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About This Report

Our inaugural 2021 ESG Report features the company’s Environmental, Social and Governance 
strategy, actions, metrics and performance that took place in calendar year 2021, unless 
otherwise noted. This report also expands on the content in our 2021 10-K and Proxy 
Statement to tell a more robust story of how our commitment to being a responsible 
corporate citizen that delivers positive impact in the world helps us create long-term value 
for the many stakeholders we serve.

As part of our overall ESG strategy, we’ve evaluated various standardized reporting 
frameworks. This year, we aligned our reporting to the Sustainable Accounting Standards 
Board (SASB) Internet & Media Services sector standard and referenced the Global 
Reporting Initiative (GRI) general disclosure standards to help build our report. In future 
reports, we will continue to leverage guidance provided in frameworks like the Task Force 
on Climate-related Financial Disclosures (TCFD), which places a higher degree of focus 
on climate matters, to ensure our management of topics related to climate change is clear, 
comprehensive and responsible.

Please visit our Social Responsibility website for additional information. We are committed 
to regular and transparent communication and welcome feedback as we carry out our ESG 
strategy and enhance our disclosures. Questions or requests for additional information on 
our ESG strategy and program can be submitted to IR@groupon.com.
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At Groupon, we like to say we have a local heart with a global heartbeat. Since 
the company’s founding over a decade ago, building vibrant and engaged 
local communities has been at the core of who we are and what we do. 
When I joined Groupon in December 2021, it was in large part because of 
the business’s unique role in local commerce: we sit at the nexus of online 
commerce and real-life experiences in local communities all around the world. 
We help people connect and create memories.

To deliver on our full potential, we have embarked on a turnaround strategy to 
become the go-to destination for local experiences and services. In order for 
Groupon to succeed in this transformation, we must continue to create value 
for and uplift all of our stakeholders, including our employees, our customers, 
our merchant partners and the communities where we operate.  

Creating value for our stakeholders is imperative, but we must also continually 
consider the “greater good” and how our existence as a business is impacting 
society. We must ensure we are operating responsibly and sustainably, and, 
whenever possible, go above and beyond what is expected of us by those 
who work for, engage with, and trust our brand every day. 

With that, I am very proud to share Groupon’s 2021 Environmental, Social 
and Governance (ESG) report. Inside this report, you will learn about our 
priorities in four ESG focus areas: People & Culture; Diversity, Equity, & 
Inclusion; Global Marketplace, Local Impact; and Responsible Business 
Practices. Our process for determining these priorities - each consisting of 
multiple sub-topics - involved conversations with internal stakeholders and 
thorough reviews of external frameworks to help us better understand the 
most relevant and material ESG matters affecting our business, our industry 
and our entire community of stakeholders. 

While our journey down this particular path has just begun, this report helps 
us tell a story of the foundation we’ve established for ESG at Groupon, what 
we’ve accomplished to date, and where we would like to go. We have an 
amazing opportunity to help local businesses thrive and create experiences 
for customers that can deliver lasting connections to the world around them. 
There is certainly more work to be done but I couldn’t be more excited for 
what lies ahead for Groupon and all of our stakeholders. We look forward to 
updating you on our efforts to build vibrant local communities in the years 
to come.

Sincerely,

Kedar Deshpande

A message from our CEO
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Groupon is a trusted local marketplace where 
consumers go to buy services and experiences that 
make life more interesting and deliver boundless 
value. Founded in 2008, and headquartered in 
Chicago, Illinois, we are a beloved brand with 
massive global scale that connects millions of 
customers with local merchants through our two-
sided marketplace. 

Strong partnerships with great local businesses are 
at the very heart of Groupon. These partnerships 
allow us to bring the best services, experiences and 
value to our customers, whether they’re looking 
for new things to try, taste, learn or do. And, by 
connecting our customers with our merchant 
partners, we create relationships between loyal, 
repeat customers and quality local businesses that 
help communities thrive.

Groupon’s workforce, as of 12/31/2021, of 3,675 
employees is located throughout North America, 
Europe and Asia and represents a diverse spectrum 
of talent and expertise. Our teammates work in 
partnership with thousands of merchant partners 
around the globe -- to evolve the breadth and 
quality of the experiences we deliver to consumers 
who participate in our online marketplace.

About
Groupon
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By the Numbers

* All Data as of December 31, 2021 unless otherwise noted.

~$1 billion in annual revenue

~$737 million in annual gross profit

~$25 billion pumped into 
local businesses, to date

>1 million merchant partners 
worked with, to date

~1.5 billion+ Groupons sold, to date

~22 million global active customers

Global presence in 13 countries

~3,675 employees

More than 150,000 hours 
volunteered in the past 10 years

Conducted the company’s first 
ESG Materiality Assessment 

52% of employees engaged in 
Social Responsibility programs
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Our mission is to be the 
destination for experiences 
-- where customers discover 
fun things to do and local 
businesses thrive.
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Our Core Values
Our values drive our day-to-day effort to bring this mission 
to life, and these values aren’t just words on a piece of paper.  
They are our foundation in our operational processes and are 
ingrained in the expectations of our people managers and 
the teams they lead. The following values make Groupon 
a great place to work and a company relentlessly-focused 
on helping to build amazing communities:

CUSTOMERS
Begin and end with the customer.

RESPECT, INTEGRITY & INCLUSION
Solve problems the right way, together.

INSPIRATION
Make life less boring.

OWNERSHIP & PERFORMANCE
Act like it’s your business.

COMMUNITY
Build great neighborhoods.

13
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Groupon is a globally scaled two-sided marketplace that connects 
consumers to merchants.  We operate in two segments, North America and 
International, and operate in three categories, Local, Goods and Travel.  

LOCAL 
Our core focus is on growing our Local category, which includes experiences from local 
and national merchants in a wide array of subcategories like beauty and wellness, things 
to do, and dining. In addition to local and national offerings, we give consumers the ability 
to access digital coupons from thousands of retailers through our coupons offerings. 

GOODS 
As of 2022, we’ve updated our business model and have transitioned our Goods category 
from a first party to a third party marketplace. As a result, we now earn revenue from 
transactions in which third-party merchants sell products to customers through our 
marketplace. Our Goods category currently includes merchandise across multiple product 
lines, such as electronics, sporting goods, jewelry, toys, household items and apparel.

TRAVEL 
We’re proud to have helped thousands of partners in the travel space - hotels, resorts and 
travel experts - expand their business and stay afloat no matter the status of the economy. 
Through our Travel category, we feature travel experiences at both discounted and market 
rates, including hotels, airfare and package deals covering both domestic and international 
travel. 

Products & Services
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A primary stepping stone in building a solid ESG foundation for any organization 
is having frequent conversations on the topic of materiality. Before we kicked 
off the process for our inaugural ESG report, we engaged internal stakeholders 
to understand the most relevant ESG issues affecting our business, our 
industry and our entire community of stakeholders. Our plan is to engage in 
this process every other year so we can step back, assess and discuss the 
material impacts that are unique to our business model and industry as well 
as incorporate growth factors, culture shifts and new global trends.

Materiality 
Assessment & 
Methodology
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To synthesize the quantitative and qualitative results of our assessment, we 
created our materiality “heat map.” While all issues represented in the matrix 
are important to us and to our stakeholders, the map organizes them into 
several tiers of relevance, and we intend to dedicate attention and resources 
to them with these tiers in mind. Our ESG “tier 1” priority issues are:

• Data Privacy & Cybersecurity
• Governance & Business Ethics
• Talent Attraction & Retention

• Diversity, Equity & Inclusion

• Environment & Climate

• Environmental Stewardship
• Community Engagement
• Data Security & Privacy
• Ethics & Governance
• Health & Safety

• Talent & Culture
• Marketing & Advertising
• Product Stewardship
• Supply Chain

As guidance for the assessment, we used the Sustainability Accounting 
Standards Board (SASB) framework specific to the Internet Media and Services 
sector. Ultimately, we queried stakeholders on nearly two dozen topics that 
fell into one of nine ESG categories:

METHODOLOGY & RESULTS

Our first materiality assessment took place in early 2021 and was conducted 
using a blend of “desktop assessment” and in-depth interviews of internal 
stakeholders. The methodology included careful review of:

• ESG rater/ranker assessments of 
Groupon

• Globally-recognized sustainability 
reporting frameworks 

• ESG reports and disclosures of 
industry peers

• Stakeholder responses to custom 
ESG survey

• Comprehensive post-survey 
interviews of internal stakeholders



20 21

ESG Pillars
We’ve organized the content of our report -- and, 
largely, our management approach to ESG -- into 
four strategic pillars:

PEOPLE & CULTURE 
Our teammates -- spanning geographies, teams and 
functions -- are the most important company asset. 
We hold each other accountable, treat everyone 
with respect, and relentlessly challenge ourselves 
to grow our marketplace and win.

DIVERSITY, EQUITY & INCLUSION
We believe that DEI must be infused in every 
aspect of our business. For us, that means creating 
a culture for potential and current employees, small 
businesses, and customers around the world where 
everyone can feel like they belong, find authentic 
connections, and take part in experiences that 
connect to their own identity.

GLOBAL MARKETPLACE, LOCAL IMPACT
While our operations and reach are global, our 
impact is uniquely local. Our merchants and 
customers live on every block, and our platform 
brings them together to help create thriving, healthy 
neighborhoods. 

RESPONSIBLE BUSINESS PRACTICES
Being a responsible business isn’t just a nice thing 
to say. It’s our every-day actions, even when no one 
is looking, that bind us to the expectations of all 
of our stakeholders and the communities in which 
we operate.  
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Awards & 
Recognition Top Workplaces 2022

North America Energage

Best Places to Work for LGBT Equality
2022, HRC

Most Transformed Workplaces, 2021
CEE Shared Service Awards
Groupon Poland

Best Large Companies to Work2022
Built In Chicago & Built In Seattle
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STAKEHOLDER ENGAGEMENT

At Groupon, we aim to be the destination for 
experiences—where customers discover fun 
things to do and local businesses thrive. To do this 
successfully, we seek input from and collaboration 
with our key stakeholders, including our employees, 
vendors, government and public policy leaders, 
local communities, customers, merchants, investors, 
nonprofit organizations, and corporate partners.

