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INTRODUCTION
In 2012, we celebrated our 20th anniversary for 
the AIR MILES® Reward Program, continued our 
sustainability efforts, and deepened the focus on 
our communities. It’s been a great year and we’ve 
seen countless displays of how we’ve turned our 
passion into purpose to make a difference in our 
communities and beyond.

This annual report covers our 2012 activities and  
is a follow-up to our 2011 report. It includes all 
four of LoyaltyOne’s office locations and five  
lines of business. The report does not include  
our international partnerships with the Brazilian 
loyalty program, Dotz, or the Indian marketing 
agency, Direxions. We have considered all of 
LoyaltyOne’s sustainability impacts and selected 
those most relevant to our service-oriented firm 
and our stakeholders.

As part of the reporting process, we welcome 
feedback. Please direct any inquiries to:

Debbie Baxter 
Chief Sustainability Officer 
LoyaltyOne Inc. 
sustainability@loyalty.com

Welcome to our 2012 Accountability Report

loyalty.com/accountabilityreport
Hear from our CEO and CSO at 

mailto:sustainability@loyalty.com
http://http://accountabilityreport.loyalty.com/2012/
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OUR ACHIEVEMENTS
Shining the spotlight on 2012
2012 marked the AIR MILES® Reward Program’s 20th  
anniversary and we had a lot to celebrate! The next 
few pages highlight some of the accomplishments 
and achievements we’re most proud of. 

Our Senior Leadership Team cuts the 
cake at our 20th Anniversary celebration.

Milestones – a musical tribute to  
AIR MILES® throughout the years.



TURNING PASSION INTO PURPOSE 2012 ACCOUNTABILITY REPORT Page 5

Our commitments
•   Being a great place to work and celebrating our  

people by creating rewarding and meaningful  
associate experiences.

•   Integrating Corporate Responsibility priorities  
into how we do business.

•   Reducing our impact on the environment and  
inspiring others to do the same.

•   Building and enriching our communities through 
community investment.

Our CommunityOne Day Pep Rally.

Awards
•    Recognized as one of the top 10 Most Admired 

Corporate Cultures.

•    Named one of the 50 Best Employers in Canada  
by Hewitt Associates for the third year in a row.

•    Recognized as one of Canada’s Greenest Employers  
and Canada’s Greenest 30 Companies for the third  
year in a row.

•    The AIR MILES® Reward Program was named  
one of Canada’s Top 10 Influential Brands.

OUR ACHIEVEMENTS
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Work environment
•  Piloted flexible work program for corporate associates.

•  Created healthier eating options and programs  
in our Toronto office Bistro.

•  Built a conference centre to promote collaboration and 
team building.

•  Redesigned the look and feel of our Squareknot offices 
to better reflect a new agency.

New Squareknot workspace  
on 9th floor in Toronto office.

Environment
•   Reduced natural gas and electricity use.

•   Purchased green natural gas from Bullfrog Power for 
our Calgary office.

•   Expanded sustainable transportation options for our 
Toronto and Montreal offices by providing access to 
bike networks. 

Bixi Bikes –bike sharing network.

Community
•  Raised more than $1,500,000 for charities such as 

motionball in support of Special Olympics Canada, Kids 
Help Phone, the CP 24 CHUM Christmas Wish, Daily 
Bread Food Bank and more.

•  Associates contributed 3,000 volunteer hours  
on CommunityOne Day to 10 different charities. 

•  Tripled associate participation in our Volunteer Paid Day 
Off Program.

$1.5 million 
donated 

3,000+ 
hours volunteered 

by associates 

OUR ACHIEVEMENTS
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ONE RESPONSIBILITYONE RESPONSIBILITY
Responsibility with purpose
Our mission is to create a healthy, vibrant 
workplace by relentlessly pursuing ideas that 
support a sustainable planet, a strong community 
and are supported by our unique culture and 

th

values. Our Corporate Responsibility initiatives 
 to foster a culture of passionate associates 

at inspire our best work.
aim

Arriving for CommunityOne Day lunch. Cooking for St. Felix Shelter.



TURNING PASSION INTO PURPOSE 2012 ACCOUNTABILITY REPORT Page 8

Our accountabilities
It begins at the most senior level within the 
company – our President and CEO, Bryan Pearson, 
directs all of the company’s strategic activities and 
serves as the Chair for LoyaltyOne’s Executive Team.

Next, our Chief Sustainability Officer, Debbie Baxter, 
reports directly to the Executive Leadership Team and 
is accountable for ensuring that our commitments to 
corporate social responsibility are realized.

To support the Chief Sustainability Officer, we have 
assigned responsibility for overseeing each pillar of 
our activity to our Corporate Responsibility team. 
Ultimately, however, it is our associates who drive 
many of the environmental and social responsibility 
initiatives within LoyaltyOne.

In addition, our Senior Vice President of Human 
Resources, Sofia Theodorou, as part of the Executive 
Leadership Team, is accountable for ensuring that 
our commitments to create an engaged workforce 
and make LoyaltyOne a place where all associates 
can do their best work are met.

To further expand our associate engagement and 
social impact, we have added community dedicated 
members to our Corporate Responsibility team to 
help grow our volunteerism commitment.

ONE RESPONSIBILITY
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Engaging our stakeholders
We believe that building a foundation of mutual 
understanding and collaboration with stakeholders  
is integral to our sustainability journey. We are 
committed to proactive management, open 
communication and transparent reporting, which 
holds us accountable for continuous improvement 
and helps us meet our goal of being a leader in the 
global loyalty industry.

We define our stakeholders as individuals or 
organizations that can affect – or are affected by 
– our company. Based on this definition, our key 
stakeholders are our associates, Collectors, 
business partners, local communities and leading 
sustainability organizations.

