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Selected Financial Highlights and Reconciliation of Non-GAAP Information*

Year Ended December 31, 2004 2003 2002 
(in Millions, except per share amounts) % Increase

Revenue $1,257.4 20% $1,046.5 $865.3
Net Income $ 102.4 $ 67.3 $ 23.7

Provision for income taxes 61.9 41.7 18.1
Financing costs 1 7.8 17.5 31.9 
Other expenses 2 – 4.3 0.8 
Stock compensation expense 15.8 5.9 2.9
Depreciation and other amortization 62.6 53.9 41.8
Amortization of purchased intangibles 28.8 20.6 24.7

Adjusted EBITDA 279.3 32% 211.2 143.9
Plus change in deferred revenue 70.7 113.9 34.8
Less change in redemption settlement assets (28.2) (49.0) (15.9)
Foreign currency impact and other     (16.5) (43.4) 0.7

Operating EBITDA  $ 305.3 31% $ 232.7  $163.5 

Net Income  $ 102.4 $ 67.3  $  23.7
Add back non-cash non-operating items:   

Amortization of purchased intangibles  28.8 20.6 24.7
Stock compensation expense 3 15.8 5.9 2.9
Other expenses 2 – 4.3 0.8
Mark to market swap adjustment 4 (4.7) (8.3) 2.6

Income tax effect 5 (12.7) (6.8) (9.3)
Cash Earnings   $ 129.6 $    83.0 $  45.4

Weighted average shares – diluted 84.0 80.3 76.7

Net income per share – diluted $ 1.22 $    0.84 $  0.31
Cash earnings per share – diluted  $ 1.54 50% $     1.03 $  0.59

*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 expla-
nation of use of Non-GAAP Financial Measures.

1 Financing costs includes non-cash fair value gain (loss) on swap of $4.7 million, $8.3 million and $(2.6) million for the years ended December 31, 2004,
2003 and 2002, respectively.

2 Represents the non-cash write-off of debt issuance costs associated with the early payoff of subordinated notes and term debt.
3The Company recorded stock compensation expense primarily related to the vesting of performance-based restricted stock for certain officers. The

charge in 2004 primarily relates to the Company achieving certain targets based on stock price appreciation against a predetermined market index,
among other performance measures.

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.

Results.
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AIR MILES®

Reward Miles Redeemed

1.8 Billion

Celebration of Continued Success.

Alliance’s Bob Armiak, Mike Parks, Ed Heffernan, and Alan Utay, along
with board member Rob Minicucci, join officials from the New York
Stock Exchange in ringing the closing bell on February 23, 2004, to 
mark the company’s success on the NYSE since its initial public 
offering in 2001. 
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Alliance Data Systems is a leading provider of transaction services, credit services and marketing
services for some of North America’s most recognizable retail, utility, petroleum and financial
services companies. Working in partnership with its clients to manage the critical interactions
between them and their customers, Alliance develops customized solutions that influence
consumer behavior and create stronger, mutually beneficial client/customer relationships. 
The company manages approximately 105 million consumer relationships and employs over
7,500 associates at more than 35 locations in the United States and Canada. 
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Insight. Action. Results.

Insight – it is one of the most important ingredients in 
our success. For Alliance, insight represents the difference
between superficial knowledge and deep understanding. 
An understanding not only of information and data, but also 
of our clients, their industries and their customers. It’s a unique
understanding of consumer activity, needs, wants, and motiva-
tion. For us, insight is the application of judgment, leading to
successful action, that consistently achieves superior results.

Insight is more than data and facts. 
Insight is what differentiates us.
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To Our Stakeholders,

Alliance Data Systems is proud of its success, particularly
that achieved in 2004. A key factor in our success is insight,
which we strive to apply in our interactions with our stock-
holders, our associates, our clients, and their customers.
The application of Alliance’s strategies, products and services,
combined with outstanding execution, has yielded the superior
results that are expected of a growth company.

Our Competitive Advantage

As a value-added services provider, Alliance’s approach
requires insight. Indeed, our clients rely on us for it.
Alliance’s services are not based merely on data, facts 
and hard assets, but on the application of our expertise,
experience and judgment. Our associates confidently plan
and execute actions that deliver outstanding results for clients. 