Our approach to meaningful stakeholder engagement 
is to empower and engage all of our stakeholders in 
a shared commitment to build amazing communities 
in a responsible, ethical manner.

At Groupon, we aim to 
be the destination for 
experiences—where 
customers discover fun 
things to do and local 
businesses thrive. 
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EMPLOYEES
We believe that by building a global 
team of employees who have diverse 
experiences, backgrounds, skills and 
perspectives, we can better support 
our mission to be  a go-to and trusted 
destination for experiences. We stay 
engaged with our global network of 
employees through digital technology 
channels such as Slack and G-suite, 
in-person communication within 
our global offices via management 
team and “all hands” meetings, our 
“Talk to Comms” email address, and 
quarterly “pulse” surveys through 
which employees are invited to share 
feedback with Groupon leaders.  

VENDORS/SUPPLIERS
We value our relationships with our 
vendors and suppliers and provide 
a “Vendor Code of Conduct” that 
serves as a rule book with guidelines 
for how we do business together. Our 
Vendor Code of Conduct is offered in 
seven different languages and features 
topics such as Confidentiality & Data 
Privacy, Conflicts of Interest, and 
Labor & Human Rights, to name just 
a few. We also offer an informational 
video for our vendors that outlines 
our policies for working together and 
shares the resources available to our 
vendors and suppliers through this 
Code. If vendors have questions on the 
Code at any time, our compliance team 
is readily available to support. We also 
run an anonymous hotline to support 
any other questions or concerns from 
our vendors.

GOVERNMENT & PUBLIC POLICY
Groupon has been active in government 
affairs  since 2013. We engage with 
trade associations, legislative bodies, 
public officials and other regulatory 
agencies to support issues that are 
important to Groupon and our valued 
stakeholders.

COMMUNITY
We believe in great communities. 
Specifically, we believe that successful 
local businesses are the backbone of 
vibrant spaces. By constantly engaging 
with businesses around the world—
both through our core business 
objectives and through our extensive 
philanthropic and volunteer efforts—
we are able to understand the needs 
unique to specific communities and, in 
turn, help promote positive economic 
impacts.

In 2021, we also partnered with dozens 
of nonprofits and nongovernmental 
organizations (NGOs) around the 
world that made an impact on issues 
like local community development, 
food security and disaster relief. As 
part of our strategic grantmaking 
process, we engage thoughtfully with 
nonprofits that have similar missions 
and goals to support programs and 
initiatives that holistically meet the 
needs of the communities they serve.

CONSUMERS/CUSTOMERS
Customers are at the heart of our 
business - and with millions of active 
customers at the end of 2021, that 
heart is pumping strong! Everyday we 
aim to solve fundamental challenges 
and deliver amazing value to our 
customers. To ensure we do the hard 
work and reach for long-term customer 
happiness, we run a monthly customer 
satisfaction study. The study, which 
has been running since June 2019, 
surveys consumers in the U.S., United 
Kingdom and France on questions 
around their experience with Groupon, 
brand perception, and other journey 
touchpoints. Currently, we use this 
consumer feedback to support our 
merchant marketing programs. 

INVESTORS
We value our wide variety of retail and 
institutional investors and are grateful 
for their support in our mission to be 
the trusted local marketplace. With 
room to grow and plans to continue 
to unlock potential, we share candid 
assessments with our investors and 
prioritize investor engagement through 
channels such as quarterly earnings 
calls, annual shareholder meetings, 
ongoing email alerts, investor outreach 
and dedicated investor events.

MERCHANT PARTNERS
We’ve worked with more than one 
million merchant partners to-date! We 
know that our merchants are careful 
about every decision they make, 
because each can mean success or 
failure for their business. To succeed, 
they often have to get creative, run 
lean, and plan for the long term. When 
working with merchants, we take this 
exact same approach and try to do 
everything we can to help each one 
thrive. 

We run a quarterly satisfaction survey 
for our merchants in the U.S., United 
Kingdom, and Germany. In this survey, 
we ask merchants several questions 
about their experience with Groupon– 
including questions around the 
effectiveness of the tools and support 
we provide. We use these insights 
to help us understand how we can 
continue being a valued partner.

Stakeholder Engagement
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Since early 2020, our business has been significantly impacted 
by COVID-19. In response to the pandemic, we implemented 
changes within our workforce and how we work as teams. For 
example, in response to employee needs and the evolving nature 
of work, we developed a more flexible, hybrid working approach 
designed to optimize collaboration across our global employee 
base and maintain the accountability and productivity of our 
performance culture. 

Our employees began to return to the workplace in 2021 utilizing 
our test hybrid working design, and our global Human Resources 
team will continue to support the efforts for a smooth return 
to a safe working environment with the health and safety of 
our employees being our primary consideration. Additionally, in 
response to challenges created by the COVID-19 pandemic, we 
developed and launched a program on Building Resilience through 
Psychological Flexibility, which is available to all employees.

Our Response 
to COVID-19
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People & Culture
AN AUTHENTIC AND INCLUSIVE CULTURE
Groupon helps customers discover experiences that make for 
a full, fun, and rewarding life. We take the same approach to 
our work culture - we believe that having teams of resilient, 
energized, diverse, and collaborative people from all over the 
world make Groupon unique. Our goal is to support a culture 
that inspires innovation, rewards smart decision-making and 
celebrates success. 

In each of our offices around the world, we strive to create 
environments that transcend  cultural differences, beliefs, or 
places of origin to create a beautiful tapestry reflective of our 
similarities and shared goals. Diverse voices and experiences 
make us a better company and unlock better decision-making 
processes and outcomes that support our employees, merchant 
partners and customers. 

Late in 2020, in the midst of a global pandemic, we established 
a Culture Working Group to help us turn words into action. Led 
by Groupon teammates from a diverse array of geographies, 
teams and backgrounds, this group defined four essential pillars 
-- performance, engagement, diversity and inclusion, and 
communication -- as essential ingredients to create an authentic 
and inclusive Groupon culture. In 2021 the Culture Working Group 
began testing initiatives focused on bringing our culture to life 
and inspiring employees to become “culture champions.” 
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In addition to the programs 
and initiatives driven by the 
Culture Working Group, 
employees are guided in 
their day-to-day work by a 
robust set of company Values 
which include:

COMMUNITY
Build great neighborhoods. 

We believe in great communities. Specifically, we believe that successful local businesses are 
the backbone of vibrant spaces. What makes your neighborhood great? It’s the combination 
of interesting and thriving businesses coupled with people who visit frequently. We are 
the thing that connects them, and we can make things better for both -- building amazing 
communities in the process through our economic impact. Coupled with our volunteer 
efforts and social responsibility focus, there are numerous ways we can all make a greater 
difference.

OWNERSHIP & PERFORMANCE
Act like it’s your business.

We work with thousands of small business owners, and they take hard looks at every 
decision they make because each can mean success or failure for their business. To succeed, 
they have to get creative. They run lean. They get the absolute most from their teams. And, 
they plan for the long term. We want everyone at Groupon to take that same approach.

INSPIRATION
Make life less boring.

We think life should be fun. For our customers that means showing them the amazing 
things they can experience right outside their doors and virtually anywhere they go. For 
merchants, it means helping make their businesses successful and their lives easier. For 
employees, it means building a great place to work. All of this is steeped in our sense of 
humor, our commitment to excitement and cats. Lots of cats.

RESPECT, INTEGRITY, & INCLUSION 
Solve problems the right way, together.

We don’t just want to win, we want to win the right way. We’ll celebrate difference and the 
ways it can change how we work and lead to bigger wins. We’ll work across the company 
realizing that success isn’t a zero-sum game. We’ll invite diverse perspectives and make 
sure we take on challenges in an honest, open and respectful manner.

CUSTOMERS
Begin and end with the customer.

Customers are why we’re here. They drive our business. When customers view us as a daily 
habit -- as something indispensable -- it will mean we’re solving fundamental challenges 
and delivering amazing value. Whether it’s consumers or the merchants we connect them 
with, everything we do should begin and end with the customer, and we will be willing to 
do the hard work for long-term customer happiness.

33
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Our ability to operate a successful business starts with the people who 
walk through our office doors - and join our Zooms - every day. We look for   
individuals who know that solving problems the right way - together - makes 
us a better organization.

We value our employees’ loyalty and fierce dedication to our mission, and 
we aim to provide our global staff with a nurturing working environment. 
This includes our robust set of training and development opportunities, 
comprehensive benefits, best-in-class wellness programs, and flexible work 
policies that have been thoughtfully created to support our teams as they 
continue to grow at Groupon.

In 2021, we continued to celebrate our key milestone anniversaries with our 
infamous Groupon-branded green, black and red track jackets. We saw 321 
employees celebrate 10+ years of service (red jackets), 389 employees celebrate 
5 years (black jackets) and 707 employees celebrate 2 years (green jackets).

Part of building a strong team also means hiring from a diverse talent pool 
and recruiting candidates with various perspectives, including different ethnic 
and racial backgrounds, gender identities and experiences. To do this, we 
partner with organizations in the U.S. such as Grace Hopper, Girls Who 
Code, the Hispanic Alliance for Career Advancement, the National Black MBA 
Association, the Black Women’s Network, National Society of Black Engineers, 
Out in Tech, and PinkJobs to reach candidates from underrepresented groups 
as we continue to work on building diverse teams, fostering more inclusivity 
into our global workforce, and retaining our talent.