Examples of our engagement with key stakeholder groups: 

Associate Engagement Survey 
Annual tool helping to create and foster a culture of open communication and continuous improvement.

Associate Panel 
Mechanism to share information and get feedback from associates about corporate programming, including 
sustainability. 

Town Hall Meetings 
Bi-annual meetings hosted by Executive Committee members provide associates with updates on important 
LoyaltyOne news, including sustainability topics.

Annual Environmental Fair 
Annual event raising associate awareness about new sustainable products and services available through our 
Sponsors, Reward suppliers and Facility suppliers.

Annual Wellness Fair 
Annual event raising associate awareness about healthy living programs, services and products. 

Contests and Prizes 
Challenges issued throughout the year engage associates on corporate sustainability (e.g., internal contests to 
reduce office energy consumption and waste, Pollution Probe’s Clean Air Commute, etc.)

Associate Volunteer Committee 
Associates from all across the company help to shape how LoyaltyOne grows volunteerism.

Associates

Partners in Project Green 
Provide corporate mentorship to community of businesses in the Greater Toronto Area working to green 
their bottom line (e.g., tours of LEED® Gold Certified Customer Care Centre in Mississauga).

London Benchmarking Group 
This global group of more than 130 companies uses the LBG framework to measure, manage and report 
the value and the achievements of community investment.

Network Business and Sustainability 
LoyaltyOne is a member of a select network of leading organizations in the area of sustainability, whose 
overall goal is to shape management practice and research.

Business Partners & Leading Sustainability Organizations

ONE RESPONSIBILITY
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AIR MILES Sponsor Fundraising Campaigns 
Program enabling Sponsors to launch fundraising campaigns that leverage AIR MILES reward miles.

My Planet Rewards Partners 
Collaborate with Sponsors and Vendors to offer more environmentally preferable products and provide 
incentives for Collectors to purchase them (e.g., bonus AIR MILES® reward miles).

Real Estate Suppliers (LEED® Compliant) 
Collaborate with all of our building landlords to meet stringent environmental performance criteria and 
work towards LEED® certification wherever possible.

Collectors

AIR MILES My Planet® program 
Enable Collectors to earn or redeem reward miles on eco-friendly products and services and share green 
information and tips online.

AIR MILES for Social Change  
Partner with government agencies and social change organizations nationwide – from energy utilities and transit 
authorities to waste diversion and health awareness agencies – to inspire people to make better choices for 
themselves and their communities.

Collector Panel 
Solicit feedback and input from approximately 50,000 Collectors in regular survey on corporate programming, 
including sustainability topics.

Local Communities

CommunityOne Day 
Our offices across Canada close down and associates spend half a day volunteering their time and skills to various 
local charities. Our activities include everything from planting trees and cleaning parks to helping a charity solve a 
business problem and performing in a flash mob for charity.

Volunteer Paid Day Off Program  
Associates are encouraged to access the program and volunteer at their favourite registered charity for one paid 
day per calendar year.

Accessibility for all 
LoyaltyOne is fully committed to the principles of independence, dignity, integration and equality of opportunity 
for people with disabilities. We are committed to promoting a healthy work environment where associates can 
participate fully in all aspects of their job, free of barriers and accessible to all associates, stakeholders and clients 
with disabilities, and consistent with the principles of independence and equality as set out in the regulations of 
the Accessibility for Ontarians with Disabilities Act, 2005.

To date we’ve: 

•  Launched comprehensive accessible customer service training for our associates.
• Developed an Accessible Customer Service Policy.
• Integrated accessibility standards into our Corporate Citizenship Commitment.

ONE RESPONSIBILITY
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ONE ENVIRONMENT
Renewing our commitment to the planet
In 2012, we continued to work on reducing our 
environmental impact and integrating sustainability 
into our core business practices. We strengthened our 
partnerships, continued our focus on conservation at 
work and home, plus upgraded our office spaces to 
help achieve our goal of LEED® certification. We also 
integrated our sustainability efforts into our 
charitable events.

Cleaning our local parks  
for CommunityOne Day.

Learning about eco-friendly  
products at Environmental Fair.

Watch our conservation video at 

loyalty.com/accountabilityreport

http://http://accountabilityreport.loyalty.com/2012/
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REDUCING OUR HARMFUL IMPACT

Three ways we make a difference
We understand LoyaltyOne’s environmental impacts 
and we’re doing everything we can to help reduce 
them in three main areas: our organizational carbon 
footprint, waste production and procurement 
practices. Read on to see all the ways we helped 
reduce our harmful impacts in 2012!

Our organizational carbon footprint
To help us measure our company’s carbon footprint, 
and ultimately reduce it, we established a baseline 
greenhouse gas inventory in 2008. Since then, we have 
measured our impacts against it. In 2012, we saw a 
slight increase in carbon emissions due to a fluctuation 
in external paper use, but a significant decrease in both 
electricity and natural gas usage. 

Total Corporate GHG Emissions 
(Metric Tonnes)

ONE ENVIRONMENT

Electricity Consumption  
(Kilowatt Hour)
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Carbon Dioxide per Associate  
(Metric Tonnes)

Total GHG Emissions by Locations 
(Metric Tonnes)

* 55 York Street and Satellite Drive are no longer occupied by LoyaltyOne

ONE ENVIRONMENT
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We measure three significant kinds of emissions: fuel 
(Scope 1), electricity (Scope 2) and indirect emissions 
(Scope 3) that are the result of manufacturing of 
paper, associate air travel and freight.

