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Qlik empowers everyone within an organization to see 

the whole story that lives within their data. Through 

harnessing this collective intelligence of customers and 

partners, Qlik can drive a positive, sustainable change 

throughout its ecosystem and throughout the world.
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Corporate Responsibility has deep roots at Qlik, with a consis-
tent focus on ensuring that our products can have a positive 
impact upon society at large while also delivering for custom-
ers and partners. Our five core values—Challenge, Move Fast, 
Open and Straightforward, Take Responsibility and Teamwork 
for Results—all support being both a strong company and an 
impactful global organization outside our doors. Our sincere 
commitment and core values help set the course for Qlik to 
continue to create long-term value for stakeholders and the 
world around us. 

We have been a leader in helping organizations large and 
small leverage data and analytics to further their missions. 
Over the past five years, Qlik has provided free software and 
services to hundreds of nonprofit organizations across the 

A message 
from the CEO

Our sincere commitment 

and core values help set the 

course for Qlik to continue 

to create long-term value for 

stakeholders and the world 

around us. 
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globe through our Corporate Responsibility grant program. 

We are proud of our relationships with organizations leading 

global sustainability – in particular the United Nations and the 

C40 Cities Climate Leadership Group. These two organizations 

are truly leading with data, and are great examples of how 

collective action can drive substantial and sustainable change 

in the world.

Through these relationships we see the power of transpar-

ency through data and its ability to transform organizations 

and missions. In that spirit, we are publishing our first ever 

Impact report to clearly document our own impact on the 

world, and our efforts to improve wherever possible upon 

those impacts. 

At Qlik, we have the best data analytics and visualization 
capabilities, bar none. And we will use these to influence 
every operational and strategic process within both our and 
other organizations, changing how business is done and 
driving tangible and sustainable change for good in the world. 
We have the technology, the people, and a loyal group of cus-
tomers and partners who can help make this happen. 

This is our first, public communication where we describe our 
Corporate Responsibility efforts in one document. This report 
is limited in scope, but serves as a precursor to a more exten-
sive report that will be published in the first quarter of 2019. 
We are committed to being transparent about our successes 
and areas where we need to be better. We look forward to you 
joining us on the journey. 
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Corporate Responsibility has always been a core part of who we 

are as a company, and we have had an active CR program since 

2010. This initial Corporate Responsibility report represents the 

first time that we are detailing our efforts in a structured manner 

and are preparing for a more detailed report to be published in 

the first half of 2019.

To guide our actions and reporting, this past year we undertook 

an effort to clearly define those issues that are most important 

to our stakeholders and business performance, as well as those 

that represent where our impacts are greatest. These topics 

form the core of this report and will inform our reporting moving 

forward. More importantly, the results of this process will help 

us sharpen our focus on those areas where we can make a 

difference and where our resources are best invested. 

W H O W E A R E
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The topics we deem most material to our stakeholders, to 
our impacts and to our ability to create long-term value are: 

C ATEG O RY M ATE R I A L TO PI C

Innovation & Leadership
Innovation

Thought leadership

Customer Value

Customer satisfaction

Customer Perception of Product Value

Digitalization

Responsible IT Practices
Customer data protection and privacy

IT infrastructure and resilience

Responsible Business Practices
Compliance and business ethics

Governance and transparency

Diversity & Inclusion

Diversity, flexibility, equal opportunity, and 
non-discrimination

Diversity in the technology sector

Gender compensation equality

Talent Management
Professional development and training

Talent recruitment and retention

External Relations
Stakeholder engagement

Community investments

Environmental Stewardship
Waste and recycling

Energy efficiency and renewable energy use
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Creating  
Long-Term  
Value
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One of the most important things we can do 
as a responsible company is create long-term 
value for our customers, our stakeholders 
and for the planet. We achieve this by driving 
the development of ideas that help people 
make intuitive connections within complex 
data that lead to new discoveries and 
improved outcomes.