Difficult to replicate, our business model requires a deep
understanding of the needs, desires and motivations of 
consumers. It draws upon the analytical and creative efforts
of our uniquely qualified associates who understand what 
is required to change consumer behavior. And it relies on
excellence in the delivery of our products and services to
our clients and their customers.

Active Growth

For 2004, all three of our growth engines – private label 
services, utility services and loyalty and marketing services –
once again experienced double-digit revenue growth:

• Our private label services continue to be attractive to both
new and existing clients. In 2004 we signed five new
clients and received contract renewals or expansions from
eight established clients, including Stage Stores, New York
& Company, and J.Crew. Moreover, we significantly
improved our underwriting collectibles and launched our
first commercial credit card program for American TV and
Appliance and our first dealer-focused credit card program
for Trek Bicycle Corporation.

• Our presence in the utility industry continues to grow. 
We extended and expanded our relationship with Direct
Energy in 2004 and established a full-service Business
Process Outsourcing relationship with Entergy Solutions.
We also received further validation of our outstanding
customer service during 2004, when J.D. Power &
Associates ranked our Georgia Natural Gas call center 
the best in Georgia. Late in 2004, we added to our capabil-
ities in this industry with the acquisition of Capstone
Consulting Partners, Inc., a provider of management
consulting and technical services to the energy industry.

• For loyalty and marketing services, we added new spon-
sors to the AIR MILES® Reward Program, including WestJet,
and expanded our relationship with Sobey’s, BMO Bank of
Montreal and RONA. We also successfully introduced a
new tri-branded credit card with WestJet and BMO. In
October, we expanded our marketing capabilities with the
acquisition of Epsilon Data Management, Inc., a provider
of integrated direct marketing solutions that combine
marketing, transaction, technology and analytical services. 

Our financial results for 2004 reflect these and many other
accomplishments. Revenue increased 20 percent to $1.26
billion for the year ended December 31, 2004, from $1.05
billion for the year ended December 31, 2003. Adjusted
EBITDA was $279.3 million in 2004, compared with $211.2
million in 2003. Operating EBITDA was $305.3 million in
2004, a 31-percent increase from $232.7 million in 2003.
Diluted cash earnings per share grew by 50 percent to $1.54
per share in 2004 from $1.03 per share in 2003.

Alliance continued to benefit from significant free cash flow
in 2004 and improved its adjusted EBITDA margin by 200
basis points. We also completed our effort to refinance our
securitized debt portfolio, locking in favorable fixed rates
with extended maturities.
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During 2004, our public float continued to increase, thus
creating additional liquidity in ADS stock. Our stockholders
have enjoyed an over 300-percent increase in stock appreci-
ation from the time Alliance became a publicly traded company
in 2001 through the end of 2004. The increase in our stock
price pushed Alliance up from the small-cap to the mid-cap
market during 2004, and Standard and Poor’s added Alliance
to the S&P MidCap 400 index.

A Clear Future In Sight 

This is an exciting time at Alliance. Our clients and their
customers are responding with real enthusiasm to our 
products, services and programs. Our company is financially
strong with excellent visibility, and is well positioned in its
respective markets. There are positive trends in outsourcing,
and the utilities industry is still evolving in ways that create
opportunity for us. We have the potential to increase our
cross-selling as we continue to educate our clients about 
the power in our full range of offerings. These factors, along
with our ongoing commitment to develop new capabilities,
probe new markets and implement innovative new services,
favor our continued growth.

We thank our clients and stockholders for their continued
confidence in our company and express deep gratitude to
our associates, whose insights and diligence continue to
fuel our success. 

Sincerely,

J. Michael Parks
Chairman and Chief Executive Officer
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Adding Value 
to Relationships.
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The Insight to Add Value 

Alliance Data Systems partners with its clients to develop unique insights into consumer behavior. Based on
those insights, we create and manage customized solutions that influence consumer behavior and promote
mutually beneficial relationships between our clients and their customers. Our client partnerships are long-
term, trust-based and yield powerful results. This is why, with increasing frequency, great companies call
Alliance first to create more loyal and profitable customer relationships.

Services that Add Value and Growth

PRIVATE LABEL SERVICES

Alliance’s private label services, included in our transaction and credit services segments,
provide some of North America’s most recognizable retailers with innovative solutions that
reflect our deep roots in the retail industry. Our company 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 business, 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’s
private label credit card programs create additional marketing opportunities that can
dramatically drive sales and loyalty. Private label cardholders visit the store twice as 
often and spend two-and-one-half times more per year on average than non-cardholders.