LoyaltyOne’s 2012 emissions increased slightly 
from 2011 (about 2%). This is primarily due to an 
increase in external paper as well as some minor 
increases in air travel and ground travel coupled 
with decreases in natural gas and electricity. Both 
Scope 1 and Scope 2 emissions decreased 
significantly (36% and 40%, respectively). This is 
due to a combination of greater green electricity 
and green natural gas from Bullfrog Power, lower 
heating fuel consumption (mild winter), and a 
general decrease in electricity from efficiency gains.

As always, we continue to look for new ideas and 
initiatives to reduce our carbon footprint!

GHG Emissions Breakdown by Scop
Metric Tonnes Carbon Dioxide

e 

6,664 Metric Tonnes (2009)
0.27%

Scope 1 (Fuel)

Scope 2 (Electricity)

Scope 3 (Other Indirect 
Emissions – i.e., paper use,
air travel, freight)

78.81%

20.92%

6,664 Metric Tonnes (2009)
0.27%

Scope 1 (Fuel)

Scope 2 (Electricity)

Scope 3 (Other Indirect 
Emissions – i.e., paper use,
air travel, freight)

78.81%

20.92%

6,664 Metric Tonnes (2009)
0.27%

Scope 1 (Fuel)

Scope 2 (Electricity)

Scope 3 (Other Indirect 
Emissions – i.e., paper use,
air travel, freight)

78.81%

20.92%

ONE ENVIRONMENT
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How we have helped reduce  
our carbon footprint

•  Installed new digital signage to reduce paper usage 

•  Purchased green Natural Gas from Bullfrog power 
for our Calgary office

•  Supported and implemented building retrofits and 
system upgrades made by property management 
at our Toronto office

•  Completed an intensive energy audit of our 
corporate head office to find new opportunities  
to reduce our energy usage 

Fluctuations in the volume and frequency of our  
paper-based communications to AIR MILES 
Collectors can occur each year. In 2011, this had a 
positive effect on our carbon footprint. We anticipate 
that this impact could fluctuate in subsequent years.

GHG Emissions by Major Activity (%)

Paper – External

Air Travel

Freight

Packaging

Ground Travel

Heating

Electricity

Paper – Internal

ONE ENVIRONMENT
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Sustainable purchasing
As part of the LEED® for Existing Building: 
Operations and Maintenance Certification (LEED® 
EB:O&M) process, we are currently implementing 
a comprehensive sustainable purchasing policy and 
program. The LEED® Canada EB:O&M 2009 
certification includes many criteria that need to be 
fulfilled by landlords of the buildings (recycling 
programs, exterior maintenance programs, energy, 
atmosphere, water, construction). 

Key areas that are within our control are:

• Office supplies such as paper, toner and binders.

• Electronics and appliances.

• Furniture.

• Cleaning services and equipment.

• Lamps and lighting.

• Waste management and recycling.

Our paper policy
As a major component of our ongoing communications 
to our AIR MILES Collectors, the use of paper is a 
significant vehicle for promoting offers and 
information that is fundamental to the success of 
our programs and customer satisfaction. Since 2009, 
LoyaltyOne has had an environmental paper 
procurement policy to help minimize our impact on 
resources and eco-systems. Under this policy, all 
paper we purchase must be FSC-certified and have a 
minimum 30% post-consumer content.

The purpose of this policy is to:

•  Target reductions in overall paper usage, both from  
an internal and external communications perspective.

• C hallenge our vendors to continue to source 
environmental improvements in their practices  
and procurement on our behalf.

•  Ensure that paper purchases on behalf of 
LoyaltyOne are from certified, sustainable sources.

•  Establish an ongoing investigation of new 
technologies and practices that will improve  
our overall environmental impact.

To ensure that we meet these objectives, we 
continually take into consideration sustainability 
certification, recycled content, manufacturing 
processes and proximity in deciding which paper  
or supplier to use.

Watch our conservation video at 

loyalty.com/accountabilityreport

ONE ENVIRONMENT

http://http://accountabilityreport.loyalty.com/2012/
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FSC
We recognize that one of the most important 
practices that can affect the environment during the 
manufacturing of paper is how the forests are 
managed. To achieve greater environmental 
sustainability, forests need to be managed in a manner 
that will ensure that there is the least amount of 
impact on wildlife, groundwater, the environment, 
oxygen production and local communities who need 
the forest for their livelihoods.

The Forest Stewardship Council (FSC) is the most 
recognized certification program in the world, and it 
is the only certification program that is recognized 
by the World Wildlife Fund of Canada, the Sierra 
Club of Canada, the Canadian Boreal Initiative 
Markets Initiative, Greenpeace and many other 
environmental groups.

Therefore, when specifying paper for the production 
of printed communications, LoyaltyOne will require 
our vendors be FSC-certified and our priority is to 
use paper that is FSC-certified.

Purchasing green energy
LoyaltyOne is a strong supporter of clean, renewable 
energy. In 2012, we continued to utilize 100% green 
electricity from Bullfrog Power for our Toronto, 
Mississauga and Calgary offices. Bullfrog’s green 
electricity comes exclusively from wind and hydro 
facilities that have been certified as low-impact by 
Environment Canada under its EcologoTM program.

This year, we:

•  Achieved Emissary level, the second highest level 
on Bullfrog Power’s Green Index and became one 
of only five companies to do so.

• W e purchased 100% green natural gas from 
Bullfrog Power for our Calgary office.

•  We also began purchasing Bullfrog Power for our 
charitable partners’ events, such as the motionball 
gala and the Walk for Kids Help Phone.

By purchasing green electricity and natural gas from 
Bullfrog Power for our Toronto, Calgary and 
Mississauga offices, we were able to achieve a carbon 
dioxide reduction of 794.2 tonnes! 