Talent Acquisition & 
Development
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As part of our continued commitment to making Groupon a great place to work 
and conducting our business with the highest levels of ethics and integrity, 
we offer a variety of training and development programs that support our 
workplace culture, ethical habits, data privacy and security practices, and 
manager behaviors. 

All Groupon employees are required to take the following full-length training 
courses once every two years:

• Global Code of Conduct

• Anti-Corruption

• Respectful and Harassment Free Workplace* 

In alternate years, employees are required to complete a Global Code of 
Conduct Recertification Quiz. 

In addition, employees outside of the U.S., and those in the U.S. who are in HR, 
Finance, Legal, and executive departments receive Anti-Corruption training 
once every two years. 

We also require all employees to complete unconscious bias training.

You can learn more about our DEI initiatives and how they are part and parcel 
to supporting the development of our workforce by checking out the Diversity, 
Equity & Inclusion section of this report.

Training Courses

*Employees located in California, Illinois, New York, and the managers of employees in these 
locations, receive this training every year. 
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Career Development
At Groupon, we are focused on providing our team members with professional  
development opportunities to support them on their career journey. The 
opportunity to grow and develop skills and experience, regardless of job 
role, team or geographic location, is critical to our success. To support talent 
development we actively foster a culture of learning and development by 
offering a variety of additional developmental and training courses for our all 
of our employees, such as: 

• Change & Resilience
• Managing Through Change
• Fast Start 90 - a course that reinforces leader habits and expectations for 

new managers
• Group Coaching Sessions covering topics like Growing Your Career and 

Growing Your Confidence
• Authentic Allyship Workshops

• Global Interview Training

Additionally, to support our future leaders, in 2022 we launched a comprehensive 
global Director Development Program to support leaders with the tools they 
need to succeed, and Accelerate Academy, a 7-month program for Groupon 
International employees, with the aim of accelerating the development and 
careers of our top female talent. 

To support the growth and development of our global workforce, we hold 
an annual company-wide performance management review process for all 
employees. As part of the performance review process, we have an annual 
promotion cycle.  We plan to enhance this process by instituting quarterly 
promotion cycles that will provide more frequent opportunities for managers 
to recognize the performance and accomplishments of their team members.

We also encourage our employees to grow their careers at Groupon. Our Internal 
Talent Mobility (ITM) process encourages and facilitates internal mobility and 
cross-team growth opportunities for employees.  In 2021, we had 280 internal 
transfers, representing 25% of the 1100 global hires for the year. Of that number, 
39% were lateral movies, and 61% were internal promotions.
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*U.S. only 
**U.S. only and some global offices

We offer competitive compensation that provides our global workforce 
with market rate pay consistent with findings from benchmarking exercises 
conducted across our industry peers. 

We also provide comprehensive benefits designed to attract, reward, and 
engage top talent. This program aligns with our “Work Hard, Perk Hard” 
philosophy and includes benefits like:

• Health, dental, vision, flexible spending accounts, health savings accounts, 
life & disability income protection, and commuter benefits*;

• 401(k) retirement savings plan with company matching*;

• Employee assistance programs**

• Performance-based cash incentives for technology and management roles;

• Time-based Restricted Stock Units;

• Resources for working parents such as parental leave, transition-back-
to-work programs, and adoption assistance;

• Paid time off, including unlimited routine time off *, sick days, family 
medical leave, and parental leave;

• Groupon “Bucks” and in-app discounts 

• Time off for volunteering 

• Flexible working arrangements

• Professional growth and development resources 

• Our Employee Stock Purchase Plan (ESPP) also gives eligible U.S. 
employees, who work more than 20 hours per week, the opportunity to 
purchase shares of Groupon common stock at a discounted rate from the 
fair market value through convenient payroll deductions.

Compensation & 
Benefits
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We’ve recently expanded our programming to focus on the 
well-being of employees, combat burnout and support the 
overall health of our global teams. 

Our comprehensive wellness program includes: 

• Access to mental health support and services

• Periodic digital detox days 

• An Employee Assistance Program with free and confidential 
counseling for employees and family members

• Talkspace, a virtual service that connects employees and 
family members with licensed mental health providers for 
counseling and therapy

• Annual stepathon event 

• Global Wellness Week 

• Unlimited digital fitness offerings, exclusive rates for in-
person classes through our partnership with ClassPass, 
and “Virtual Friday Fitness” classes offered globally

We also have an Employee Resource Group (ERG) dedicated 
to employee wellness. Check out page 64 to read more about 
our ERG offerings at Groupon. 

Employee Wellness
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FUTURE OF WORK 

We believe it’s important for our employees to 
do their jobs where they feel they can do it best. 
Whether that means working remotely from home or 
in one of our global offices —we want our employees 
to thrive in a work environment that suits their 
needs. Following office closures from COVID-19 in 
2020 and 2021, we launched a test of an approach 
that we call “@flex.”

Flex, which represents our “flexibility” and related 
hybrid working options, was rolled out incrementally  
across our 19 offices worldwide. Our approach to 
re-entry follows COVID-19 protocols in accordance 
with the local government’s guidance to make sure 
our employees have a healthy and safe working 
environment if they choose to access our buildings.

For our employees who do enjoy working from 
one of our global offices, we make sure that we 
carefully select our building locations in a way that 
is tailored to their needs–including meeting holistic 
criteria around location, security, food service, 
and public transportation options, to name just a 
few. To keep our employees’ needs top of mind, 
we assign a representative for each office who is 
responsible for leading the charge and advocating 
for the employees, so that we can make sure that 
our Facilities and Real Estate team strives to deliver 
on what our employees want and deserve.



46 47

Employee Engagement

PULSE SURVEY
With thousands of employees on multiple continents, 
it’s critical that we have a mechanism in place that 
allows us to gather feedback. Each quarter, we 
launch a “Pulse” survey to gain insights into the 
engagement levels of our team members and to 
measure the overall health of our culture.

In March and September, we conduct “Long 
Pulses” which include several questions across 
various categories including: employee wellbeing, 
engagement, DEI, performance and strategy, and 
company leadership. In June and December, we take 
a “Quick Pulse” by asking our employees just one 
question: “How happy are you working at Groupon?” 

We use the responses to turn insights into action. The 
Long Pulse allows managers to identify focus areas 
for the team and to implement formal action plans, 
and the Quick Pulse serves as a temperature check 
for leaders to understand the team’s engagement. 

Our engagement survey in 2021 had strong 
employee engagement scores, with an 85% 
response rate. 
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INTRODUCING THE GREEN AWARDS

The Global Green Awards, which we started in 2013, are a 
quarterly opportunity for Groupon employees to nominate and 
recognize colleagues who exemplify one -- or all! -- of the Five 
Groupon Values and who make Groupon a great place to work. 
Winners receive a spot in the Global Green Awards Hall of Fame, 
a pair of custom green Converse® Chuck Taylor All Star shoes 
that symbolize “walkin’ the walk”, and, for those who win the 
Community Value award, a $1,000 impact grant to donate to 
their charity of choice*.

Employee Recognition

*In compliance with our philanthropic giving, 
non-discrimination policy
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At Groupon, we believe attracting and retaining diverse, global 
talent is key to our success. We are creating a culture where 
everyone can feel like they belong, find authentic connections, 
and take part in experiences that connect to their own identity. 
This is our vision for Diversity, Equity & Inclusion (DEI), and it 
means that we try to integrate a DEI perspective into every 
aspect of our business. 

In 2021, we brought on a new Global Head of DEI who updated 
our program to ensure that our goals were fully aligned with the 
company’s operational goals. Our new Global Head of DEI also 
built a team that leverages data-driven insights to drive our DEI 
strategy forward:

QUANTITATIVE
The DEI team built a DEI dashboard that tracks hiring funnel, 
performance ratings, average compensation ratio, promotion 
data, and employee exit interviews among other key analytics. 
The DEI team analyzes Groupon’s people processes across the 
employee lifecycle to better understand how Groupon attracts and 
selects employees, develops and retains its existing workforce. 
As a next step, the DEI team cross-references this data with 
available employee demographic data to identify where we have 
diversity gaps, determine why these gaps exist and how to best 
address them going forward. The DEI team then shares this data 
with senior leaders and works closely with them to develop DEI 
plans specific to their own teams.

QUALITATIVE
To ensure that we are supporting a thriving and vibrant culture, 
we conduct an annual DEI experience survey to understand our 
global employees’ needs and concerns and uncover insights 
that will allow us to positively impact our employee experience 
at the local level. 

Additionally, the Global Head of DEI leverages these data insights 
to provide strategy and performance updates to members of 
Senior Management during monthly executive meetings. 

Diversity, Equity 
& Inclusion
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Caucasian

Asian

Black or African American

Caucasian

Asian

Hispanic or Latino

Black or African American

Did not wish to self-identify

Two or more races

Native Hawaiian or Other Pacific Islander

American Indian or Alaska Native

All US

60.2%

17.1%

9.2%

7.6%

3.5%

2.0%

0.2%

0.2%

Caucasian

Asian

Hispanic or Latino

Did not wish to self-identify

Black or African American

Two or more races

Native Hawaiian or Other Pacific Islander

Tech

41.4%

12.8%

4.3%

6.3%

3.9%

2.4%

0.2%

Caucasian

Asian

Hispanic or Latino

Did not wish to self-identify

Black or African American

Two or more races

Native Hawaiian or Other Pacific Islander

American Indian or Alaska Native

73.0%

12.8%

4.3%

5.0%

2.8%

0.7%

0.7%

0.7%

Director +

75.0%

12.5%

12.5%

Board of Directors

WORKFORCE DIVERSITY STATISTICS

In each of our offices around the world, we strive to create a culture where 
our teammates can be their best selves and feel supported, regardless of 
cultural differences, beliefs, or other diversity characteristics. We know that 
a diverse array of voices and experiences makes us a better company and 
unlocks better decision-making processes.

