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Building on Aimia’s proud tradition of corporate responsibility
and leadership, this report highlights our achievements in
social purpose during 2014.

At Aimia we understand that how we use resources, how we govern ourselves, and how we treat employees and the
communities in which we operate matter to investors, customers, suppliers, consumers and citizens.
In keeping with our five-year social purpose roadmap (2014-2019), adopted in November 2013, this report incorporates
feedback from our 2014 stakeholder consultation — an important tool for tracking our progress and thinking about both
financial and non-financial aspects of our business.
From its commitment to carbon neutrality – Aimia has been carbon neutral
since 2008 – to its focus on skills based giving and being a great place to work,
Aimia has consistently demonstrated its commitment to being a great global
corporate citizen.

Scope

This report covers Aimia’s social purpose activities from January 1, 2014 to December 31, 2014 across all of
Aimia’s operations. Financial information is extracted from Aimia’s 2014 Annual Report, which contains further
detail on financial disclosures and results for the year ended December 31, 2014.
Unless otherwise stated:
• All amounts are in Canadian dollars
• Non-financial information, such as number of employees,
is an accurate reflection of our organization as at
December 31, 2014
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WHO
WE ARE

Aimia Inc. is a data-driven marketing and loyalty analytics company. We provide our
clients with the customer insights they need to make smarter business decisions and
build relevant, rewarding and long-term one-to-one relationships, evolving the value
exchange to the mutual benefit of both our clients and consumers.

Aimia is a global company headquartered in
Canada and is publicly listed on the Toronto
Stock Exchange (TSX: AIM).

With close to 4,000 employees in
20 countries, Aimia partners with
groups of companies (coalitions) and
individual companies to help generate,
collect and analyze customer data
and build actionable insights.

Aimia’s head office is located at:
Tour Aimia
525 Viger Avenue West, Suite 1000
Montreal (Quebec)
Canada H2Z 0B2

To learn more about our business,
please read our most recent MD&A,
or review our Annual Information
Form and Proxy Circular, available
on our website.

We do this through our own
coalition loyalty programs, such as
Aeroplan in Canada and Nectar in
the United Kingdom, and through
provision of loyalty strategy, program
development, implementation and
management services underpinned
by leading products and technology

Consolidated
gross billing
for 2014
$2,686.6M
14%

29%

57%

• CANADA
• EMEA
• REST OF WORLD

platforms such as the Aimia Loyalty
Platform and SmartButton, and
through our analytics and insights
business, including Intelligent
Shopper Solutions. In other markets,
we own stakes in loyalty programs,
such as Club Premier in Mexico, Air
Miles Middle East and Think Big, a
partnership with Air Asia and Tune
Group. Our clients are diverse, and
we have industry-leading expertise
in the fast-moving consumer goods,
retail, financial services, and travel and
airline industries globally to deliver
against their unique needs.
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For a full list of our partnerships and
investments, and more information
about Aimia, visit www.aimia.com.

A data-driven
marketing and loyalty
analytics company
4,000 employees
20 countries
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OUR
STRATEGY
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We aspire to be the recognized global leader in data-driven marketing
and loyalty analytics. In order to achieve this, here’s what you will see us
doing in the coming years:

1. Helping our
clients make business
personal through:

2. Bringing the best
of Aimia, everywhere,
by:

3. Focusing on
the priority markets
where we can win, by:

4. Taking advantage
of our global
scale, by:

• Customer data analytics
that allow for personalized
interactions, both through
marketing and customer
service

• Increasing our investment
in existing programs
to make them “world
class”, for both the
customer and the client

• Leading in the markets
where we already operate

• Developing and
commercializing our
global platforms and
service offerings

• Always-on digital/mobile/
social communications

• Accelerating the launch
of new mass coalition
and travel programs

• Our principled approach
to the care of our
clients’ data

• Delivering comprehensive,
end-to-end solutions to
our clients whether they
are a partner in one of
our coalitions, or have
an independent program

• Focusing on scale clients
and following them
to enter new markets
• Sharpening focus on
consumer loyalty

• Supplementing organic
growth with “tuck-in”
capability acquisitions
• Executing with speed,
scale, and focus