ONE ENVIRONMENT
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Our Work at Home Program
Our Work at Home Program continues to have 
exceptional environmental benefits, cost savings and 
improved work-life balance for associates. In 2012, we 
started a pilot program for flexible work, which allows 
even more associates to work at home or from anywhere.

The program supports several LoyaltyOne strategic 
goals, including:

•  Engaging associates to lead more sustainable lives.

•  Enhancing work-life balance for associates who spend 
less time commuting and more time with family.

•  Demonstrating environmental stewardship through a 
reduction in energy use and carbon dioxide emissions 
associated with daily commuting.

•  Identifying operational efficiencies by renting less 
space and therefore reducing overall facility costs.

•  Maintaining a high level of customer care service.

•  Preserving business continuity by ensuring that 
associates are able to operate through localized 
power interruptions, serious weather conditions  
and transit disruptions.

Energy efficiency
Data centres can be one of the biggest users of 
energy for an organization. By benchmarking our 
data centre’s efficiency, we were able to get a 
current understanding of its level of efficiency and 
implement additional best practices. In 2009, 
LoyaltyOne reported on its Power Usage 
Effectiveness (PUE) metric, which is an industry 
recognized standard used to measure the energy 
efficiency of a computer data centre. At the time 
of our initial reporting in 2009, the PUE Industry 
Average was 2.0. We reported that our Mississauga 
Customer Care Centre was at 2.4 and our Toronto 
Corporate Office was at 1.9.

Based on recent survey studies, the most recent 
industry average for PUE is around 2. In 2012, our 
Toronto Corporate Office had an average PUE of 
1.68 and our Mississauga Customer Care Centre 
had a PUE reading of 2.1. We have seen significant 
energy efficiency improvements in both of these 
offices as a result of more efficient cooling 
systems, new server technologies and industry 
best practices. We will continue to look for new 
ways to lower our score at our Mississauga office 
and we’re working to use the energy coming into 
our computer data centre as efficiently as possible.

Learn about our data centres through our conservation video at

loyalty.com/accountabilityreport

ONE ENVIRONMENT

http://http://accountabilityreport.loyalty.com/2012/
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What is LEED®?
LEED® stands for Leadership in Energy and Environmental 
Design. It is a stringent certification achieved through 
independent review of building design and construction 
practices and is internationally recognized by the 
Canadian Green Building Council (CaGBC).

LEED® EB:O&M is a unique rating system that promotes 
on-going efficiencies to building operations. 

Our LEED® EB:O&M journey
For the last 2 years, LoyaltyOne has worked with our 
Corporate Head Office property management company 
to prepare our building for a LEED® EB:O&M application.

What does this entail?

•  Upgrades to the building’s HVAC and lighting systems.

•  Replacement of key infrastructure items such as 
boilers and chillers.

•  Coordination with vendors and suppliers to track 
purchasing and waste.

•  Installation of electrical sub-metering equipment.

•  Considering LEED® guidelines and standards for all 
new construction projects.

•  Surveying of associates and building tenants to assess 
their comfort levels and how they get work done on a 
daily basis.

•  Promotion and education of LEED® EB:O&M core 
principles.

We are committed to continually working with our 
property management to submit our LEED® EB:O&M 
application in 2013. Our goal is to ensure that our spaces 
are LEED® certified to promote an environmentally 
friendly and healthier workplace.

Calgary Office:  
LEED® Gold Commercial Interiors (CI).

Mississauga Office:  
LEED® Gold Core and Shell,  
LEED® Gold Commercial Interiors.

Toronto Office:  
Preparing for LEED® EB:O&M application  
to be summited in 2013.

ONE ENVIRONMENT
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ENABLING ASSOCIATES TO LIVE MORE SUSTAINABLE LIVES

Living sustainability
We aim to support our associates in leading more 
sustainable lives both at work and home. To do this, 
we continue to offer programs to increase 
awareness and provide associates with the resources 
they need to make more sustainable choices.

A greener fleet
In 2012, we provided a new and greener way for our 
associates to get around town with the purchase of  
a number of corporate memberships to the BIXI bike 
sharing service in Toronto and Montreal. So, if our 
associates want to bike to a meeting, or simply get 
some exercise, they can simply reserve one of the 
corporate keys to access the bikes at various 
locations across the city. And if they don’t feel like 
biking, they can always use one of our four fuel-
efficient vehicles.

We also continued to participate in carpooling 
through Smart Commute in Mississauga and 
memberships to AutoShare in Toronto and 
Communeauto in Montreal.

In addition to these green transportation options, 
associates can purchase discounted monthly TTC 
passes or simply sign-out passes for the day to  
attend meetings!

ONE ENVIRONMENT

LoyaltyOne Smart Car for associate use.
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The fairest of them all
This year, we held our fourth Annual Environmental 
Fair. A real favourite for our associates, the fair 
showcases environmental products and services to 
inspire better choices at work and home. This year, 
associates learned about sustainable transportation 
options available to them, new eco-friendly products 
and they were entered to win fantastic prizes such as 
a new bike or solar-powered backpack. We also gave 
everyone a special 5-minute shower timer to help 
encourage water conservation at home. With over 
70% of the entire organization participating in the 
event, we’d say it was a huge success!

Shower timers for everyone.

Healthy and delicious dishes
To promote optimal wellness, we implemented 
healthier food options including more vegan, low 
sodium and gluten-free choices. In addition, we 
launched campaigns promoting local produce, 
seasonal fruits and vegetables, super-grains and  
how to build a healthy plate.

Sample of a nutritious snack.