UTILITY SERVICES

Alliance Data Systems is a leading provider of billing and customer-care services to regu-
lated, deregulated, and municipal utilities that collectively serve millions of end-use utility
customers. As a part of our transaction services segment, Alliance’s offerings for the utility
industry reflect our belief that by adding value at each customer touchpoint, we can help our
utility clients create strong relationships in an increasingly competitive marketplace. 

Our services to this industry include: 
Business Process Outsourcing to strengthen customer relationships with 
innovative billing and customer service solutions
Systems 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 clients meet their business objectives in rapidly 
changing environments

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

LOYALTY AND MARKETING SERVICES

Alliance’s loyalty and marketing services profitably change consumer behavior in ways that
are mutually beneficial to our clients and their customers. Using sophisticated analytics,
proven marketing programs and vertical industry expertise, Alliance 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. 

One of our most powerful marketing tools for transforming consumers into loyal customers
is the AIR MILES Reward Program, Canada’s most successful coalition loyalty program.
More than 70 percent of Canadian households actively participate in the program, which
includes more than 100 retailers and service providers at over 12,000 locations. AIR MILES
collectors (program participants) can choose from more than 300 different redemption
rewards, while the program sponsors – our clients – build traffic, sales and customer loyalty.
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Value.
“Alliance has retailing in its blood, so they understand our needs as a
retailer. They also share our commitment to exceptional customer 
service and demonstrate a deep understanding and respect for 
consumers by providing them with valuable services. We are impressed 
by their responsiveness and the bottom-line results of their services,
which have a positive impact for our customers and for us.” 

Leonard Tabs
Chief Financial Officer
Fortunoff
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PRIVATE LABEL
SERVICES

Fortunoff is a regional leader in upscale gifts and home goods, operating a chain of 22 stores
in the New York metropolitan area. Regarded as “The Source” for quality, selection, service
and value by its affluent clientele, Fortunoff knows that having the right partner for its private
label credit card program is essential. Fortunoff found such a partner in Alliance Data
Systems. Prior to engaging Alliance, only about 10 percent of Fortunoff’s cardholders actively
used their cards, and private label credit card sales accounted for only about 13 percent of
the chain’s total sales.

Alliance worked diligently to understand Fortunoff’s goals, as well as the needs and desires
of its customers. Armed with this insight, Alliance quickly converted all Fortunoff stores to
a new private label credit card and added such features as 30-second approval, higher
credit limits, deferred financing, statement marketing and a 10 percent discount for first-
time card users. Given the type of customers that Fortunoff attracts, and the size and 
diversity of Alliance’s credit portfolio, Alliance is able to grant approval to 90 percent of 
the card’s applicants. 

Fortunoff’s customers have demonstrated their overwhelming approval: the private label
credit card now accounts for 23 percent of Fortunoff’s total sales. In addition, the average
sale on the private label credit card has grown dramatically, and deferred financing now
accounts for about 20 percent of the card portfolio. A true believer in the power of Alliance’s
consumer insight, Fortunoff is expanding its relationship with Alliance in 2005 to include
other services that focus on further increasing loyalty and convenience for its customers. 

Fortunoff’s Source for 
Private Label Services
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LOYALTY AND 
MARKETING SERVICES

The Nuts and Bolts of a
Strategic Partnership

RONA, the largest Canadian distributor and retailer of hardware, home renovation and
gardening products, was one of the first sponsors in the AIR MILES Reward Program. 
As such, RONA has benefited for many years from Alliance’s ability to help change
consumer behavior. However, in the past few years, as competition has grown and 
RONA has vastly increased the size and geographic reach of its chain, Alliance and the 
AIR MILES Reward Program have proven even more valuable.

For example, when a major competitor opened stores in Quebec, Alliance helped RONA
leverage the power of the AIR MILES Reward Program, enabling it to boost store loyalty and
maintain a strong local market share in the face of this new competition. 

RONA’s national launch of the AIR MILES Reward Program in 2004 has facilitated its
aggressive national expansion and its brand leadership. AIR MILES collectors account 
for a large percentage of RONA’s sales, and the average “basket size” of collectors
(program participants) is 50 percent larger than non-collectors. The program has acceler-
ated RONA’s growth both for its new stores and its newly acquired stores, where enthu-
siasm for the program among management and employees has helped the stores meet
sales objectives. RONA also credits the AIR MILES Reward Program with providing
mutually beneficial joint marketing opportunities that involve other program sponsors,
and with strengthening RONA’s relationship with its product suppliers, many of whom
are integrated into the program.