When we have executed
the strategy successfully,
we will be:
• Focused and leading in the
markets where we operate
• Distinctive, delivering capabilities
no one else can, and
• Delivering attractive returns
to our stakeholders
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A WORD
FROM RUPERT

As a socially responsible company, we are accountable
to all our stakeholders, and to every community and
country we call home. This belief in both our responsibility
and our ability to drive positive impact is guiding the
evolution of Aimia’s social purpose. Building on a proud
history of giving back, Aimia developed a five-year social
purpose roadmap in 2013 with a view to leveraging the
best of Aimia to promote sustainability, accountability and
social impact across our business. Social purpose is not
just something we do; it is who we are. From our Aimia
Executive Committee and our social purpose leaders
across the regions to our employees and our partners, we
are all engaged and committed to Aimia’s social purpose
journey.

we not only make
“Together,
business personal. More than ever,
we make business personal for
the common good.

”
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2014 was the first year in our five-year roadmap. Our focus
this year was on clearly defining and understanding those
areas that matter most to our stakeholders and where we
have the ability to deliver the greatest impact. By engaging
directly with over 2,000 stakeholders we gathered
valuable insights around issues ranging from customer
privacy and governance to environmental practices and
community giving. These insights are helping us to build a
more integrated long-term business strategy.
One way in which we have already begun to drive greater
impact is through our focus on skills based volunteering,
which leverages our people’s formidable talents and
magnifies their contribution. In 2014, we continued to
build on the momentum around our approach to Data
Philanthropy. By pairing Aimia analytics experts with
specific charities to support improvements in their
operations, fundraising and recruiting, we were able to
use our unique skills to make a greater impact on the
charities’ long-term success. Since the launch of our Data
Philanthropy in 2012, we’ve donated nearly 10,000 hours
of analytics support to more than 40 charities. Not only
are our skills based volunteering activities an expression of
our social purpose, they are an exciting part of what makes
Aimia more attractive to top talent.

Rupert Duchesne
Group Chief Executive of Aimia
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roadmap
to the future

In 2013, to guide and accelerate our way forward, we held dozens of
conversations with Aimia leaders around the world. This dialogue led to the
first expression of a five-year social purpose roadmap (2014-2019), which
explores opportunities in three focus areas: Loyalty for Good, Employees &
Communities, Responsible Business Practices.

During 2014,
the roadmap focused,
stimulated and aligned
our efforts as never
before.

social
purpose
1. Loyalty
for Good

2. Employees &
Communities

We are exploring loyalty’s
potential to help businesses
and individuals have a positive
impact on our world and
our communities

We are sharpening our focus on
skills based giving, leveraging
our unique talents to create
the most social value

3. Responsible
Business Practices
We are holding ourselves to the
highest ethical and business
standards; continuously
improving how we
operate

< >
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WHAT’S
IMPORTANT
TO OUR
STAKEHOLDERS
AND TO US

Our business and social
purpose are built on trust
and reciprocity
We believe that real relationships develop
from conversations, meaningful interactions
and emotional engagement. All this is made
possible by trust and reciprocity – the
foundation of everything we do.

Our social purpose:
We make business personal,
for the common good.

Trust
Trust overcomes prejudice, cultivates lasting
relationships and fosters harmony between
individuals and within communities. Trustworthy
organizations are ethical, credible and
possess high integrity

social
purpose

Reciprocity
Reciprocity encourages genuine two-way
relationships that foster rewarding experiences,
meet shared expectations and lead to mutual
benefits. This is the foundation for
long-term loyalty

< >
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ISSUES THAT
STRENGTHEN
OUR SOCIAL
PURPOSE AND
OUR BUSINESS

Learning from our stakeholders
In our business, we use data to help our clients build
strong relationships with their best customers. In this same
way, by understanding what is most important to our
key stakeholders, we have been able to refine our social
purpose activities and focus on those activities where
Aimia can have a distinct and deep impact.
To better understand what is important to our
stakeholders, in 2014 we consulted more than 2,000
people – customers, members, partners, employees,
investors and regulators. These discussions brought clarity
to what’s important to our stakeholders and helped us
align these issues with our social purpose roadmap’s
three focus areas — Loyalty for Good, Employees &
Communities, and Responsible Business Practices.
They also placed us in a better position to meet
stakeholder expectations; foster trust; leverage our
unique skills to drive social good; and sustain high
financial performance.
By integrating these issues into our decision-making,
we will create value and:
• Stay abreast of developments that could significantly
impact our business, trust and reputation
• Concentrate scarce resources where we can have the
most meaningful impact
• Start the process of setting non-financial benchmarks
and metrics, so we can more easily track progress and
fuel continuous improvement

< >
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Vital for us, vital for our stakeholders
To operate responsibly, it’s important to first understand
what stakeholders expect. The factors below — in addition
to financial metrics — contribute to our share price, and to
our attractiveness as an investment, an employer of choice
and a preferred supplier for global leading brands.