ONE ENVIRONMENT
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MAKING A DIFFERENCE ONE ACTION AT A TIME
One of the main goals we set for ourselves as an 
organization is to ensure that we lead by example in 
sustainable initiatives. We are continuously looking for 
new ways to have a positive impact on the environment 
and in the communities in which we operate.

In 2012, we: 

•  Began using 100% biodegradable, gluten free and 
vegan soaps in our offices. 

• I mplemented an office supply recycling program 
where old pens, markers, highlighters and other 
writing utensils are collected and sent to be recycled.

•  Continue to lead the way for our property 
management in Toronto to achieve LEED® EB:O&M 
certification.

• R evamped and updated our waste and recycling 
system for our Toronto office.

LoyaltyOne is a big believer in opening its doors for 
tours, consultations and meetings. This year, we 
hosted a number of environment-focused workshops, 
seminars, tours and opened our meeting spaces for 
numerous organizations.

Looking ahead
We’ll continue to ensure that all of our environmental 
initiatives align with our four strategic areas: create a 
rewarding and meaningful associate experience, 
integrate corporate responsibility into how we do 
business, reduce our impact on the environment and 
inspire others to do the same, while enriching our 
communities.

With these guides, we will:

•  Continue to encourage associates to participate in 
environmental programs.

•  Host environmental fairs and workshops.

• C ontinue to support our mobile and flexible work 
strategies to reduce commutes.

•  Grow partnerships with environmental 
organizations.

•  Expand our green procurement policies and move 
more of them to electronic versions.

• E xpand collaborative opportunities to work with 

vendors, suppliers and other lines of business to 
create new environmental opportunities.

•  Work towards having the Toronto head office 
become a zero-waste facility.

•  Add an electronic vehicle (EV) and EV charging 
station to LoyaltyOne’s sustainable fleet.

•  Provide new opportunities for associates to learn 
about environmental initiatives and programs.

•  Provide leadership by participating in leading 
environmental initiatives.

•  Participate in a number of sustainability-focused 
committees.

• F acilitate opportunities for our associates to 
volunteer with environmental organizations.

• H ire co-op students and provide valuable work 
experience to young professionals in the field of 
the environment, sustainability and corporate 
responsibility.

ONE ENVIRONMENT
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ONE CULTURE
The people behind our passion
2012 was another busy and amazing year! We 
continued to be recognized as one of the Best 
Employers in Canada (that’s 3 years in a row) and 
we’re extremely proud to have been named one  
of Canada’s 10 Most Admired Corporate Cultures.  
And those are just a few of the highlights.

Our first ever hockey tournament. Being entertained by one of our house bands.
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Who we are
We are a team of accountable, curious, bold, 
passionate risk-takers. We are an energetic, agile 
team that works to foster collaboration and 
celebrate success. We are a team committed to 
sparking positive change in our communities 
through practical solutions.

Why we’re here
To put it simply – we’re in the business of enriching 
relationships. Between companies and customers… 
Canadians and the environment…business and 
communities…people and their health. 

Notes:

1.  Headcount data as at year end (i.e.: December 31 for each year). Total workforce headcount increased moderately over  
2010 as the organization rebalanced its business needs with its human capital needs and continued to focus on growth. 

2.  No engagement score available for 2011. The 2010 engagement score of 83 represents best-in-class for our industry and should  
be celebrated as a success. Associate engagement continues to be a focus for LoyaltyOne and will be reevaluated in May 2012.

3.  Overall turnover demonstrated a marginal increase over 2010, continuing a reversion to more normal industry levels after  
a sharp decrease associated with decreased voluntary turnover during the recession of 2009. 

LoyaltyOne by the numbers

ONE CULTURE
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LoyaltyOne by the numbers

“We’re in the business  
of enriching relationships,  

and that starts right within our own organization –  
as we continue to build a culture in which we visibly celebrate  

each other’s efforts, experiments, learning and successes.”

ONE CULTURE
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Never stop learning 
Learning and development have always been an 
important part of our culture and our success.  
We recognize that development is about more  
than sitting in a classroom; it’s something we  
strive for every day.

Here are the ways LoyaltyOne associates never  
stop learning:

Loyalty 101/102 – all associates begin their 
LoyaltyOne experience with Loyalty 101, our 
onboarding program. It provides them with 
information on all aspects of our company to help 
integrate them quickly and effectively into our team. 
Loyalty 102 is designed to help our people become 
leaders, with additional focus on modules such as 
performance management, employee relations, 
compensation and recruitment. In 2012, we added 
business videos and web-based learning 
opportunities to provide additional variety. This year, 
there were 92 graduates of the onboarding program.

“3i” Leadership Model – we expect our leaders to 
embody the three “i”s to provide inspiration to their 
teams, encourage intellectual growth and guide the 
implementation of ideas that move the business 
forward. We encourage leadership at all levels, 
regardless of position.

Senior Leadership Team (SLT) and Management 
High Potential Development Programs – offsite 
learning for SLT members and high potential middle 
management to help enhance LoyaltyOne’s 
leadership capabilities and strategic vision.

Manager Once Removed Meetings (MORs) – 
associates meet with their MOR at least twice a year 
(and sometimes much more often) to discuss career 
goals and continued development.

Women in Leadership Series – female leaders from 
a variety of industries join us to share their 
experiences and advice with all associates. In 2012, 
our Women’s Leadership Initiative committee kicked 
off a mentoring program, resulting in 38 matched 
mentors and mentees through an innovative “speed 
matching” event.

Lunch and Learn Sessions – we frequently have 
lunch hour discussions (with healthy food choices)  
on topics that are of interest to our associates. In 
support of our new strategic vision, we developed a 
series called “Behind the Strategies” hosted by the 
heads of our departments. In it, they provide insight 
and a behind the scenes look at the different 
initiatives in the company.