Innovation
Innovation is at the heart of Qlik’s positive contribution to 

the world. It fuels our development of cutting-edge software, 

of course, but it’s also part of our core value to customers. 

Because we help them search and explore all their data 

sources, our customers are able to think and decide creatively 

based on the insights they see in their data. They innovate 

around their operations, markets, and technologies based 

on these data insights. Not only does our business depend on 

innovation—innovation is our business.

Managing innovation

At Qlik, innovation is something we strive for. The entire 
organization is in support of this common vision, and we 
have documented a set of strategic initiatives and goals that 
we track throughout the year. These goals are part of the 
accountability measures for the leadership team, as well as 
all members of the organization. Accountability toward these 
innovation goals represents our company performance—and 
also who we are as Qlik.

Although everyone is tasked with innovating, the key respon-
sibilities to ensure a robust innovation pipeline lie with our 
research and development (R&D) staff and customer success 
functions. Our development, ideation, and prioritization 
processes are designed to capture innovations from the point 
of an idea, through to product development and delivery. To 
accomplish this, we have an R&D team that follows an ideation 
funnel designed to take an idea from concept, to feasibility, 
development, and ultimately, product release.

Data is proliferating in places we hadn’t imagined one or 
two decades ago. This creates opportunities to collect and 
explore data from all parts of the enterprise, not just from its 
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core operations. But simply collecting this information isn’t 
enough: the heart of Qlik’s innovative technologies centers 
around making sense of the data and using these business 
insights to drive business outcomes. 

Thought Leadership 
Qlik’s thought leadership efforts center around the creation of a 
data-literate world. This is accomplished through three key initia-
tives that demonstrate the usability, accessibility, and scalability 
of our Associative Engine. First, we allow data analysts, who are 
fluent in the tools of data analytics, to generate usable insights 
from their data in their day-to-day jobs. Most business intelli-
gence tools today are based on a system that was not designed 
for modern analytics thus limiting inquiry to predefined, linear 
exploration within subsets of data. Qlik’s tools leverage our Asso-
ciative Difference™ approach, which transcends this limitation 
and brings together the complete dataset allowing for unlimited 
exploration of the data’s depths and connections. 

But our products don’t just help highly data-literate people be 
more productive; their ease-of-use also makes the business 
insights that are discoverable using data accessible to people 
who aren’t data scientists, democratizing the ability to lead 
with data to people at all stages of data literacy. Last, we 
make our platform as scalable as possible, so that users of all 

different abilities across the organization can freely explore all 
their data to achieve collaborative business outcomes. 

Thought leadership is a strategic priority

Several departments are responsible for thought leadership 
activities. The office of strategy management is primarily 
responsible for thought leadership, led by Drew Clarke, the 
Vice President of Strategy. Our strategic marketing function, 
led by Chief Marking Officer Rick Jackson, articulates who 
we are and how we bring our technology to market. Closely 
related is the office of the Chief Technology Officer, Mike Pot-
ter, as this Qlik team seeks to understand the market, our own 
capabilities, and our customers’ requirements. 

There are several methods we use to measure our success. 
We conduct programs and surveys through our target audi-
ence, and our existing customer base. We also measure our 
marketing share of voice, by examining Qlik’s engagement 
through search mechanisms such as Google, twitter, and 
other platforms. These indicators tell us how well our solution 
is understood through our thought leadership.

We use the results of these evaluations as a constant tuning 
process for our message and our outreach vehicles, which in 
turn helps us continue to refine our messages. Our continued 
thought leadership activities test these messages with our 
customers, as well as with key industry analysts. For example, 

Other business intelligence tools use a query-based approach to analysis, 
limiting you to predefined, linear exploration within subsets of data. 
Only Qlik’s Associative Engine brings together all your data so you can 
explore without limits.
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in 2017, we tuned the focus of our messages as the market 
begins to evolve from self-service analytics to augmented 

intelligence used to discover new business possibilities.

