surveyed appreciate how the building’s design
leads to collaboration and to energy and waste savings. Because associates
“hotel,” they each unplug their devices at night and either store them in
personal lockers or take them home. All permanent hardware, including
monitors and docking stations, go into standby mode, too. And day or night,
the space lends itself to more paperless interactions than ever before.
Overall, associates report satisfaction levels with their work environment
that are among the top in the industry, and 11 points higher than before the
move. Many of the lessons are transportable, and we’re actively looking for
ways to apply them across our operations. It’s one way we are empowering
all of our associates to thoughtfully respect our environment.

At home, my family and I do our best to subscribe
to an eco-friendly lifestyle. I came to LoyaltyOne,
in large part, because it aligned with my personal
values. Now I can live a ‘waste-free’ life at home
and at work.
Eryn Campbell, Associate Director, Talent Business Partner

Canada’s Greenest
Employers Award

for the 9th year in a row

2018 IMPACT REPORT

Enriching
Communities
We prioritize issues, causes and community
impacts that are connected to our purpose.

One way is through our Youth Empowerment Program.
Since launching in 2017, the program has empowered marginalized
youth through partnerships with various Canadian charities.
We’re on our way to investing $3 million in programming and
improving the lives of 100,000 young people by 2020.

Our Youth
Empowerment Pillars
Basic Needs
Education
Employment
Leadership

46.2%
24.1%
6.2%
23.5%

$2.2M
Investments in the
communities where
we live and work
in 2018

|

Enriching Communities

 11 

2018 IMPACT REPORT

In just two years, the
program has grown from

10 schools
to hundreds,
along with daycares, vocational
and adult education programs,
community centres
and shelters

|

Enriching Communities
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Where Good Food Grows
When a fire destroyed Iqaluit’s largest grocer, tremendous pressure
was placed on the city’s entire food supply. Fresh produce, in
particular, was hard to find in Nunavut’s provincial capital. But
even though it was November, and Iqaluit isn’t known for its long
growing season, local students helped fill the gap until replacement
supplies could reach town.
Like 220 other schools throughout Canada, every school in Iqaluit participates in
the Good Food Machine, an innovative food literacy program LoyaltyOne created
and launched in 2016. In just two years, the program has grown from 10 schools
to hundreds, along with daycares, vocational and adult education programs,
community centres and shelters. At its core, the Good Food Machine teaches
students (and adults) how to grow, cook and enjoy healthy foods. And it helps build
a sense of pride and enrich communities.
“Food is the ultimate connector,” explains Angela Simo Brown, Head of Social
Change Strategy & Innovation at LoyaltyOne. “Whether we’re growing it, cooking
it – everybody eats and everybody has stories about what food means to them. The
Good Food Machine is just one tool to help individuals and communities connect.”

There’s a magical thing that happens when students
experience seeds – planting, growing.
Angela Simo Brown, Head of Social Change Strategy & Innovation

2018 IMPACT REPORT

Where Good Food Grows

It’s also a tool to address food insecurity in Canada, a cause many of
LoyaltyOne’s partners are also working to solve. Schools and other community
organizations that serve low-income, high-unemployment and immigrant
communities, in particular, can apply for Good Food Machines, which include
indoor growing towers, cycle-powered blender kits and curriculum-linked
Growing and Learning Guides.
Just consider healthy greens. In 2018, each Good Food Machine location grew
an average of 500 heads of lettuce and kale. That works out to approximately
110,000 heads of leafy vegetables, which would have cost well over $500,000
in grocery stores. The fresh produce Iqaluit students used to fill the gap after
the November fire, for example, was part of a larger nationwide harvest of over
2,250 kilograms in 2018.
The numbers, like the vegetables, are bound to grow. By 2021, LoyaltyOne plans
on distributing Good Food Machines to over 1,000 schools, as it partners with
grocers, celebrity chefs and even entire cities to get the word out on healthy
eating. “This coming year or two is all about scaling the program,” notes Simo
Brown. “Feeding students while we engage them is just one way we can find
commonalities with our clients and make a difference as we empower people
throughout our communities.”

Good Food Machine Locations
2016

10

2017
2018
2021
*Projected

100
220
1,000*

By 2021, LoyaltyOne
plans on distributing
Good Food Machines to

over 1,000
schools

|

Enriching Communities
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Empowering
People
We provide associates with the resources
necessary to support causes they are passionate
about, and to contribute to the communities
where we live and work.

Whether it’s through individualized tools or company-wide programming,
we help them discover their own passions – and invest their skills and
time – to create the lasting change they want to see.