Tuition Reimbursement Program – we generously 
support external formal education for both full-time 
and part-time permanent associates.

See what makes us a great place to work at:

loyalty.com/accountabilityreport

ONE CULTURE

http://http://accountabilityreport.loyalty.com/2012/
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Women in Leadership 
Fostering the leadership skills of female associates 
remains critical to our success. This year, our Women 
in Leadership Initiative (WLI) Committee invited top 
female leaders to inspire both our female and male 
associates. They included:

Allison Graham, author of “Business Cards to 
Business Relationships: How to build the ultimate 
network”.

Sharon Ramalho, Vice President, Ontario region of 
McDonald’s Restaurants.

Marie-Josée Lamonthe, Chief Marketing and 
Corporate Communications Officer, L’Oréal Canada.

Elaine Roper, SVP Human Resources, Toronto 2015 
Pan/Para-pan American Games Organizing 
Committee.

Diane Craig, President and Founder of Corporate 
Class Inc..

The WLI also held their annual 9 & Dine golf 
tournament (and networking event) with guest 
speaker Deborah Longhurst, Principal of Operations 
and Project Management, Straticom.

An engagement to remember
Over the past decade, our annual Associate 
Engagement Survey has been essential in helping us 
create and foster a culture of open communications 
and continuous improvement. We are committed to 
taking action when associates tell us that things can 
be improved. It’s completely confidential and is 
administered by a third-party vendor.

In 2012, we conducted a full engagement survey with 
a fantastic response rate of 88%! Our engagement 
level continues to be best-in-class for our industry.

Here’s an overview of the results:

•  Associates gave us a best-class engagement score  
of 86%.

•  95% of associates believe LoyaltyOne helps to 
make the communities in which we operate a better 
place to live/work.

•  95% of associates believe LoyaltyOne does a good 
job of communicating a clear vision and strategy.

•  Our manager effectiveness index sits at 84/100.

•  85% of associates believe LoyaltyOne provides 
meaningful development opportunities.

Road maps to success
To make it easier for associates to plan where they 
want to take their careers, our HR Business Partners, 
Talent Management team and leaders in the 
business, partnered together to create “Career 
Pathways,” a comprehensive guide to career building 
at LoyaltyOne.

“Career Pathways” outlines the functional and 
behavioural skills required for each job, and outlines 
career options – both lateral and vertical – for 
associates in a given role. This project has been 
incredibly well received by both managers and 
associates alike, helping both groups to plan next 
steps in associates’ development plans. 

ONE CULTURE
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Rewarding recognition
Our associates give their best to LoyaltyOne, and we 
reward them for their commitment, performance 
and contributions.

We offer a robust Total Rewards Program that 
includes competitive compensation, comprehensive 
health and dental benefits, financial advantages, and 
programs that promote work-life blending.

Our Associate Anniversary Program also celebrates 
service milestones for all our associates. Starting at 
year one, our associates receive a gift of AIR MILES 
reward miles for every year they are here. Every  
5 years, our associates also receive an additional paid 
2-weeks sabbatical.

We also participate in an international program 
called Customer Service Week. During the week, 
we celebrate our Customer Care team with 
breakfasts, gifts, contests, giveaways and events 
where associates can participate and feel appreciated 
knowing their contributions make a difference.

Our annual President’s Circle Award recognizes 
associates who demonstrate success in the workplace. 
This is a peer-nominated award where recipients are 
chosen by a panel of previous President’s Circle 
winners. Nominees are recognized in 5 areas: 
Achievement, Leadership, Innovation, Customer and 
Community. All winners receive AIR MILES reward 
miles redeemable for a wide range of items and are 
also invited to join fellow honourees for an all-
expenses paid weekend to Niagara-on-the-Lake.

Keeping associates in the know
Here’s how we help our associates see how their 
work and feedback help us succeed: 

Associate Engagement Survey – regular surveys let us 
measure associate commitment, motivation and active 
involvement in LoyaltyOne’s success, with “pulse” 
checks along the way to ensure we stay on track.

Making performance management fun – planning 
performance through defining expectations and 
goals, reviewing progress regularly, recognizing 
accomplishment, and keeping it all fun.

Town Halls – hosted twice a year by Executive 
Committee members, these all-associate meetings 
provide associates in all locations with consistent, 
reliable updates on important LoyaltyOne news. 

Strategic 3 Magazine – An internal publication for 
associates featuring the latest LoyaltyOne news from 
around the globe.

The 2012 President’s Circle Award recipients.

ONE CULTURE
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  On-site gym called The Sweatshop, offers 
associates subsidized memberships.

•  P

  Gym features a wide range of classes, including : 
yoga, Pilates, tone and sculpt, zumba, spin, 
w

•  

  A cross functional wellness committee 

Promoting wellness

.

We’re committed to helping our associates lead 
healthier lives at work and home. Here are some  
of the ways we do that:

• Free BIXI bike memberships for associates to 
bike to meetings.

• On-site bike racks and showers for associates 
who commute by cycling.

• $300 wellness subsidy applicable to help offset 
gym, fitness and weight management programs.

•

romote participation in activity-based 
charitable activities, including Princess Margaret 
Weekend to End Women’s Cancers, Walk So Kids 
Can Talk and motionball Marathon of Sport.

•

alking club and more!

Guest speakers join us to talk about nutrition 
and wellness.

•
dedicated to associate health and well-being

The Sweatshop – our Toronto office on-site gym.

Walking for Kids Help Phone  
in the Walk So Kids Can Talk.

Team Loyalty for Life walking  
to help end women’s cancers.