While we are proud of the progress we’ve made to foster the diversity of 
our workforce, we want to do even better. This is not an exercise with an 
end date - it is an ever-evolving work in progress. We’re on a journey and 
as we continue to evolve what we want DEI to look like at Groupon and the 
impact that our DEI programming can have, we are committed to transparent 
reporting and action. 

*Data as of October 31, 2021
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As an employer, we strive 
to provide equal pay for 
equal work.
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54.7% Male
45.3% Female

Global

62.5% Male
37.5% Female

Board of
Directors

64.7% Male
35.3% Female

Director+

80.6% Male
19.3% Female

Tech

*Data as of October 31, 2021

As an employer, we strive to have diversity 
throughout the organization including at our 
leadership levels. As our data shows, however, we 
have a disproportionate number of males to females 
in leadership positions and across our organization. 
We know we need to work even harder to address 
this ratio. 

One of the ways we’re aiming to do this is through the 
launch of Accelerate, a 7-month program designed 
and run in partnership with the organization 
everywoman. The goal of this program and 
partnership is to accelerate the development and 
careers of our top female talent. We look forward 
to sharing results of the Accelerate program at its 
conclusion in early 2023. 

Gender Equity

https://www.everywoman.com/
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INCREASING REPRESENTATION

We review and use our workforce data to create 
internal programming to hire, promote and retain 
diverse talent that matches the demographics of 
the communities in which Groupon operates today. 
We are committed to working hard to remove the 
obstacles that underrepresented candidates face 
in the workplace -- from the recruitment process, 
benefits, training and flexible working -- to 
recognition, rewards and promotions. 

This starts with establishing more programs and 
policies focused on the hiring and retention of 
members of underrepresented populations. We 
leverage specific pathways to identify a diverse 
range of applicants for all of the positions that we 
advertise. We specifically target our representation 
opportunities at more senior levels - using strategies 
such as diverse candidate slates. 

As we focus on building an inclusive culture intended 
to attract and retain a wide variety of applicants, 
we also want to make sure that we hire talented 
individuals who share our company values and add 
unique skills to our evolving culture. To do this, we’re 
shifting away from making hiring decisions based 
on “culture fit” but rather “culture add.” A “culture 
add” is someone who not only aligns with our 
organizational values but also brings new skills and 
perspectives that will add to our evolving culture. 

We also began building relationships with Historically 
Black Colleges and Universities (HBCU) to increase 
our hiring pipeline for diverse candidates. We are 
doing more to attract top, diverse talent from all 
over the country*, and this includes deepening our 
relationships with HBCUs. 

*Our U.S. based offices
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Groupon is committed 
to building its diverse 
merchant base.

SUPPORTING A VIBRANT MERCHANT COMMUNITY

Groupon is committed to championing our diverse merchant base. This emphasis 
not only highlight our merchants’ rich heritage and cultural backgrounds, but 
have also boosted their collective exposure with millions of impressions and 
thousands of orders across each campaign.

We’ve boosted merchant sales & exposure through multiple diversity-focused 
campaigns. From International Women’s Day to Hispanic Heritage Month, and 
everything in between, we ran six full National Diversity Campaigns in 2021 
celebrating the rich and diverse backgrounds of our merchant partners. With 
dedicated emails, blog posts, specially curated shops, social media posts and 
in-app notifications, Groupon customers found even more reasons to love our 
merchants and Groupon. 

But our work doesn’t stop there. We will also shine a spotlight on merchants 
who volunteer to have their stories told across our social media.
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GROUPON STUDENT SUCCESS INITIATIVE

We recently announced the Groupon Student 
Success Initiative, created in partnership with 
Chicago State University, a predominantly 
Black university in Chicago. We established five 
scholarships for first-time, first-year undergraduate 
students. These students, our Groupon Scholars, 
will receive tuition and fees assistance and be 
paired with a Groupon employee who will provide 
mentorship during the 2022-2023 school year. 
We recognize there is a gap in educational 
opportunities and outcomes, and we want to 
do our part to help level the playing field. Our 
relationship with Chicago State University is our 
first of many steps in that direction. As we aim to 
build a talent pipeline for the future, our Groupon 
Scholars can participate in Groupon’s internship 
program as they become rising Juniors. 

DEI Values 
in Action
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EMPLOYEE RESOURCE GROUPS (ERGS)

At Groupon, we are making diversity the cornerstone of how we operate, and ERGs are a vital part of 
our Global diversity, equity, and inclusion strategy. We have six established networks that are focused 
on DEI issues. Each is led by employees from across the business who represent our people and are a 
voice for change. ERG leaders take on leadership roles and the associated work in addition to their day 
jobs, putting in extra time, energy, and insight. As such, we are happy to report that Groupon financially 
compensates each ERG co-chair for their leadership in the form of restricted stock units.

By definition, ERGs are voluntary, employee-led groups that aim to foster a diverse, inclusive workplace 
aligned with the organizations they serve. They are usually led and participated in by employees who 
share interests, characteristics, or experiences with the mission of advancing an underrepresented 
group. The groups exist to provide support and help in personal or career development and to create 
a safe space where employees can bring their whole selves to the table. Everyone can participate as a 
member or leader of an ERG or as an ally; they are not exclusive. Any employee supporting the mission 
is welcome. 

The four strategic focus areas of our ERGs are culture, talent, business, and community. Our six currently 
active ERG offerings include:

BLM EMPLOYEE ACTION GROUP

In June 2020, in the wake of the murder of George Floyd, Groupon hosted a virtual forum 
in which several hundred employees logged in to share openly and learn from one another. 
This powerful 90-minute conversation led to increased engagement and the formation of 
four employee action groups:

LISTEN
An Employee Forum Action Group committed to continuing conversations and dialogue 
on racial challenges within and outside of Groupon’s culture, including the launch of an 
ongoing anti-racism book club. 

LEARN
A Resource Action Group committed to sharing resources and engaging local organizations 
that support anti-racism and social justice activities. This group creates activities for 
employees to learn more about anti-racism and social justice, such as film screenings. 

MOBILIZE
A Diverse Merchant Outreach and Platform Engagement Action Group, committed to 
working on behalf of Black-, Latinx-, LGBTQ+-, and veteran-owned businesses, both in 
identifying those currently on the Groupon platform and engaging others who are not 
currently connected to Groupon. This group works cross-functionally across marketing, 
sales, technology, and other organizations to mitigate algorithmic bias and help diverse 
businesses leverage Groupon’s platform.

SUPPORT
A Connection and Allyship Action Group committed to addressing allyship challenges 
through cross-department networking, career development opportunities, community 
outreach, and 1:1 connections that can lead to change, growth, and progress.

#PASS THE MIC

In 2020, we launched the #PassTheMic social media campaign which transforms Groupon’s 
social media platform into an amplifier of prominent voices in Black communities. To do 
this, we partnered with leaders in Black communities and allies for change, and amplified 
those voices to our audience of 22MM+ social-media followers. 

We welcome nominations for voices for positive change that need to be heard at  
passthemic@groupon.com.

DEI VALUES IN ACTION

At Groupon we want our culture to enable people to be focused and accountable. We will continue to 
focus our energy on: 

• Supporting and enabling Groupon’s employee resource groups

• Providing programming and tools that help Groupon employees incorporate DEI strategies and goals 
into their annual performance goals

• Creating opportunities for employees to engage in cultural competency workshops and conversations

• Creating new programming to build and champion our diverse merchant base

mailto:passthemic%40groupon.com?subject=I%20want%20to%20%23passthemic
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We recognize that achieving a workplace grounded in 
respect and diversity requires a shift from bystander 
to upstander behaviors across Groupon. So, we want 
our global employees to take an active role in creating a 
workplace that is equitable for all. 

To help deliver this message and equip our colleagues 
with the right tools to play a role in our inclusive culture, 
we provide a variety of training opportunities. 

Training for an 
Equitable & Inclusive 
Workplace

Inclusive leadership training
For all of our Groupon employees, we offer multiple sessions 
of Pronoun Training each year that covers topics including (but 
not limited to): belonging, definitions around sexual orientation 
and gender identity/expression, understanding what it means 
to be transgender or non-binary, how to be an ally, respectful 
communication, and how to  avoid “misgendering.” 

We also offer Microaggression training upon request to our 
global teams. This training -- Recognizing and Responding to 
Microaggressions -- will explain what microaggressions are and 
also provide employees with knowledge on what they can do as 
leaders and colleagues if they witness microaggressions in the 
workplace. Participants will leave this program with the ability to:

• Identify and define a microaggression,

• Use perspective-taking to build awareness around specific 
common microaggressions in the workplace,

• Offer a meaningful and informed apology if one unintentionally 
commits a microaggression, and

• Show up as an ally when a microaggression occurs.

Lastly, to help foster inclusive leadership training, we developed 
a DEI manager toolkit. The toolkit informs leaders about our DEI 
philosophy, efforts, programming and provided simple actions 
that could be taken by anyone in a “do it yourself” manner to join 
our efforts in fostering a thriving culture.
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UNCONSCIOUS BIAS TRAINING

We require all of our employees to complete 
unconscious bias training, which includes 
training tactics to help us recognize potential 
biases, understand the effects unconscious 
biases can have in the workplace, and take 
proactive measures to counter potential 
unconscious bias. By understanding and 
managing unconscious bias, we can be 
a stronger, more diverse, and inclusive 
organization. In doing this, we will continue 
to drive innovation, attract top talent, and 
engage those within Groupon.

AUTHENTICALLY ME

Hosted by our Global Head of DEI, the 
quarterly series, “Authentically Me” opens the 
door and challenges our employees’ concepts 
of workplace conversations by leaning into 
the uncomfortable, encouraging bravery, and 
ultimately creating a culture of honest and 
authentic interactions. 