Partnership.
“The AIR MILES Reward Program is a powerful tool from a company that we
consider a key strategic partner and solutions provider. With it, we have a
distinctive and proven means of bringing people into our stores and turning
them into loyal customers. And Alliance’s business intelligence services
provide us with the data and insight we need to spend our marketing dollars
wisely and provide customers with relevant, compelling offers.”

Michael Brossard
Senior National Marketing Director
RONA
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LOYALTY AND 
MARKETING SERVICES

Innovation and Initiative

In 1992, Alliance’s Loyalty Group and BMO Bank of Montreal embarked on what has
13 years later become a multi-faceted partnership built on Alliance’s successful AIR MILES
Reward Program. 

With a focus on expanding its reach in the retail banking and personal banking services
sector, and increasing overall market share in the competitive credit card sector, BMO Bank
of Montreal has consistently leveraged the data, analytical planning and loyalty marketing
insight provided by Alliance’s AIR MILES Reward Program. 

For example, through the use of data insight and analytics, BMO Bank of Montreal has
learned that the opportunity for customers to earn AIR MILES reward miles gives its 
credit card product a significant competitive advantage over other financial institution 
credit cards. It has also learned that AIR MILES collectors tend to purchase more products
and services than non-collectors. This enables the bank to strategically, and more 
successfully, market to specific customer segments. 

Recognizing the valuable benefits of the AIR MILES Reward Program, including the 
competitive advantages it provides sponsors, BMO Bank of Montreal partnered with
Alliance’s AIR MILES Reward Program and WestJet, Canada’s leading low-fare airline, 
to introduce a tri-branded credit card. The BMO Bank of Montreal Gold WestJet AIR
MILES Reward Option from Mosaik MasterCard is marketed to personal and small business
customers and is the first three-way partnership card with preferred benefits in the industry.
Since its launch in 2004, the card has exceeded expectations, attracting a higher level of
revenue and spending than other cards in the BMO Bank of Montreal credit card portfolio.

Insight.
“Alliance continues to demonstrate its value as a strategic partner to BMO
Bank of Montreal. The insight provided by the AIR MILES Reward Program
has helped the bank build deeper and more meaningful relationships with
our customers, which results in greater consumer loyalty and increased prof-
itability for the bank. With the addition of competitive and popular products
such as our tri-brand credit card, we anticipate we will continue 
to build on the momentum achieved by partnering with Alliance for the 
past thirteen years.”

Mike Kitchen
VP BMO Mosaik MasterCard
BMO Bank of Montreal
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Action.
“Alliance has the same characteristics that were fundamental in our strong part-
nership with Capstone: thorough understanding of the utilities industry,
commitment to identifying our needs, and dedication to addressing those
needs with innovative, appropriate solutions. Their client focus is regularly
demonstrated by staffing our projects with the proper number and caliber of
people, by proactively recommending innovative ways to maintain our systems
and stretch the value of our budget, and by the superior quality of their work” 

Kristin Kirkconnell
CIO
AGL Resources
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UTILITY SERVICES

For several years, AGL Resources, the largest natural-gas-only distribution company on 
the East Coast, used Capstone Consulting Partners for management consulting and support
services. This relationship evolved into a trusting partnership in which Capstone maintained
Customer Information Systems (CIS) platforms and played a key role in developing a
marketer self-service portal that streamlined customer service in Georgia’s deregulated
market place.

Alliance’s acquisition of Capstone in 2004 creates an even more valuable tool for AGL
Resources. The combination of utility industry consultants with Alliance’s expertise in
implementing technology and managing customer relationships means that AGL
Resources can now leverage strategic industry expertise, consumer insight, and the
horsepower necessary for implementing large-scale projects. 

These capabilities give AGL Resources access to a broader range of customizable 
services that provide its utilities with the opportunity to build stronger customer 
relationships while focusing on their core business concerns.  

As one example, during 2005, Alliance will support AGL Resources in its CIS consolidation
efforts. This project will play an important role in AGL Resources’ goal to establish a
national reputation for excellent customer service.