ONE CULTURE
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ONE COMMUNITY
Growing our community impact
While we continued to support our corporate 
charities, raising more than $1.5 million for 
charities such as Kids Help Phone, motionball in 
support of Special Olympics Canada and our 
Holiday Charity Drive, this year was all about 
growing our community impact.

To do that, we invested in a new resource to 
expand our community building efforts through  
a formal volunteer program. By focusing on 
communication, engaging opportunities and best 
practices, we not only helped charities change 
lives, but associates as well.

$1.5 million 
donated 

3,000+ 
hours volunteered 

by associates 

Getting temporarily tattooed  
at AMPED, our Rock ‘n’ Roll Fundraiser.
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A force of volunteers
In 2012, the Volunteer Paid Day Off Program went 
from being a pilot to a formal strategy. We hired a 
dedicated resource to promote the program 
internally, build relationships with non-profits who 
align with our community building cause, and to 
match associates with volunteer opportunities that 
leverage their skills and interests.

Through this program, all Canadian and U.S. 
associates are given a paid day off (one per year) to 
volunteer their time to a charity that is near and 
dear to their hearts. 

The results have been outstanding with participation 
tripling in 2012! 

Through the program, individuals gave back to the 
charities they supported, some were even sourced, 
based on a number of criteria, including volunteer 
activities for team building and skills development.

And the volunteer opportunities are endless! In fact  
a team of Customer Care coaches went onsite to a 
local youth empowerment non-profit to plan, script 
and produce a promotional video for the charity.  
This unique experience resulted in a powerful  
video advocating the benefits of volunteering.

In addition, we hosted the first ever Volunteer 
Recognition event on December 5, coinciding with 
International Day of the Volunteer. Associates who 
volunteered through the year and the charities 
themselves were invited to attend a gourmet 
breakfast, featuring inspirational speakers.

In 2013, we are looking to establish a Volunteer 
Committee with associates from all across the 
organization to help guide the future growth of  
the program.

At LoyaltyOne, it’s all about creating a measurable 
impact, based not only on the hours volunteered, 
but the impact the activity has on both the 
volunteer and the charity.

Serving homemade meals for charity.

Creating a promotional video for Concrete Roses.

Reasons for giving back at our  
volunteer recognition event.

ONE COMMUNITY
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Holiday Charity Drive
Knowing that this is our biggest fundraising cause of the year, we started early in 2012. And we came up with 
some really creative ways to raise money, like our first-ever Rock ‘n’ Roll Fundraiser, called AMPED! It featured live 
bands and deejays, temporary tattoo artists and more. We also hosted our first Hockey Tournament for charity 
at the former Maple Leaf Gardens, and a Thanksgiving Food Drive.

Our Senior Leadership team also got creative, donating unique, experiential prizes for our annual charity auction 
– associates could bid on everything from a ski chalet vacation to fishing trips.

We raised more than ever before with 5,928 cans of food, 1,610 toys and a total of $146,000 for local charities, 
including the CP24 CHUM Christmas Wish and Daily Bread Food Bank in Toronto, the Sun Youth Organization  
in Montreal, the Inn from the Cold in Calgary, and the Freestore Foodbank in Ohio.

Walk So Kids Can Talk
On Sunday, May 6, 2012, LoyaltyOne Associates, 
along with their family and friends, participated in 
the annual Walk So Kids Can Talk. Our associates 
walk every year along with AIR MILES Collectors. 
We raised more than $22,000 to ensure that youth 
in distress have access to essential mental health 
resources and counselling.

Getting ready to walk for Kids Help Phone.

Alexandra Park Community Centre
In 2012, LoyaltyOne continued to support the 
Alexandra Park Community Centre, a non-profit 
organization located in downtown Toronto. The 
Community Centre offers local community 
members, including youth, recent immigrants, 
refugees and low-income families, much-needed 
educational programs and assistance. 

Here’s how we helped in 2012: 

•  Awarded two $4,000 College or University 
Scholarships through the Co-operative Housing 
Federation of Toronto (CHFT) Diversity 
Scholarship Program.

•  Donated AIR MILES reward miles to help the 
Community Centre offset operational costs.

awarded 2x

$4,000 
College/University  

Scholarships

ONE COMMUNITY

http://www.walksokidscantalk.ca
http://www.alexandraparkcommunitycenter.com
http://accountabilityreport.loyalty.com/2012/%23/picture/1
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CommunityOne Day
On July 16, 2012, LoyaltyOne associates from all 
across Canada once again picked up garbage, 
helped build websites, planted trees and 
volunteered their time in our fourth annual 
CommunityOne Day. Our associates volunteered a 
total of 3,000 hours to over 10 different charities! 

Planting trees at Red Brush Park, Mississauga.
Motionball
This year, we celebrated our eighth year supporting 
motionball, a non-profit organization that builds 
awareness and raises funds for Special Olympics 
Canada. motionball organizes and operates four 
major social events throughout the year, including 
the Annual Toronto Gala, Marathon of Sport, Fall 
Classic Golf Tournament and the Football Frenzy 
Flag Football Tournament. LoyaltyOne’s associates 
take part in these events and get to know Special 
Olympics Athletes as they play alongside them. 
These events help enrich the lives of Canadians 
with intellectual disabilities through participation 
in sports, as the funds raised provide for athlete 
and volunteer recruitment and training.

Team photo for motionball.

Princess Margaret Weekend to End Women’s Cancers
In support of our wellness initiative, we piloted a new type of charitable activity to engage associates. On 
September 7, fifteen LoyaltyOne associates walked 32 km and raised more than $35,000 to help fund research, 
prevention programs and finding a cure for these diseases.