Customer Value
We leverage our thought leadership and innovation activities to 
ensure that the value our customers’ receive from Qlik prod-
ucts and services remains high. We translate our high-level 
thought leadership activities into a broad spectrum of marketing 
activities, including analyst relations, press relations and social 
media to specialized events where practitioners come together 
to demonstrate how they transform with data. In each of these 
marketing areas, we look for customers and advocates to pro-
mote Qlik solutions. 

We are committed to driving our customers’ success. Every year 
we conduct a survey of our customers to learn more about what 
they thought of Qlik. We asked for their opinions regarding our 
technology, and how it has helped them achieve their business 
goals. These customers responded with words like “trailblazer,” 
“innovative,” and “differentiated”—terms that are particularly 
relevant when operating in a crowded analytics marketplace. We 
use the survey results to drive everything we do from product 
ideation and development to support and consulting functions.

Qlik also hosts an annual conference, “Qonnections” where we 
interact with our largest customers and other stakeholders to 
address any concerns as well as gather general feedback on 
Qlik’s products and services. As we move to a monthly subscrip-
tion-based model, we are taking action to place an appropriate 
emphasis on the customer experience. This is one of many rea-
sons behind our decision to create an Office of Customer Success 
in 2018 to bring customer value and relationship management 
under one umbrella. 

ACC E S S I B I LIT Y
Ease-of-use makes discover-
able business insights acces-
sible to people at all stages of 
data literacy. 

US A B I LIT Y
All users are able to generate 
usable insights in their day-
to-day jobs. 

S C A L A B I LIT Y
Users across the organiza-
tion can freely explore their 
data to achieve collaborative 
business outcomes. 

Qlik’s thought leadership 
efforts center around the 
creation of a data-literate 
world. This is accomplished 
through three key initiatives:

QLIK’S

Associative 
Engine
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Driving a 
Responsible 
Technology 
Business
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Responsible IT Practices 
Information technology (IT) forms the backbone of both our 
operations and our offerings and is thus an integral part of our 
impacts on the world—and our CR program.

Customer data protection and privacy

As a data analytics platform, Qlik takes data protection and 
privacy very seriously, under the umbrella of both Corporate 
Responsibility and our ethical practices. 

Qlik has three main goals in customer data protection  
and privacy:

 a)  to ensure that Qlik, as a company, complies with all data 
protection and privacy regulations;

 b)  to ensure that Qlik’s products and services comply with 
these regulations; and

 c)  to help our customers with their data protection and 
privacy journeys.

To assess the effectiveness of our customer data protection 
and privacy program, we perform frequent audits and data 
breach dry-runs. We also track completion statistics from  
any data subject access requests (DSARs). We also investigate 
any grievances sent to our dedicated email address,  
privacy@qlik.com. 

Responsible Business Practices
Our culture as a responsible company is shaped through the 
leadership of our Chief Legal Officer, Deborah Lofton, and is 

anchored by the Qlik Code of Conduct that outlines the expec-
tations we have for all of our employees. 

Transparency

Qlik has a strong reputation for transparency in the market-
place, which stems from our roots as a publicly-traded com-
pany. Our public filings required us to be very transparent, 
which in turn built a strong culture of sharing details on our 
strategic direction with key stakeholders, such as customers 
and industry analysts. While we no longer publish the details 
of our financial performance publicly, we feel that it’s import-
ant for our employees to know where we stand, so we share 
details of our strategic direction and financial performance 
with them in Town Hall meetings. 

Communication with our extended ecosystem is another crit-
ical aspect of our culture of corporate transparency. For our 
partners to feel comfortable doing business with Qlik, they 
need to feel comfortable that they understand our corporate 
direction, and our product roadmaps. Empowering our part-
ners to help communicate and evangelize these directions is 
critical to our success in driving sustainable change through 
this ecosystem, as well as fundamentally critical to our com-
pany’s financial success.