7,275
Associate hours
volunteered in 2018

|

Empowering People
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The ABCs of the
Digital Economy
For many young people, particularly new Canadians, finding
that first job can be a challenging task. Helping to match
people with the right job in the right industry can be a truly
transformative equation.
LoyaltyOne associates are supporting such transformations through our
multifaceted support of NPower Canada. Since 2014, the free and flexible
program has provided low-income youth, aged 18 to 29, in the Greater
Toronto Area with digital skills training, job placement services and five
years of alumni career support, including ongoing networking and
employment opportunities.
NPower Canada builds upon a similar program launched in the United States
in 2001. The vast majority of participants – more than 1,000 to date – come
from diverse and lower-income backgrounds, and nearly a third are new
Canadians or refugees. Many are on social assistance, live in public housing
or temporary shelters, or manage some form of visible or invisible disability.
The holistic, 15-week training program empowers all of them to secure and
hold entry-level IT jobs that make true differences in their lives and the lives
of their families.
“We help youth with little to no tech experience become fully equipped and
certified IT professionals,” explains Andrew Reddin, NPower Canada’s Vice
President of Partnerships. “And now with LoyaltyOne’s support, we can do
even more to uplift young people, reduce poverty and launch meaningful,
sustainable careers.”

1,418 youth
graduated
from our NPower
Program in 2018

|
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The ABCs of the Digital Economy

80%
of NPower alumni
secure jobs with employers
like LoyaltyOne

In 2017, NPower Canada and LoyaltyOne first
recognized what could be a mutually beneficial
partnership: Through networking events and
co-op opportunities, NPower students could learn
firsthand from passionate IT professionals working
on innovative solutions for clients around the
world. At the same time, sharing IT experience and
expertise with young people could be a very affirming
experience for LoyaltyOne associates – and in line
with our larger Youth Empowerment pillar.
It was an obvious fit, and the partnership continued
to grow in 2018.
In addition to supporting applied hands-on training
and hosting co-op students, LoyaltyOne is helping
NPower Canada expand and enrich alumni services
for students, is supporting a new chapter in Calgary
and is hiring NPower graduates for the skills they’ve
acquired through the program. “Coming to LoyaltyOne
has completely changed my life,” one recent graduate
explains. “I’m building a foundation here.”

More than 80% of NPower alumni secure jobs with
employers like LoyaltyOne, but some want additional
skills or post-secondary credentials before applying
for jobs. So LoyaltyOne is now funding 15 annual
scholarships to help NPower graduates make the
transition to a post-secondary skills program, whether
at a traditional college or through an accelerated
environment like HackerYou.
Whether it’s through coaching relationships, co-op
opportunities, scholarship support or formal job
offers, LoyaltyOne associates are making connections
and investing in the next generation of IT leaders –
building long-term partnerships that have the potential
to transform both an individual’s life and an entire
business’s workforce.

The IT workshops that LoyaltyOne offers throughout the
year support my ability to grow and develop in my career.
There are so many resources here.
NPower alumni and new LoyaltyOne employee

2018 IMPACT REPORT

Diversity
and Inclusion
We are proud of the culture we have
cultivated at LoyaltyOne, and we are
continuously inspired by the passion
and insights our associates bring
to work.

We are committed to sustainable, evolving strategies
that support a diverse, inclusive and modern workforce –
so that we are always able to address the needs of our
associates, clients and customers.

|

Diversity and Inclusion
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A Culture of Diversity and Inclusion
Growing our Diversity and Inclusion Promise is a work in progress, and one that takes many
forms. We are actively investing time and energy to ensure it is hard-wired into the business
goals of the organization. We’re particularly proud of two employee groups – and two key
partnerships – from this past year.
Women’s Leadership Initiative
(WLI): This grassroots initiative,
started in 2009, champions
the growth and empowerment
of women at LoyaltyOne by
inspiring women to strengthen
their voice, connecting them with supporters and
advocates, empowering them to reach and surpass
their goals, and growing the WLI membership
and reach.
In 2018, WLI relaunched international chapters in
the U.K. and the Netherlands, expanded the scope of
membership to be even more inclusive, and refocused
events to appeal to STEM associates in particular (look
for a Girls Who Code event in mid-2019).
Move the Dial: LoyaltyOne and WLI have partnered
with the Move the Dial team to host #movethedial
stories about authentic experiences, challenges and
triumphs of women in tech and innovation. Together,
we are elevating the stories of female leaders at
LoyaltyOne and across the Canadian tech ecosystem.