ONE COMMUNITY

Moving forward for our communities
We plan to continue the work we started, guided  
by our new charitable strategy to move towards 
achieving a best-in-class charitable community 
building program.

We will:

•  Continue to work towards goals such as Imagine 
Canada’s 1% model of giving through 2012 to 2014.

Watch our volunteer video for more inspiring stories!

loyalty.com/accountabilityreport

http://http://accountabilityreport.loyalty.com/2012/
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AWARDS
Thanks for the honours
We’re honoured to have received such praise and are 
happy to share the many awards we received in 2012 
for our efforts, both at work and in the community. 

Our growing wall of awards.



TURNING PASSION INTO PURPOSE 2012 ACCOUNTABILITY REPORT Page 35

50 Best Employers in Canada
Named one of the 50 Best Places to Work by Hewitt Associates for the 
third year. The list was also featured in Report on Business magazine.

Top 10 Most Influential Brands – AIR MILES 
An Ipsos Reid survey recognized AIR MILES, one of LoyaltyOne’s 
companies, as one of the top 10 most influential brands in Canada.  
We were in great company with Apple, Google and Facebook.

Canada’s 10 Most Admired Corporate Cultures
Named regional winner in this national program that recognizes best-in-
class Canadian organizations for having a culture that has helped them 
enhance performance and sustain a competitive advantage.

Canada’s Greenest Employers
Recognized as one of Canada’s Greenest Employers for the third year. 
This designation honours employers who lead the nation in creating  
a culture of environmental awareness in their organizations.

The Green 30
Once again, we were acknowledged as one of Canada’s Green 30 
Companies. This is awarded to those that lead the way in creating  
a new culture of environmentally responsible business.

Clean 50 Award
Awarded to Debbie Baxter for sustainability leadership in Retail and 
Consumer Products.

Contact Centre Employer of Choice
Received Gold certification for the second year.

Best Green Contact Centre
Achieved Gold certification.

AWARDS
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ABOUT US
We enrich relationships
As leaders in loyalty, we know that the key to 
growing business is understanding how to influence 
the choices people make – as consumers and 
individuals. For 20 years, LoyaltyOne has designed, 
developed and managed loyalty initiatives for retail, 
banking, grocery, utilities, manufacturing, 
government clients and more. We help our clients 
get closer to their customers to understand them 
more thoroughly, engage them more effectively  
and positively influence the choices they make.

President of AIR MILES, Andy Wright,  
speaking about the program successes.

Our CEO, Bryan Pearson, speaking to associates.
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OUR UNIQUE ADVANTAGE
We’ve spent the past 20+ years building and growing 
North America’s largest Coalition Loyalty program and 
have a level of hands-on experience that no other 
competitor can match. We organize our capabilities  
into three key areas:

Coalition Loyalty

We create powerful, cost-effective, multi-partner solutions 
that deliver more comprehensive customer insights, 
accelerated impact and proven, sustainable returns.

Customer Analytics

We use sophisticated analytics to optimize marketing, 
merchandising and operations – then provide flexible 
desktop tools and programs to enable our clients to 
continue fine-tuning every area of their organization  
in response to changing customer insights.

Custom Loyalty Services

We offer a range of expert services including loyalty 
strategy and program design, customer experience design, 
insight driven marketing and engagement strategies – all 
tailored to meet our clients’ specific business challenges 
and opportunities.

Headquartered in Toronto, Ontario, we employ 
approximately 1,600 associates in offices in Canada,  
the United States and India. LoyaltyOne Inc. is a division  
of Alliance Data, a leading provider of loyalty and  
marketing solutions.

alliancedata.com
For more information on our parent company, visit

ABOUT US

http://alliancedata.com
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GRI CONTENT INDEX
Our GRI application level
LoyaltyOne seeks to follow best practice in sustainability reporting. This report follows the Global 
Reporting Initiative’s (GRI) G3 Sustainability Reporting Guidelines, at a self-declared application level of 
“C”. Both the required Profile Disclosure elements and the performance indicators reported on, are listed 
in our GRI Index Table, including links to the sections of the report where you can find more information. 

https://www.globalreporting.org/reporting/G3andG3-1/g3-guidelines/Pages/default.aspx
https://www.globalreporting.org/reporting/G3andG3-1/g3-guidelines/Pages/default.aspx
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GRI CONTENT INDEX
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GRI CONTENT INDEX
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GRI CONTENT INDEX
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FAST FACTS
LoyaltyOne:
•   LoyaltyOne was acquired by Alliance Data in 1998.
• Acquired COLLOQUY in 2002.
•  Launched Squareknot (formerly Direct Antidote) and Precima in 2008,  

and rebranded LoyaltyOne Consulting (formerly COLLOQUY Consulting).
• Became a stakeholder in the Brazilian Dotz program in 2009.
•  Opened new AIR MILES Reward Program Customer Care Centre in 2009  

with largest rooftop solar panel installation in Canada at time of launch.
• Named one of 2012’s 50 Best Employers in Canada.

For more information on our company, visit

loyalty.com
AIR MILES Reward Program:
•   Launched in Canada in 1992.
• R eaches 10 million active Collectors representing approximately two-thirds  

of Canadian households.
• Received 35 million visits and 300 million page views on airmiles.ca in 2012.
• Developed one of the largest permission-based email databases in Canada.
• Profitably changes customer behaviour for more than 100 participating Sponsors.
• Fulfills more than 4.4 million AIR MILES reward redemptions every year.
• R eceived CCEOC Silver designation in 2008, and Gold in 2009, 2010, 2011  

and 2012 for Call Centre Excellence.

For more information on our parent company, visit

alliancedata.com

airmiles.ca
http://loyalty.com
http://alliancedata.com