DEI Programs

TUITION REIMBURSEMENT FOR  
BLACK EMPLOYEES

IMPACT Initiative is a tuition assistance 
reimbursement program that will be offered 
annually to support Groupon employees who 
identify as African American/Black, have 
been with Groupon for at least six months, 
and are seeking to further their professional 
development and/or education. 

PRODUCT & ENGINEERING  
MENTORING PROGRAM

The Product & Engineering (P&E) team 
established a mentoring cohort structure to 
create equal access to senior insight. Every 
four months, P&E staff identify a personal 
challenge to solve or area to develop in and 
then are matched with a senior leader to coach 
them for that “trimester.” The program has 
a 90% return rate with members returning 
for multiple cycles of personal development 
and support and a 95% satisfaction rate 
of members saying they achieved their 
development goal. 
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Global 
Marketplace, 
Local Impact
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Groupon connects millions 
of customers with local 
merchants through our 
two-sided marketplace. 

With that kind of scale and global footprint comes 
a responsibility to leverage our resources not only 
for the success of our business and merchant 
partners but for the greater good of communities. 
This provides us the opportunity to tackle immense 
challenges facing society and, as such, we have set 
the following goals:

• Deliver tangible, social impact in communities 
where we operate

• Help empower and engage Groupon’s greatest 
asset -- our employees -- in serving communities

• Position the Groupon brand as one that 
stakeholders can trust

Groupon connects 
millions of customers 
with local merchants 
through our two-
sided marketplace. 
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Groupon is committed 
to helping people and 
communities thrive
through a Social Responsibility (SR)  
“portfolio” of employee do-goodery, customer 
collaboration, strategic investment in 
nonprofits and responsible business practices. 

Our goal is to empower and engage our stakeholders, internal and external, in 
a shared commitment to build amazing communities in a responsible, ethical 
manner. Woven throughout our work is a targeted approach to supporting 
underrepresented communities in order to ensure opportunity for those 
individuals and institutions that have been historically marginalized.

Matt Kruse
Global Head of Social Responsibility

2021 Highlights

• Groupon’s first Materiality Assessment which 
engaged internal stakeholders in a conversation 
about environmental, social and governance 
(ESG) issues most critical to the success of the 
business. 

• Groupon’s 3rd annual Kiva Holiday Giving 
Campaign resulted in employees lending $66,225 
loaned to 3,479 borrowers in 52 countries. 

• 43 Grouponers participated in pro bono events 
which provided 15 nonprofits with several 
hundred hours of skills and expertise.

$44,820
distributed to organizations in 
support of disaster relief

$141,000
Pumped into local 
communities

3,909
Small businesses 
supported

89.5%
Of those businesses 
are women-owned

$152,140
In pro bono 
services provided

8,774
Volunteer hours 
donated

52%
Employee engagement 
in SR programming
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CORPORATE SOCIAL RESPONSIBILITY 
INITIATIVES 
Local community development

Healthy, vibrant communities are good for 
everyone. Quality schools, better jobs, safe and 
clean neighborhoods that are inclusively diverse – 
all of these things make a community a desirable 
place to live, work and operate a business. And 
it’s those businesses, the local retailers in every 
neighborhood, that lend a distinct personality and 
economic viability to the communities around them. 
We focus our investments at the neighborhood-
level, often piloting programs in our hometown of 
Chicago, and work with community organizations 
and nonprofits that are on the ground working to 
accelerate neighborhood development and small 
business growth.

Healthy, vibrant 
communities 
are good for 
everyone.
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The Hatchery, an award-winning food and beverage incubator 
in Chicago’s West Garfield Park neighborhood, was born out of 
the Industrial Council of Nearwest Chicago in 2016. Similar to 
Groupon, the Hatchery is dedicated to helping local entrepreneurs 
grow their businesses and enabling communities to thrive and 
prosper. Groupon was an early investor in The Hatchery, part of 
a collective community of supporters that helped them blossom 
from an idea into one of the largest food incubation spaces in 
the United States. 

In 2021, we sponsored a three-part “Everything ECommerce” series 
with The Hatchery benefiting Chicago-based small businesses. 
This weekly series compiled insights from industry experts, 
including Steve Dimmitt, Head of Enterprise Sales at Groupon, 
on a variety of topics and challenges facing small businesses 
today, including eCommerce and shipping, website development 
and digital marketing, and pricing strategy, promotions, and 
partnerships. More than 70 entrepreneurs attended the series.

SR Partnership 
Highlights
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Embarc is an innovative nonprofit that promotes experiential 
learning as a method to transform the way teachers teach and 
students learn. Founded by two teachers in Chicago’s Englewood 
neighborhood, Embarc works with educators, students and 
community partners to curate powerful experiences and curriculum 
that cultivate purpose, passion and possibility for an entire school 
of students. The impact of this Embarc’s programming speaks for 
itself -- 97% of Embarc students graduate high school (versus 
71% of students across Chicago Public Schools).

During 2021, in the wake of intense civil unrest across America, 
Embarc identified a need to better prepare high school students 
for life outside the classroom. With Groupon’s funding and 
leadership support, Embarc created the Next Generation Justice 
Leaders (NGJL) program which supported students by:

• Equipping them with the skills needed to become the next 
generation of thought leaders and activists

• Partnering with Black-led organizations to create pathways 
that facilitate upward mobility beyond high school

With Groupon’s financial and leadership support, Embarc was 
able to identify and recruit new experience partners for the NGJL 
program and create an implementation plan for the 2021 - 2022 
school year. We continue to broaden our support of Embarc in 
2022 to help incorporate their programming into more Chicago 
Public Schools curricula. 

“Embarc is deeply grateful for our partnership with Groupon. We 
each believe in the power of experiences to connect communities, 
expand worldview, build confidence, and spark joy. Through 
Groupon’s partnership, we are able to bring developmental 
learning experiences to thousands of Chicago’s public school 
students, and help improve outcomes for young people in school 
and beyond. Together, with Groupon employees and merchants, 
we are turning the city into a classroom, and building a more 
impactful and equitable education system.”

-- Stephanie Truax, Chief Development Officer, Embarc
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VOLUNTEERISM

Since our company was founded more than a dozen years ago, volunteerism 
has been a staple on the shelf of our employee engagement pantry. Through 
our Groupon Volunteers programs, our employees collectively volunteered 
more than 8,700 hours -- both virtually and in-person -- to support hundreds 
of outstanding nonprofit partners around the world in 2021.

The pandemic presented us with a challenge common to many organizations in 
2021 --  finding new ways to engage employees in activities that, traditionally, 
have been in-person. While we continued to encourage employees to 
participate in the more common one-and-done activities (with local health 
restrictions being followed, of course), we made the conscious choice to 
focus our resources into our pro bono volunteering initiatives which allowed 
teammates to utilize and develop their existing skills while also helping 
community organizations maximize their impact. 

GROUPONSULTATION PRO BONO - HHP LIFT

In 2021, we launched our 8th Grouponsultation cohort -- a pro 
bono consulting initiative in which Groupon employees offer 
their expertise over a 10-12 week period to help purpose-driven 
organizations build capacity and more effectively deliver their 
programs and services.

One of the organizations we worked with is HHP Lift, a 
nonprofit social enterprise that provides workforce and business 
opportunities for underserved communities and people who face 
significant barriers to fair wage employment. HHP Lift asked 
Groupon to help them become a one-stop shop for socially 
responsible gifts and products, and we were ready for the 
challenge! 

Three Groupon employees -- with senior roles across creative 
content, software engineering, and Getaway experiences -- 
stepped up to the plate. In a few short months, the team helped 
HHP Lift hone in on the heart of its story and update their brand 
position and messaging.

The team also helped HHP Lift improve its online presence by 
creating a new strategy that included product updates on the 
website, building a social media strategy, leveraging Groupon’s 
Goods platform, and developing an influencer program. The 
project was well-received by the team at HHP Lift and has had a 
measurable impact on their ability to serve communities around 
the world. 

YOUR TIME OUR DIME

In August, we piloted an exciting initiative called Your Time 
Our Dime (YTOD) that celebrated our employees’ involvement 
in the community by providing monetary donations for hours 
volunteered. For every volunteer hour logged during the month, 
Groupon donated $5 USD to our longtime partner Kiva, which 
provides crowdfunded loans to underserved entrepreneurs and 
small businesses around the world. Moving forward, we will 
use the results of this campaign -- nearly $5,000 donated -- to 
convert YTOD into a full-time program that employees can access 
to support the nonprofits and causes they care about most. 
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GLOBAL

For the third consecutive year, we partnered with 
Kiva on our Holiday Giving campaign which launched 
on Giving Tuesday. Kiva is a unique micro-lending 
and social impact venture that has helped create 
opportunity for more than 4 million small business 
owners in 70 countries. Through the power of crowd-
funders - in this case, our employees -  Kiva borrowers 
are able to fund their entrepreneurial dreams.

For a two-week period in December, we give our 
teammates the chance to turn these dreams into reality 
by providing them a $25 (USD) credit to “lend” to a 
Kiva borrower anywhere in the world. In total, 1,657 
credits were redeemed resulting in $66,225 loaned to 
3,479 borrowers - nearly 90% of them women! -  in 
52 countries. 

EUROPE, MIDDLE EAST, AFRICA

Our U.K. employees have a long-standing partnership 
with Barnardo’s, a children’s charity that supports the 
UK’s most vulnerable children and builds stronger 
families. Teammates engaged with Barnardo’s several 
times throughout 2021, including gift-giving and 
fundraising events that provided access to food, shelter, 
and support services for vulnerable children. 

Our UK team also used the power of the Groupon 
platform to drive donations and awareness for 
Barnardo’s during our Unseen Summer campaign. The 
effort raised awareness of the plight of underprivileged 
children during the summer period. For every deal sold 
in our dedicated shop Groupon pledged to pay £1 to 
Barnardo’s.