Pride at LoyaltyOne (PAL):
This is a business resource
group dedicated to promoting
a safe and inclusive working
environment for all associates,
regardless of sexual
orientation, gender identity or gender expression. A
year of conversation, collaboration and brainstorming
followed the official launch in December, with
President and CEO Bryan Pearson becoming PAL’s
executive sponsor. Heading into 2019, the core PAL
team is building even more awareness and developing
additional resources.
Pride at Work: While more and more LGBTQ+ people
have leadership positions in Canadian businesses,
they still lack significant representation and visibility –
especially at senior and board levels. By partnering
with Pride at Work Canada, we are leveraging
resources and support for PAL. Through dialogue,
education and thought leadership, LGBTQ+ LoyaltyOne
employees at all levels can be themselves.

|
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Performance Scorecard
Strategic Pillar

2020 Goals

2018 Performance

Increase reporting on GHGs

Our cumulative carbon footprint was calculated at 20,285
of CO2, a 1.7% decrease from 2017

On Track

Increase associate knowledge of environmental practices and sustainable choices

Completed educational workshop with associates on
carbon offsetting with partner Bullfrog Power

On Track

Improve the natural environment surrounding our local communities

160 trees were planted in a protected Rouge Watershed

On Track

Enriching
Communities

Donate $3 million to help marginalized youth in Canada

$2.2 million in Year 2 of the program

Met

Positively impact the lives of 100,000 youths

With 43,000 youths impacted in 2017, we are thrilled to have
surpassed our goals, with another 63,830 youth impacted
through the programs we have supported

Met

Empowering
People

Increase associate participation in our matching programs

12.2%, a 2.7% decrease from 2017

In Progress

Increase associate volunteer hours, primarily in skills-based volunteering

Two new skills-based volunteer opportunities with legacy
partner Kids Help Phone and through Community One Week

On Track

Respecting the
Environment

Progress

On Track  

In Progress  

Met

2018 IMPACT REPORT
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Awards and Recognition

Additional Resources

Canada’s Most Admired
Corporate Cultures

Great Place to Work
Best Workplaces for Women

Great Place to Work
Best Workplaces for Giving Back

Celebrates organizations which have
cultures that drive performance. Eligible
to apply every three years.

To be eligible for this list, organizations
must be Great Place to Work Certified™
in the past year, have a minimum of
15 female employees in the organization,
and at least 90% of employees must
agree with the statement “I am treated
fairly regardless of my gender”. The
best are determined based on a Trust
Index Score from the women in an
eligible organization, and the programs
and practices they have in place to
advance women.

To be eligible for this list, organizations
must be Great Place to Work Certified™
in the past year and at least 90% of
employees must feel good about the way
their company contributes to community.
The best are determined based on the
overall Corporate Social Responsibility
Index score from employees as well
as the range and quality of programs
that encourage workplace social
responsibility.

To learn more about our corporate sustainability strategy and
the programs we support, go online. And follow us throughout
the year as we realize the power of passion.

Canada’s Top Employers
for Young People
Canada’s Top Employers for Young
People recognizes the employers that
offer the nation’s best workplaces and
programs for young people just starting
their careers. The employers on this list
are Canada’s leaders in attracting and
retaining younger employees.

Canada’s Top Employers
Greenest Employers
Recognizes employers that lead
the nation in creating a culture of
environmental awareness. The employers
selected by the editors have developed
exceptional earth-friendly initiatives and
are attracting people because of their
environmental leadership.

Great Place to Work
Best Workplaces in Canada

Great Place to Work
Best Workplaces for Millennials
To be eligible for this list, organizations
must be Great Place to Work Certified™
in the past year. At least 30% of their
employees must fit the Millennial
demographic (born after 1980). They
must have a minimum 90% positive
response to the statement “I am treated
fairly regardless of my age”. The
organization must meet a minimum
consistency index among the different
age demographics.

List of 100 companies that are creating
a better world by creating better
workplaces through more vibrant
businesses, more innovative products
and better human relationships.

LoyaltyOne Community Impact:
loyalty.com/home/about-us/corporate-responsibility

Alliance Data Corporate Responsibility:
alliancedata.com/corporate-responsibility

Good Food Machine:

ATD
ATD BEST Award

loyalty.com/content/good-food-machine

The BEST Awards recognize
organizations that demonstrate
enterprise-wide success as a result
of employee talent development.
They are looking for organizations
that use talent development as a
strategic business tool to get results.

NPower Canada:
npowercanada.ca

Follow Us











Write Us
We value your feedback. Send your comments and
questions to communityinvestments@loyalty.com.
Concept and Design: THE WORKS DESIGN COMMUNICATIONS worksdesign.com