Business ethics

We cannot call ourselves a responsible company without a 
well-established and in-depth compliance program that cre-
ates a culture of ethical behavior throughout the company. Our 
Code of Business Conduct forms the basis of our contract with 
our employees, officers, and members of our Board, and is the 
main tool for establishing this culture of ethical behavior. 

As a technology company, we have specific 
responsibilities to our stakeholders to engage in  
good practices governing our business processes. 
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Harnessing 
Our Human 
Intelligence
Our most important assets walk out the door every evening, so we 

work to create a positive, supportive culture to harness our human 

intelligence. We articulate this culture through our five core values.
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Our Core Values

Challenge

Qlik is a place for creating impact—not for protecting the status quo. We chal-
lenge assumptions and respectfully guide others at all levels of our organization 
to consider new ideas and alternative paths. Every day, we strive to keep our 
customer promise: be easy to work with, deliver rapid time to success and pro-
vide innovative solutions.

Move Fast

Qlik helps people to discover fast insights and make effective decisions. It’s 
a dynamic world operating at a rapid pace, but we know momentum is more 
powerful than motion, and leadership is more valuable than speed. Great ideas 
need wings and landing gear to be successful. At Qlik, we pause with purpose 
to consider when to act with urgency—and when to take more time to gain the 
clarity that acting with vision and purpose requires.

Be Open and 
Straightforward

We know openly sharing appropriate information builds clarity and benefits 
everyone. So, at Qlik, we first seek to understand. In an effort to foster continu-
ous learning, we listen receptively to feedback when it’s given and actively seek 
it when it’s not. We have the confidence to provide input, ideas and advice to 
others regardless of their role. Straightforward communication means speaking 
respectfully—with no agenda other than creating clarity and understanding.

Take Responsibility

At Qlik, we take responsibility seriously and interpret it broadly. We are commit-
ted to addressing customer needs and concerns. We hold ourselves accountable 
for what we do—and don’t do. We reach back to help someone else move for-
ward and mentor others as part of our learning culture. As citizens of the world, 
we take responsibility for more than ourselves. We donate our personal and 
professional time to Change Our World, the Qlik corporate social responsibility 
initiative. Together, we’re striving to touch one billion lives for the better.

Teamwork for 
Results

Our aspirations are too great to act alone. We are results-driven people, building 
a culture of inclusion. We are humble enough to rely on others and trustworthy 
enough to deliver when others count on us. We value expertise beyond our own 
and proactively seek ideas, support and advice from our colleagues. We treat 
others as we want to be treated and offer assistance when needed.

Driving Sustainable Change Through the Qlik Ecosystem   |   15



Diversity and Inclusion
To match the broadly diverse base of customers who use Qlik 
products, we work to create a diverse, inclusive, global work-
force. It is our goal to make sure that all employees feel as though 
they belong at Qlik and that their perspectives are heard.

A Global Team

We’re proud to have a global team of over 2,000 employees 
spanning 30 countries and 57 offices. To ensure our employ-
ees always bring diverse perspectives to the table, we priori-
tize hiring diverse candidates for our positions. To aid this, our 
US office developed an Affirmative Action plan that focuses on 
placement goals for hiring females, minorities, and veterans. 
The purpose of the placement goal is to increase utilization of 
qualified women and minorities in job categories where they 
appear to be statistically underrepresented, in comparison to 
their availability in the appropriate comparative labor area or 
pool of qualified candidates. 

Fair Compensation and Treatment

Qlik believes that salary history should not be a factor in set-
ting compensation but rather compensation decisions should 
be based on the value of the position to the organization, the 
skillset and experience of the job candidate, competition in 
the market and other bona fide business factors. 

Qlik is committed to the principle of equal employment 
opportunity for all employees and to providing employees 
with a work environment free of unlawful discrimination 
and harassment. We capture this in our Equal Employment 

Opportunity and Workplace Anti-Harassment and Discrimina-

tion policies and through our compulsory employee training 

on Qlik’s Anti-Harassment and Non-Retaliation policies and 

our Business Code of Conduct. 