In July 2021, areas across middle and western Europe, 
including Germany, Belgium and the Netherlands, 
were hit by catastrophic floods due to heavy rainfall. 
All told, there were more than 240 fatalities, in excess 
of EUR 10 billion in property damage and hundreds of 
communities profoundly impacted by the devastation. 
As always, the International Red Cross was there to 
provide relief to victims in the form of food and shelter 
for those who were evacuated from their homes. Our 
culture is rooted in uplifting local communities. In 
support of the IRC’s relentless work on the front lines, 
Groupon provided corporate and employee match 
donations to the Red Cross charities supporting the 
Germany, Belgium and Netherlands regions through 
the devastation.

ASIAN PACIFIC

In 2021, Grouponers from around the world raised 
funds to support the American India Foundation’s (AIF) 
which helped the organization deliver on the next phase 
of their Covid relief strategy to vaccinate the vulnerable 
populations in India. As was sadly the case in many 
communities around the world, the most marginalized 
individuals tend to get left behind. Our fundraising 
efforts helped AIF focus on the most-pressing 
challenges faced by these vulnerable communities: 
awareness, access, and affordability. Combined with 
the company match, Groupon employees collectively 
donated more than $30,000 USD which provided 
desperately-needed, on-the-ground interventions 
through Indian communities. 

Groupon 
Employees 
Giving 
Together
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At Groupon, we believe it’s our responsibility -- and we have 
significant capacity --  to help support businesses that have the 
greatest needs, in neighborhoods that are frequently underserved. 
We are proud to leverage our platform to uplift diverse small 
businesses across the globe through our social media and 
marketing efforts. 

Helping Small 
Businesses Thrive

A PLATFORM FOR DIVERSE MERCHANTS

As part of our goal to modernize the marketplace, we celebrate and 
empower underrepresented entrepreneurs and their communities. 
One of the ways we do this is by enabling self-identification on 
our platform. In our online Merchant Center, merchant partners 
can choose to self-identify as a member of a diverse group and 
opt-in to be featured in our marketing campaigns that promote 
their businesses. While our current approach is to run campaigns 
during specific diversity months, we’re working towards better 
supporting these businesses all year round. 
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The goal of our marketing DEI campaigns is to drive consumer traffic to women-
owned and minority-owned Groupon merchant deal pages and, in turn, use 
our platform to celebrate & empower underrepresented entrepreneurs and 
their communities. We also provide these merchant partners with free media 
toolkits which include sample social media posts and promotional materials 
to help them spotlight their businesses during months that celebrate and 
commemorate the demographics with which they identify. Lastly, we provide 
exposure for these businesses in our new customer-facing blog, the Gist.

In 2021, we recognized, celebrated, and supported multiple merchant-centric 
campaigns during Black History Month, Women’s History Month, Global 
Pride, National Black Business Month, Hispanic & Latinx Heritage Month, 
and Women’s Small Business Month. These campaigns saw a 45% increase 
in impressions and up to a 21% increase in units sold for Groupon’s minority-
owned business merchants. 

While this is a starting point, we know there’s much more we can accomplish 
on this front. We are committed to seeking out more opportunities to support 
minority-owned small businesses and the neighborhoods in which they operate 
and will continue to partner with private and public organizations that help 
us accomplish that goal.

In 2021, we recognized, celebrated, and supported multiple merchant-centric 
campaigns during Black History Month, Women’s History Month, Global 
Pride, National Black Business Month, Hispanic & Latinx Heritage Month, and 
Women’s Small Business Month.

Diverse Merchant 
Campaigns
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Responsible 
Business Practices

Groupon operates in cities all over the world, and we recognize that millions of people in thousands of 
communities put their trust in our brand every day.  We respect the power that our brand commands and 
believe we have an obligation to cultivate an empathetic global community where commerce, innovation 
and brand loyalty thrive. 

This critical concept - operating our business responsibly - is woven into our day-to-day operations. To 
give you an idea of how we do this, here are a few examples:

• Emphasize strong corporate governance practices 

• Prioritize data privacy and security 

• Uphold and communicate commitments to ethical behavior 

• Comply with government regulations, and 

• Pursue environmental stewardship in order to better protect the health of our planet
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All -- 100% -- of Groupon’s non-executive board 
members are independent. Each Director is highly 
engaged in the role and possesses a unique 
professional expertise and diverse background 
that allows them to serve as a valuable resource 
to our leadership team. Independent directors met 
regularly without management present.

Our 2021 Board 
Structure

38% of the Board of Directors in 2021 
identified as women 

12.5% of Directors identified as Asian 
and 12.5% as Black

Audit, Compensation and Nominating 
Committees were comprised entirely of 
independent directors

Directors have diverse professional 
experience, including e-commerce and 
technology, marketing and advertising, 
investment, finance and accounting, M&A, 
international and public company service.
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CYBERSECURITY

At Groupon, our cybersecurity team, led by our Chief Information Security 
Officer, has a robust governance and oversight structure that includes quarterly 
meetings with our Audit committee as well as our Board of Directors. This 
structure allows us to prioritize cybersecurity by adhering to rigorous industry 
best practices and build a trustworthy multidimensional system that allows our 
merchants, customers and employees to have confidence in our platform and 
processes. In short, we work hard to ensure that all of our stakeholders know 
they can count on us to protect their sensitive data.   

DATA PRIVACY & SECURITY

As a trusted local marketplace, we understand how important security and 
privacy are to our business and our stakeholders. We take an “all hands on 
deck” approach to managing risk surrounding data privacy and security. From 
our board to our employees - everyone is invested in ensuring we handle 
information ethically and legally. Here are a few examples of how we ensure 
this approach:

• Enter into strict Data Processing Agreements (DPA) with any third parties 
who process Groupon personal information; 

• Regular oversight meetings between our data privacy and security teams 
and senior leaders including Groupon’s Chief Administrative Officer, General 
Counsel & Corporate Secretary;

• Putting consumers in the driver seat by allowing them to manage their own 
data through a platform called Transcend, our custom Data Privacy Center, 
which provides them the ability to access, rectify, and delete their data;

• Engage our employees in the Privacy Champions program, a global network 
of Grouponers who work to ensure that privacy considerations are baked 
into everything we do. They instill a strong privacy-first culture at Groupon 
to support three critical pillars of data privacy: respect privacy, safeguard 
data, and enable trust;

• Data privacy training is required for all global employees on a biennial basis. 
In 2021 100% of employees completed their required data privacy training.
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ETHICS & COMPLIANCE

Each of our employees play an important role in ensuring that we maintain 
a high level of business ethics, workplace safety and integrity that reflect 
our values and the type of company we strive to be. To facilitate this, all 
employees complete our mandatory ethics training module annually. We also 
have established an internal “whistleblower” process, which is communicated 
to employees during the annual ethics training and can be used to bring to 
management’s attention to a wide range of concerns, including violations of 
our policies. Complaints are investigated and appropriate action, if any, is taken 
to address the issues raised. Groupon does not tolerate retaliation against 
anyone who raises a good faith complaint.

Furthermore, our Director of Compliance reports directly to the General 
Counsel. The responsibilities of the Director include, but are not limited to, 
oversight and administration of our corporate governance policies (including 
our Global Code of Conduct and Anti-Corruption Policy), fostering a culture that 
integrates compliance and ethics into our business processes and practices, 
and maintaining and monitoring a system for reporting and investigating 
potential compliance and ethics concerns. 

ADVOCACY & PUBLIC POLICY / POLITICAL INVOLVEMENT POLICY

Groupon exercises its right to participate in the public policy arena to advance the best 
interests of Groupon and our many stakeholders. While we will occasionally take positions 
on legislation and executive actions that are in the best interest of our business, customers, 
employees, merchants and shareholders, Groupon does not make corporate political 
contributions to candidates or committees. 

Groupon employees are encouraged to participate in the democratic process on their own 
time as they see fit as long as they’re not acting on behalf of the company and no Groupon 
resources are used. They are also allowed time off to vote where it is required by local law. 
If an employee chooses to donate to a particular candidate, committee, or organization, 
any such donations must comply with Groupon’s Anti-Corruption Policy. 

Consistent with this policy, employees are prohibited from paying bribes of any type to 
any person or entity, which includes donations of a political nature if those donations are 
made to secure a business advantage or influence the decisions or actions of the recipient 
with respect to Groupon.  

Any Groupon employee is prohibited from using their position to coerce or pressure other 
employees to make contributions to or support a charity, candidate or political cause. 
Participation in political activities must be the independent, voluntary decision of each 
Groupon employee.

https://about.groupon.com/wp-content/uploads/2022/10/Global-Anti-Corruption-Policy-2019_ENG.pdf
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We are committed to having a positive presence 
in communities. This includes being mindful of 
the material impact our business operations may 
have on the environment. With the publishing of 
our inaugural ESG report, we realize our journey 
has just begun. This means we have much to 
assess as it relates to our own footprint. Our initial 
actions signify our commitments to both increased 
transparency and appropriately managing our 
environmental impact.  

Environmental 
Stewardship
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GROUPON’S CARBON FOOTPRINT

In 2020, we calculated our greenhouse gas (GHG) inventory for the first time and will be using those 
numbers as our baseline moving forward. Our 2021 results provide us with a year-over-year comparison 
and help us identify opportunities to reduce our emissions. We intend to measure and disclose our 
environmental impact on an annual basis.

We used an operational control boundary for our GHG inventory, calculating emissions associated with 
operations over which we have direct control, regardless of whether we lease or own those operations. 
For our first external GHG inventory results, the data and methodology used in our scope 1 and 2 
calculations were reviewed and assured by our internal audit team. We plan to use third-party assurance 
in the future as our reporting process continues to expand. 

OPPORTUNITIES

We have the opportunity to improve our environmental stewardship and reporting capabilities, and 
we’re actively working toward this goal. We’re doing this by expanding our data collection processes 
and by introducing sustainable practices into our value chain. For example, as our @Flex programming 
continues to evolve, we recognize there’s an opportunity to understand how often and from where our 
employees are commuting each day. This information will help us to measure the emissions associated 
with the daily commutes of our global workforce and factor considerations for lower carbon intensive 
commuting options into our real estate considerations. 