Customized Solutions 
That Power-Up Utilities



Results.
“Alliance has become a very valuable partner. They support our goals and
actively participate in the realization of those goals by offering us insightful,
innovative ways of leveraging our customer base. Their efforts really
strengthen Stage’s relationship with its established customers and facilitate
our acquisition of new customers.”

Ernie Cruse
EVP of Store Operations
Stage Stores
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PRIVATE LABEL
SERVICES

Several years ago, Stage Stores began looking into the possibility of outsourcing the
management of its private label credit card, recognizing that running a credit card program
was not its primary business strength. With 40 percent of sales generated on the store’s
proprietary cards, the credit card program was an integral part of Stage’s business.
However, managing the program diverted focus from Stage’s core strength – owning and
operating 520 apparel and accessories stores in 28 states. And the demands of keeping
pace with the latest related technologies and regulatory requirements were overwhelming.

Stage decided that it needed a partner who understood the importance the card program
played in their business and who could put the necessary attention, care and effort into the
program’s continued operation. Stage found that partner in Alliance Data Systems. 

Rather than merely preserving Stage’s credit card operations, Alliance has dramatically
improved them. Alliance launched a successful college student credit program for all 
four of Stage’s store brands – Stage, Bealls, Palais Royal and Peebles – and enabled 
the holders of any of the four store cards to use the card interchangeably at any Stage-
owned store. Using sophisticated credit models, Alliance expanded Stage’s credit card
qualification requirements, thereby increasing credit card approval rates by 15 percent –
while reducing delinquency rates on Stage’s credit card accounts by 50 percent. In addition,
Alliance added a “quick credit” feature to give credit card applicants immediate buying
power and instituted “Smart Statements” to send targeted marketing messages.

Alliance’s insights, capabilities and improvements have yielded significant results for Stage
in a relatively short period of time and have opened the door to other partnership projects
that are designed to expand Stage’s cardholder base and further increase the engagement
and satisfaction of Stage’s established customers.

Setting the Stage for
Stronger Relationships
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It may seem mathematically impossible, but at Alliance, 3 + 14 + 18 + 35 + 7,500 = One.
We have three business segments. We operate in 14 different markets, and in 18 states
and provinces. We have more than 7,500 associates at more than 35 facilities throughout
the United States and Canada. Yet, the sum of our company is greater than the parts. We
are one company, a united team with a single mission and a focused vision. Alliance 
associates work individually and in teams to create products, programs and services
that positively impact the behavior of our clients’ customers.

We’re working toward the goal of making Alliance synonymous with the practice of
creating the most loyal and profitable customer relationships. Everyday, our associates
use their insight, culled from years of relevant experience, to convert data and other
information into the building blocks of strong client-customer relationships.

As a result, Alliance’s associates are its most important resource, differentiating us in terms
of our capabilities, our level of expertise and our proven track record for results.

Because Alliance recognizes that our insight is only as valuable as the people applying it,
we foster the skills, creativity and personal and professional development of our associates.
Our in-house leadership academy is instrumental in these efforts. The academy boosts 
the performance, effectiveness and innovation of our organization and strengthens our
corporate culture by advancing the leadership capabilities of our associates. 

Experience has taught us that maintaining a responsive, nurturing and rewarding work envi-
ronment is a crucial investment in the long-term success of our company. An important
aspect of this corporate culture is the Alliance values, which underscore the importance
our company places on cooperation, relationship building and communication, creativity,
the exchange of knowledge, participation and passion. We utilize a “Scorecard” approach
to ensure our company is hitting the mark in all four key areas of our business: associate
engagement, delivery excellence, value to clients, and profitability/growth. Associate 
satisfaction is measured annually in our associate survey, in which our associates are
encouraged to candidly state their opinions on Alliance’s status as an employer and service
provider. By listening to this feedback, Alliance is able to gauge the success of its efforts
and respond, when needed, with changes and improvements that keep our company on
the right path to achieving its long-term goals.

The Power of One. 
The Insight of Many.



Meaning.
“In this model relationship, Alliance is doing no less than helping
Children’s Medical Center save children’s lives. While its financial contri-
butions are certainly important to us, the company had the insight to
understand that a combination of financial and volunteer support would
create a stronger relationship between our two organizations than merely
writing a check. The company is fully engaged in an endeavor that has great
meaning to our entire community.”