A Culture of Listening

We believe listening is extremely important in building an 

inclusive atmosphere at work, and Qlik offers many programs 

that give employees a voice. Our CEO and Chief People Officer, 

Deborah Snow, travel around the globe to conduct Listening 

Forums with small groups of Qlik employees, where employ-

ees talk and Executives listen. During Town Hall meetings, our 

Executive Team takes time for live Q&A sessions, during which 

employees can ask question or provide suggestions.

Talent Management
Core to the foundation of Qlik’s ecosystem is our people—and 

without our employees, we would not be able to drive sustain-

able change. We also believe that responsible growth starts 

with ensuring a highly trained and motivated workforce. To 

ensure such a workforce, we have programs designed to suc-

cessfully recruit, train, and engage our employees.

Managing Our Talent

In this ever-changing world, companies need to be agile and 

adjust quickly to external factors. As a result, the more we can 

keep our workforce equipped and continuously learning, we will 

not only positively impact the business, but we will also miti-

gate risk and provide a competitive advantage for the company.
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Gender

Qlik’s Workforce

Age group

72%

28%

71%

29%

71%

29%

Director & Above Managers Non-Managers

Under 30 years old

0%

50%50%

69% 31%

28%72%

29%71%

29%71%

27%73%

28%72%

27%73%

30-50 years old

Over 50 years old

Director & Above

Managers

Non-Managers

Director & Above

Managers

Non-Managers

Director & Above

Managers

Non-Managers
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Our Commitment to Learning

Our learning model also covers the entire value chain, starting 
with internally with our employees. We provide robust contin-
uous learning offerings based off job competencies. We offer 
similar learning to our partner network, specifically to their 
technical and sales resources. To make sure our customers are 
adopted and successful with our product, we provide them 
with a range of role based learning curricula, including certi-
fications to validate their knowledge. Finally, we provide free 
data literacy and analytics training to students and professors 
at any accredited university program to help them learn neces-
sary skills to be valuable in today’s workforce.

We track all the internal and external learning completed. 
During talent reviews, when gaps are present at the individual 
level, steps are taking to close them either via internal pro-
grams or 3rd party programs. In general, over 1,000 employees 
have received rich insight into their talents and operating 
styles and active support in how to apply this in learning. In 
2017 specifically, 2,400 of our employees had access to all our 
trainings, indicating 19,200 hours of training total.

Developing Leadership

Investing in leadership at every stage of a leader’s journey is 

crucial to a company’s success—and often the best ways for 
developing leadership skills is through hands-on experience. 
We offer three distinct learning experiences: 

 •  Leadership Essentials, which is an in-house program to 
support transition into first-time leadership.

 •  Greater from the Inside Out, which provides a framework 
where a leader deepens their self-awareness to support 
building trust-based environments. 

 •  Taking the Reins, which is an experiential program using 
horses where leaders and their teams, or groups of individ-
uals, can explore how they impact themselves and others.

Mentoring and Team Building

Qlik is committed to creating a culture of development 
that aligns our talent with, and supports achievement of 
our Vision, Strategy and Goals. As a result, we developed a 
Mentoring program two years ago because we recognize that 
mentoring can lead to maximizing one’s potential by leverag-
ing known strengths and tapping into new skills. Our Mentor-
ing program is available to all team members worldwide, and 
although it is relatively new, 30% of our population is already 
enrolled in the program. 

Qlik’s Governance Bodies

Gender

29%

71%

Age group

Under 30 years old

30-50 years old

Over 50 years old

32%68%

28%72%

29%71%
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Nurturing Qlik’s 
Ecosystem
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The innovations that allow our customers 

to transform their businesses also improve 

society by creating value for the communities 

and impact organizations that we serve. 