We are also in the process of migrating our leased data centers to the Cloud, which will provide us the 
ability to flex up and down in order to efficiently support our marketplace. Additionally, our Cloud providers 
each have their own commitments to prioritizing environmental sustainability and decarbonization. By 
transitioning our data centers to the Cloud, we anticipate more energy efficiency within our technical 
operations and less energy consumption for our marketplace operations. 

Additionally, now that we’ve generated a baseline understanding of our environmental footprint and 
can start to see year-over-year trends, we will be looking to leverage this data to set climate goals and 
establish internal action plans. We will use this baseline data to identify and implement short-, medium-, 
and long-term reductions targets across our value chain that are in line with the latest climate science.

The 2020 and 2021 assessments have been carried out in accordance with the World Business Council for Sustainable Development (WBCSD) and 
World Resources Institute’s (WRI) Greenhouse Gas Protocol; a Corporate Accounting and Reporting Standard, including the GHG Protocol Scope 2 
Guidance This protocol is considered current best practice for corporate or organizational greenhouse gas emissions reporting.

Scope 1 includes direct GHG emissions from sources that are owned or controlled by the company such as natural gas combustion and company 
owned vehicles. 

Scope 2 accounts for GHG emissions from the generation of purchased electricity, heat and steam generated off-site. Scope 2 emissions are reported 
using the location-based method. The location-based method applies average emission factors that correspond to the grid where consumption occurs.

2021 Greenhouse 
Gas Emissions
January 1 - December 31, 2021
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We believe in doing our part to keep cities as green as possible. We 
also believe in sweet, glorious honey and the bees that make it! That’s 
why we’ve employed nearly 50,000 bees -- that’s 300,000 bees 
knees -- to work in a hive located on the rooftop of our corporate 
headquarters in Chicago. This hive is helping strengthen the region’s 
bee population, pollinates local flora and produces up to 30 pounds 
of honey unique to Chicago’s microhabitats.

Urban beekeeping is gaining momentum thanks to a Canadian 
B-corporation (no pun intended) called Alveole. Groupon, with the 
support of our building management company, Sterling Bay, has 
partnered with Alveole to help repurpose the unused space on the 
rooftop , and produce hyper-local honey. In past years, we’ve sold 
the jars of honey to employees and donated 100% of proceeds to 
the Garfield Park Conservatory, a world-class botanical conservatory 
on Chicago’s near west side. 

NAMING OUR  QUEEN
To engage our Chicago teammates in the new beehive installation, 
we challenged them to come up with a name for the queen bee! 
We shared a few of the suggested names with the denizens of the 
hive and there was universal buzz and affection for “Queen Debbie” 
(pronounced Deb-bee!). The employee who submitted the winning 
name received two jars of “Honey by Debbie”-- compliments of the 
queen and her crew.

Urban 
Beekeeping



104 105

The journey we’re on - to minimize and responsibly manage our environmental 
impact - has just begun. Measuring and disclosing our annual emissions is the 
first step in establishing our commitment to developing a comprehensive ESG 
strategy that, ideally, benefits all of our stakeholders. We realize there’s much 
more to be done to create a truly sustainable Groupon, and we’re excited to 
tackle the challenges and opportunities that lie ahead. 

Our journey - to minimize and 
manage our environmental 
impact - has just begun. 
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Appendix
ASSURANCE
While we conducted a thorough internal quality control and 
review process during the production of the 2021 ESG Report, 
we did not receive any external assurance for this report. We 
will consider external assurance for future ESG reports. 
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TALENT ATTRACTION & RETENTION

GRI STANDARD/ OTHER SOURCE DISCLOSURE LOCATION

GRI 3: Material Topics 2021 3-3 Management of material topics See pages 30 and 35 in the 2021 ESG Report.

GRI 401: Employment 2016 Disclosure 401-1 New employee hires and 
employee turnover

See page 38 in the 2021 ESG Report.

Disclosure 401-2 Benefits provided to full-time 
employees that are not provided to temporary 
or part-time employees

See page 40 in the 2021 ESG Report.

Disclosure 401-3 Parental leave See page 40 in the 2021 ESG Report.

GRI 404: Training and Education 2016 Disclosure 404-2 Programs for upgrading 
employee skills and transition assistance 
programs

See pages 37-38 in the 2021 ESG Report.

Disclosure 404-3 Percentage of employees 
receiving regular performance and career 
development reviews

See page 38 in the 2021 ESG Report.

GRI INDEX

Groupon has reported the information cited in this GRI content index or the period January 1-December 
31, 2021 with reference to the GRI Standards.

GRI STANDARD/ OTHER SOURCE DISCLOSURE LOCATION

GRI 2: General Disclosures 2021 Disclosure Title

Section 1: Organization & Reporting Practice 2-1 Organizational details See page 7 in the 2021 ESG Report and our 2021 
proxy statement. 

2-2 Entities included in the organization’s 
sustainability reporting

Our ESG report includes activities conducted 
across Groupon Inc.’s global value chain for the 
established reporting period. 

2-3 Reporting period, frequency and contact 
point

See page 2 in the 2021 ESG Report.

2-4 Restatements of information As this is Groupon’s first sustainability report, 
no restatements have been made. 

Section 2: Activities & Workers 2-6 Activities, value chain and other business 
relationships

See page 7 in the 2021 ESG Report.
As this is Groupon’s first sustainability report, 
there are no changes in the company’s value chain 
or business relationships to report. 

 2-7 Employees See page 9 in the 2021 ESG Report.

Section 3: Governance  2-9 Governance structure and composition See pages 52-53 and 92-93 in the 2021 ESG 
Report and our 2021 proxy statement. 

 2-10 Nomination and selection of the highest 
governance body

See our 2021 proxy statement

 2-11 Chair of the highest governance body See our 2021 proxy statement

 2-13 Delegation of responsibility for managing 
impacts

We are finalizing our ESG Task Force, which will 
be comprised of a committee of cross functional 
leaders responsible for oversight, management, 
and communication around our sustainability 
performance. We plan to provide an update on 
the final structure, roles and responsibilities of 
this Task Force in next year’s ESG report.

Section 4:  Strategy, policies and practices  2-22 Statement on sustainable development 
strategy

See page 5 in the 2021 ESG Report.

 2-23 Policy commitments See pages 96-97 in the 2021 ESG Report.

Section 5: Stakeholder Engagement  2-29 Approach to stakeholder engagement See pages 24-27 in the 2021 ESG Report.

GRI 3: Material Topics 2021 3-1 Process to determine material topics See pages 16-19 in the 2021 ESG Report.

3-2 List of material topics See page 18 in the 2021 ESG Report.

GOVERNANCE & BUSINESS ETHICS
GRI STANDARD/ OTHER SOURCE DISCLOSURE LOCATION

GRI 3: Material Topics 2021 3-3 Management of material topics See page 96 in the 2021 ESG Report.

GRI 205: Anti-corruption 2016 Disclosure 205-2 Communication and training 
about anti-corruption policies and procedures

See pages 37 and 96-97 in the 2021 ESG Report.

DATA PRIVACY & CYBERSECURITY

GRI STANDARD/ OTHER SOURCE DISCLOSURE LOCATION

GRI 3: Material Topics 2021 3-3 Management of material topics We do not use customer information for secondary 
purposes, and we have comprehensive privacy 
procedures and policies in place to protect our 
customers’ privacy in every country in which 
we operate. 
Please see page 94 in our 2021 ESG report for 
more details on these policies and procedures. 
Our full US privacy policy can be found on our 
Privacy Center website. 

GRI 418: Customer Privacy 201 Disclosure 418-1 Substantiated complaints 
concerning breaches of customer privacy and 
losses of customer data

Due to confidentiality constraints, Groupon does 
not publicly disclose the number of complaints 
received. 

DIVERSITY, EQUITY & INCLUSION

GRI STANDARD/ OTHER SOURCE DISCLOSURE LOCATION

GRI 3: Material Topics 2021 3-3 Management of material topics See page 51 in the 2021 ESG Report. 

GRI 405: Diversity and Equal Opportunity 2016 Disclosure 405-1 Diversity of governance bodies 
and employees

Our diversity data can be publicly found on our 
Corporate Website. 

ENVIRONMENT & CLIMATE

GRI STANDARD/ OTHER SOURCE DISCLOSURE LOCATION

GRI 3: Material Topics 2021 3-3 Management of material topics See pages 98 and 104 in the 2021 ESG Report.

GRI 302: Energy 2016 Disclosure 302-1 Energy consumption within 
the organization

In 2021, our total energy consumption inclusive 
of natural gas and electricity from scopes 1 & 
2, was 64,018 GJ. 100% of this was from grid 
electricity, and 0% was from renewable sources.

GRI 305: Emissions 2016 Disclosure 305-1 Direct (Scope 1) GHG emissions See page 101 in the 2021 ESG Report.

Disclosure 305-2 Energy indirect (Scope 2) GHG 
emissions

See page 101 in the 2021 ESG Report.

https://d18rn0p25nwr6d.cloudfront.net/CIK-0001490281/5d675702-8523-477f-b98b-5c92fef83073.pdf
https://d18rn0p25nwr6d.cloudfront.net/CIK-0001490281/5d675702-8523-477f-b98b-5c92fef83073.pdf
https://d18rn0p25nwr6d.cloudfront.net/CIK-0001490281/5d675702-8523-477f-b98b-5c92fef83073.pdf
https://d18rn0p25nwr6d.cloudfront.net/CIK-0001490281/5d675702-8523-477f-b98b-5c92fef83073.pdf
https://d18rn0p25nwr6d.cloudfront.net/CIK-0001490281/5d675702-8523-477f-b98b-5c92fef83073.pdf
https://privacy.groupon.com/policies?name=privacy-policy
https://about.groupon.com/diversity-equity-and-inclusion/workforce-data-narrative/
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SASB DISCLOSURE TOPICS & ACCOUNTING METRICS FOR INTERNET MEDIA & SERVICES INDUSTRY

TOPIC ACCOUNTING 
METRIC CATEGORY UNIT OF 

MEASURE CODE GROUPON RESPONSE

Data Security (1) Number of 
data breaches, 
(2) percentage
involving 
personally 
identifiable 
information (PII), 
(3) number of 
users affected

Quantitative Number,  
Percentage (%) 

TC-IM-230a.1 Groupon does not publicly disclose this 
information. For more information on our 
approach to data privacy and cybersecurity, 
please see page 94 in our 2021 ESG report.