David Slover
Senior Director of Development
Children’s Medical Center Dallas
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Insightful Actions that
Benefit Our Communities

Alliance has long had the commitment to give back to the communities in which it operates.
The company’s “Neighbor of Choice” program channels money and support to educational,
health and welfare, and civic-enrichment organizations that make a positive impact.

One such organization is Children’s Medical Center Dallas, which works hard to deliver 
on its mission of making life better for children. When need began to outpace its capacity,
the hospital reached out to the community for help with an expansion campaign called the
“wePromise Campaign for Children’s.” The medical center – a private, not-for-profit institution
– approached Dallas-based Alliance with a proposal for financial sponsorship. Inspired by
Children’s goal of never having to turn away another child, Alliance responded with a holistic
plan that includes funding and hands-on help. The company formed a volunteer group,
“Children’s Crusaders,” to help meet the needs of the medical center and to assist with a
variety of events.

The company participated in and provided financial sponsorship for two major fundraising
events in 2004 – the Neiman Marcus Adolphus Children’s Parade and the Chip Moody 
Golf Classic – and sent volunteers to help make the hospital’s Halloween carnival a 
spooky success. In addition, the Alliance Children’s Crusaders have visited the hospital
multiple times to conduct play sessions with kids in the medical center’s Child Life
Program, which, among other things, helps give children who are undergoing medical 
treatment a sense of control over their surroundings.

As a result, Alliance has formed a close relationship with Children’s Medical Center and 
has given its associates an opportunity to get involved on a personal level.

Children’s Medical Center Dallas (www.childrens.com) is the only Dallas healthcare facility
that deals exclusively with diseases and disorders that affect children from the ages of
newborn to 18. The hospital is committed to treating all children in need of medical help,
regardless of their families’ financial situation or insurance status.
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Experience.
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Corporate Headquarters
Alliance Data Systems Corporation
17655 Waterview Parkway
Dallas, Texas 75252 
(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
Visit us online at www.AllianceDataSystems.com for more 
information about Alliance. The company’s Annual Report on 
Form 10-K for the year ended December 31, 2004, as filed 
with the Securities and Exchange Commission, is available at
Alliance’s web site.

Electronic Access
Stockholders of record may register at the following web site for elec-
tronic access to future Annual Reports and Proxy materials, rather
than receiving mailed copies: http://www.econsent.com/ads.
Registration is revocable until each year’s record date for the Annual
Meeting. Beneficial stockholders may be able to request electronic
access by contacting their broker or bank.

Investor Relations
Financial Dynamics
Wall Street Plaza, 88 Pine Street
New York, New York 10005 
(212) 850-5600

Legal Counsel
Akin Gump Strauss Hauer & Feld LLP
1700 Pacific Avenue, Suite 4100
Dallas, Texas 75201
(214) 969-2800

Independent Auditors
Deloitte & Touche LLP
2200 Ross Avenue, Suite 1600 
Dallas, Texas 75201 
(214) 840-7000

Transfer Agent and Registrar
EquiServe Trust Company, N.A.
P.O. Box 219045
Kansas City, MO 64121-9045
Shareholder Inquiries (816) 843-4299
http://www.EquiServe.com
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Corporate Information

Certifications
Alliance Data Systems has filed with the SEC, in our most recent Annual Report on Form 10-K, the required
Sarbanes-Oxley Act Section 302 and Section 404 certifications and has submitted to the NYSE the CEO certi-
fication required by Section 303A.12(a) of the NYSE listing standards.

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 statements may
use words such as “anticipate,” “believe,” “estimate,” “expect,” “intend,” “predict,” “project” and similar expressions
as they relate to us or our management. When we make forward-looking statements, we are basing them on our
management’s beliefs and assumptions, using information currently available to us. Although we believe that the
expectations reflected in the forward-looking statements are reasonable, these forward-looking statements are
subject to risks, uncertainties and assumptions, including those discussed in our filings with the Securities and
Exchange Commission. If one or more of these or other risks or uncertainties materialize, or if our underlying
assumptions prove to be incorrect, actual results may vary materially from what we projected. Any forward-looking
statements contained in these documents reflect our current views with respect to future events and are subject
to these and other risks, uncertainties and assumptions relating to our operations, results of operations, growth
strategy and liquidity. We have no intention, and disclaim any obligation, to update or revise any forward-looking
statements, whether as a result of new information, future results or otherwise. 
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