We believe leading with data is a unifying 

concept across an organization, and 

data literacy is not just critical inside one 

organization—it has the ability to unify 

people at all levels, and across all of their 

spheres of interaction. 

Stakeholder engagement
At Qlik, we understand the importance of involving, commu-

nicating, and engaging all groups from of our extensive list 

of stakeholders. This list of groups of stakeholders, of which 

each has a respective department and group of individuals 

responsible for maintaining Qlik’s mechanisms of engage-

ment, includes: employees, nonprofit and academic software 

grant recipients, resellers, System Integrators, implementa-

tion partners, analysts, representatives from our ownership 

group, and most importantly: our customers. 

Employees and Employee Volunteering

While we have a Global Head of Corporate Responsibility, Julie 

Kae Whipple, who coordinates our CR efforts, everyone at Qlik 

is ultimately responsible for corporate social responsibility and 
environmental sustainability. Because CR is both a representa-
tion of our corporate values and an essential part of our busi-
ness strategy, we manage all of these efforts from within the 
business and involve many of our employees across all parts of 
the organization in these efforts.

Employees can contribute to the advancement and progress 
of Qlik’s CR program through volunteering to be a “Corporate 
Responsibility Champion” for an office. We currently have 
about 50 champions globally who participate in activities to 
raise and donate their “Volunteer Day” to our CSR partners and 
other charitable organizations. Our champions drive over 400 
fundraising and volunteer events annually. Due to the success 
of these initiatives, we are piloting our first cohort of “Green 
Teams,” which will promote inclusivity and add an emphasis to 
increased environmentally sustainable office practices.

Community Investments
Qlik views the world as a global community in which we are 
deeply involved. Investing in this community, through pro-
grams ranging from software grants to data literacy educa-
tion, is part of our DNA. 

Software Grant Program

The primary avenue Qlik invests in communities is through 
our extensive ecosystem, specifically through our Software 
Grant Program. Organizations can apply through an online 
application where they must detail how they would apply 
Qlik’s products, a timeline for their project, and how the 

20   |   qlik.com

https://www.qlik.com/


proposed application could impact results and further the 
organization’s mission. The program is open to any accred-
ited, government-approved nonprofit or charity institution 
worldwide especially those focused on humanitarian or 
disaster relief, global health NGOs, or nonprofit organizations 
working towards a sustainable future for our planet and vul-
nerable populations. 

Environmental Stewardship
One of the reasons we strive for transparency in our busi-
ness performance is that it doesn’t only affect our own triple 
bottom line. Although we are measuring and reporting our 
own relatively limited social and environmental impacts, our 
products can be used by our customers and software grant 

recipients to mitigate their negative impacts, and extend their 

positive impacts, far more broadly.

We try to lead by example to help our customers understand how 

they can magnify the good that they can do using Qlik technology. 

We are building a Qlik dashboard of the social and environmental 

impacts and key performance indicators (KPIs) described in this 

Impact report. We anticipate completion of this dashboard in 

2019 and will detail further how it can help our customers mag-

nify their positive impacts in subsequent Impact reporting.

We have already begun helping our customers magnify their 

positive impacts. For example, mesur.io, an advanced ana-

lytics company, develops Qlik dashboards to help costumers 

better understand their irrigation needs to conserve water. 

Qlik has allowed us to analyze 
and improve our operations 
resulting in shorter case times 
and therefore more lives saved.

James Jackson,  
CEO of Medair

It’s incredible—it [is] still early days but I believe it 
is going to take us into the stratosphere in terms of 
sophistication and scale of what we can [achieve]. What 
has also become very apparent (and I did not realize 
this before) is what a great marketing tool it is for what 
we do—it seems to blow potential sponsors away.