Description of 
approach to 
identifying and
addressing data 
security risks, 
including use of
third-party 
cybersecurity 
standards

Discussion 
and  Analysis

n/a TC-IM-230a.2 See page 94 in our 2021 ESG Report.

Employee 
Recruitment, 
Inclusion & 
Performance

“Percentage of 
employees that 
are foreign
nationals”

Quantitative Percentage (%) TC-IM-330a.1 Groupon does not publicly 
disclose this information.

Employee 
engagement as 
a percentage

Quantitative Percentage (%) TC-IM-330a.2 To ensure we are supporting a thriving and vibrant 
culture, we conduct frequent Pulse Engagement 
Surveys throughout the year to help understand 
our employees’ needs and concerns and uncover 
insights that will allow us to positively impact 
our employee experience. This survey covers a 
wide range of topics including leadership, culture, 
corporate strategy, DEI and manager support. 
Our engagement survey in 2021 had 
strong employee engagement scores, 
with an 85% response rate. 
For more information on our approach 
to employee engagement, please see 
page 46 in our 2021 ESG report.

Percentage 
of gender 
and racial/
ethnic group
representation 
for (1) 
management, (2)
technical staff, 
and (3) all other 
employees

Quantitative Percentage (%) TC-IM-330a.3 For a snapshot of our 2021 diversity 
data, see pages 52-53 in the ESG report. 
Additionally, our diversity numbers can 
be found on our corporate website.

Intellectual  
Property  
Protection &  
Competitive  
Behavior 

Total amount of 
monetary losses 
as a result of
legal proceedings 
associated with 
anticompetitive 
behavior 
regulations

Quantitative Reporting  
currency

TC-IM-520a.1 Groupon does not disclose this information. 
Please refer to our 2021 10-K report for 
disclosure of any material losses.

SASB DISCLOSURE TOPICS & ACCOUNTING METRICS FOR INTERNET MEDIA & SERVICES INDUSTRY

TOPIC ACCOUNTING 
METRIC CATEGORY UNIT OF 

MEASURE CODE GROUPON RESPONSE

Environmental 
Footprint of 
Hardware 
Infrastructure 

(1) Total energy 
consumed, (2) 
percentage grid

Quantitative Gigajoules (GJ),  
Percentage (%)

TC-IM-130a.1 In 2021, our total energy consumption inclusive 
of natural gas and electricity from scopes 1 & 2 
using the location-based method, was 64,018 
GJ. 100% of this was from grid electricity, and 
0% was from renewable sources. For more 
information on our environmental footprint, 
see pages 100-101 in the 2021 ESG report.  

Quantitative Thousand cubic  
meters (m³),  
Percentage (%)

TC-IM-130a.2 Groupon does not currently collect this data given 
it is not material to our business operations. We’re 
unable to report on these metrics at this time.

electricity, (3) 
percentage 
renewable "

Quantitative "Gigajoules (GJ), TC-IM-130a.3 See page 100 in our 2021 ESG Report.

Data Privacy,  
Advertising  
Standards &  
Freedom of  
Expression

Description 
of policies 
and practices 
relating to
behavioral 
advertising and 
user privacy

Discussion 
and Analysis

n/a TC-IM-220a.1 We do not use customer information 
for secondary purposes, and we have 
comprehensive privacy procedures and policies 
in place to protect our customers’ privacy 
in every country in which we operate. 
Please see page 94 in our 2021 ESG report 
for more details on these policies and 
procedures. Our full US privacy policy can 
be found on our Privacy Center website.

Number of 
users whose 
information 
is used for 
secondary 
purposes 

Quantitative Number TC-IM-220a.2 Zero. Groupon does not use customer 
information for secondary purposes. 

Total amount of 
monetary losses 
as a result of 
legal proceedings 
associated with 
user privacy

Quantitative Reporting 
currency

TC-IM-220a.3 There were zero material legal proceedings 
associated with customer privacy in 2021.

(1) Number of 
law enforcement 
requests for
user information, 
(2) number of 
users whose
information was 
requested, (3) 
percentage
resulting in 
disclosure

Quantitative Number,
Percentage (%)

TC-IM-220a.4 Groupon does not publicly disclose this 
information. For any material issues related to 
privacy, please refer to our 2021 10-K report.

List of countries 
where core 
products or
services are 
subject to 
government-
required
monitoring, 
blocking, content 
filtering, or
censoring

Discussion 
and Analysis

n/a TC-IM-220a.5 Groupon does not censor, filter content or block 
messaging in any countries in which we operate.

Number of 
government 
requests to 
remove
content, 
percentage 
compliance 
with requests

Quantitative Number,
Percentage (%)

TC-IM-220a.6 During the reporting period in 2021, we did 
not receive any requests from governments 
to remove content from our site.

https://about.groupon.com/diversity-equity-and-inclusion/workforce-data-narrative/
https://d18rn0p25nwr6d.cloudfront.net/CIK-0001490281/990c6db0-3a7c-4ec0-a792-6d5f094d2e7c.pdf
https://d18rn0p25nwr6d.cloudfront.net/CIK-0001490281/990c6db0-3a7c-4ec0-a792-6d5f094d2e7c.pdf
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SASB ACTIVITY METRICS FOR INTERNET MEDIA & SERVICES INDUSTRY

ACTIVITY METRIC CATEGORY UNIT OF MEASURE CODE PROPOSED GROUPON RESPONSE

Entity-defined measure 
of user activity

Quantitative See note TC-IM-000.A Groupon had 23 million Active Customers as 
of December 31, 2021.  Active customers are 
unique user accounts that have made a purchase 
during the trailing twelve months either through 
one of our online marketplaces or directly with 
a merchant for which we earned a commission.  

(1) Data processing 
capacity, (2) percentage 
outsourced

Quantitative See note TC-IM-000.B Groupon does not publicly disclose this 
information. 

(1) Amount of data 
storage, (2) percentage 
outsourced

Quantitative Petabytes,
Percentage (%)

TC-IM-000.C Groupon does not publicly disclose this 
information.

Forward-Looking Statements and Other Information

The statements contained in this report that refer to plans and expectations for the future are 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, including statements regarding our future results of operations and financial position, business 
strategy, plans and initiatives, our goals, commitments and programs and our objectives for future operations. The words 
“may,” “will,” “should,” “could,” “expect,” “anticipate,” “believe,” “estimate,” “intend,” “continue” and other similar expressions 
are intended to identify forward-looking statements. We have based these forward-looking statements largely on current 
expectations and projections about future events and financial trends that we believe may affect our financial condition, 
results of operations, business strategy, short-term and long-term business operations and objectives, and financial needs. 
These forward-looking statements involve risks and uncertainties that could cause our actual results to differ materially 
from those expressed or implied in our forward-looking statements. Such risks and uncertainties are discussed in the “Risk 
Factors” section of Groupon’s most recently filed periodic reports on Form 10-K and Form 10-Q and our other filings with 
the Securities and Exchange Commission (the “SEC”), copies of which may be obtained by visiting the company’s Investor 
Relations web site at investor.groupon.com or the SEC’s web site at www.sec.gov. Groupon’s actual results could differ 
materially from those predicted or implied and reported results should not be considered an indication of future performance. 

You should not rely upon forward-looking statements as predictions of future events. Although Groupon believes that 
the expectations reflected in the forward-looking statements are reasonable, it cannot guarantee that the future results, 
levels of activity, performance or events and circumstances reflected in the forward-looking statements will be achieved 
or occur. Moreover, neither Groupon nor any other person assumes responsibility for the accuracy and completeness of the 
forward-looking statements. The forward-looking statements reflect our expectations as of the date of this report. We 
undertake no obligation to update publicly any forward-looking statements for any reason after the date of this report to 
conform these statements to actual results or to changes in our expectations.

The objectives, plans, targets, and commitments contained within this report are aspirational; as such, we make no guarantees 
or promises that they will be achieved or successfully executed. Furthermore, the data, statistics, and metrics included in 
this report are nonaudited estimates and are not necessarily prepared in accordance with generally accepted accounting 
principles (GAAP). This report uses certain terms including those that Groupon refers to as “material” to reflect the issues 
or priorities of Groupon or its stakeholders. Used in this context, however, these terms are distinct from, and should not 
be confused with, the terms “material” and “materiality” as defined by or construed in accordance with securities or other 
laws or as used in the context of financial statements and reporting.

This document includes non-financial metrics that are subject to measurement uncertainties resulting from limitations inherent 
in the nature and the methods used for determining such data. The selection of different but acceptable measurement 
techniques can result in materially different measurements. The precision of different measurement techniques may also 
vary. The information set forth herein is expressed as of the date of this report and we reserve the right to update its 
measurement techniques and methodologies in the future.

Certain information provided herein is based in part on information from third-party sources that we believe to be reliable, 
but which has not been independently verified by us, and we do not represent that the information is accurate or complete. 
The inclusion of information contained in this report should not be construed as a characterization regarding the materiality 
or financial impact of that information. 

Any product names, logos, brands, and other trademarks or images featured or referred to in this report are the property 
of their respective trademark holders.
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