Head of Development at Large Multinational Nonprofit
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Waste

As a technology company, Qlik acknowledges the creation of 
electronic waste through our operations. Our global opera-
tions created approximately 500 laptops, of which some were 
given or sold to charities at a discount, while others were 
recycled. In our two largest locations of Radnor, United States 
and Lund, Sweden, recycling companies came on site to col-
lect equipment for disposal. Through our materiality process, 
we discovered that waste is indeed a relevant topic for Qlik 
and our business operations. We therefore plan to discuss and 
implement measurement and tracking infrastructure regard-
ing Qlik’s produced waste.

Energy

The vast majority of Qlik’s energy demand is attributable to 
electricity usage in its offices. With no manufacturing opera-
tions or other highly specialized infrastructure requirements, 
its overall energy inputs are relatively modest. As many of 
its offices are in shared office buildings, without separate 
meters, in order to develop an overview of the total energy 
usage by the company some estimations are necessary. 

Using actual energy usage data representing ~50% of our 
employees, we estimated that our total electricity usage in 
2017 was ~1,800 MWh for all sites and all employees. Based 
upon local and regional electricity grid mix, and the cor-
responding greenhouse gas emission factors, we estimate 
our GHG emissions from electricity that we used in 2017 was 
approximately 677 metric tons. 

In reporting for our 2019 fiscal year and moving forward, 
we will improve data coverage, and will again report on our 
energy usage and GHG emissions. We will also report some 
Scope 3 emissions due to business travel and will include that 
in our overall emissions inventory. 

Combining smart sensor 
technology and state-of-the-
art analytics, Mesur.io has 
transformed the agricultural 
and turf management markets 
by enabling growers—from 
golf course superintendents 
to mushroom farmers—to 
monitor and respond to 
data from their operations 
regarding the health and 
productivity of their products.

Mesur.io
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Qlik’s Corporate Responsibility Program began five years ago 
as we sought to leverage our people, our products, and our 
culture to add value to our organization and for the organiza-
tions we partner with. Our success in using these key assets 
motivated us to tell broader audiences about what we are 
doing at Qlik, both internally and externally, to make the word 
a better place. This starts to tell that story.

Every CR program focuses on creating long-term value for a 
brand and for society as a whole—and Qlik is no different.

What makes Qlik special is that we have 
a unique technology and position in the 
market, a robust and innovative culture, and 
people who are deeply committed to our 
company and its mission. 

This is our unique value and we are extremely excited to be 
taking this journey with all stakeholders.

As we move forward in our Corporate Responsibility journey, 
these assets, our people, products and culture, figure promi-
nently when we think about where we can take our program. 
First, as a technology company, we want to retain and recruit 
top talent in all areas of our organization. Qlik’s commitment 
to contributing to the greater good has become a reason for 
current employees to stay at Qlik and a reason for new talent 
to look at Qlik as a leader on more than one front. Second, 
our product is unparalleled in its ability to help our customers 
glean keen insights from the reams of data they may have, but 

don’t know how to use. When properly applied, our tools give 
our partners advantages in their missions and allow them 
to effectively deploy their resources in creative and targeted 
ways. Lastly, our culture of innovation and respect, and our 
commitment to ourselves, our communities and the world 
helps keep us focused on what’s important – improving the 
human condition worldwide.

As the Global Head of Corporate Responsibility, I fundamentally 
believe that there is more good in the world being done than 
we hear about. My passion for Qlik’s mission and our products 
extends to my belief that when we focus on collaboration and 
adding value, we set a standard of pushing ourselves that 
inspires other businesses 
to consider what they can 
accomplish through their 
ecosystems. 

We are very excited for the 
future at Qlik—one where 
responsible and ethical 
business practices and 
decision-making are at the 
center of our work. This 
report is just the first culmination of data collection efforts, 
with more to come in 2019. We are committed to transparency 
regarding the impacts we have on the world, and what our 
plans are to drive positive change for the global society. 

We invite your feedback and engagement and hope that you 
will travel on this journey with us. 

A Message from  
Julie Kae Whipple
Global Head of Corporate Responsibility
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