Loyalty
for Good
Ethical
Business
Conduct

Volunteering
and Community
Involvement
our
Priorities
Employee
Engagement
and
Wellbeing

Data Security
and
Customer
Privacy
Environment
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2014
Social Purpose
Highlights
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Loyalty for Good
coalitions
>

• Aeroplan’s Beyond Miles program reached 400 million Aeroplan miles
donated — an all-time high
• In March, celebrated first anniversary of the Nectar Tag your Bag relationship with Oxfam,
with 93,000 people having signed up to the program, generating almost £1 million of additional
sales for Oxfam from donated items that were encouraged by the reward of Nectar points
• Aimia’ successful model of corporate/NGO partnership was featured in a workshop
at the World Aids Conference in Melbourne, Australia
• Conducted pilot projects and research to further test and learn about the potential
for Loyalty for Good to complement our value proposition

Employees & Communities
Volunteering
& Community
Involvement
>

• Grew Aimia’s flagship Data Philanthropy activities by hosting multiple events across Canada
and the United Kingdom
• Created a “Data Philanthropy Guide & Event Roadmap” to support Data Philanthropy events
across all regions
• Helped U.K. charities raise more than £2.5 million in new funding as a result of our insights
• Hosted first Social Purpose Week in London and created How to Run a Social Purpose Week
guidebook to disseminate ideas
• Increased momentum of Common Good Days with over 3,000 employee hours donated
through Common Good Days, nearly 900 hundred hours being donated in the United States
alone – this is in addition to Aimia’s work in Data Philanthropy
• Held seven international employee engagement trips, including to Haiti, Canada (Montreal,
Quebec and Winnipeg), Macedonia and Ecuador
• Received International CSR Excellence Award for Data Philanthropy (United Kingdom)
and United Way Spirit Award (Canada)
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2014
Social Purpose
Highlights
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Employees & Communities (Cont’d)
Arts &
Culture
>

• In celebration of the opening of our new global headquarters in Montreal, a committee
of employees helped to select the 40 artworks leased from the Musée national des
beaux-arts du Québec, showcased at Tour Aimia – alongside Aimia’s collection of works
by emerging and established Canadian artists
• Building on the unprecedented success of our Tom Thomson partnership in 2012, Aimia
sponsored London’s prestigious Dulwich Picture Gallery to present the first exhibition in
the United Kingdom of one of Canada’s most iconic West Coast painters: Emily Carr
• Building on the incredible success of our partnership with the National Arts Centre Orchestra in
China, Aimia sponsored the orchestra’s tour of the United Kingdom in 2014 reinforcing the
special ties that bind Canada and the United Kingdom

Employee
Engagement
and Wellbeing
>

• Inaugurated new global head office at Tour Aimia, which embodies our brand and
expresses a vision for all our workplaces
• Launched Topspot – Aimia’s common platform for sharing knowledge and expertise
across teams and around the world
• Launched the Little Book of Truth to capture and share our approach to talent and culture
• Expanded work of the Talent and Culture team on Diversity and Inclusion in EMEA
with the creation of a Parents & Carers Network, a Women in Leadership Network,
and an LGBT Network
• Named one of Montreal’s Top Employers 2014 and received multiple awards from
the enei – the Employers’ Network for Equality and Inclusion in the United Kingdom
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2014
Social Purpose
Highlights
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Responsible Business Practices
Ethical business • Launched Aimia’s integrated global Code of Ethics — replacing previous codes inherited
conduct
through acquisitions
>
Data security
and customer
privacy
>

• Updated Minimum Baseline Standards across Aimia

Environment
>

• Achieved a 35% reduction in emissions per employee in 2014 when compared to 2010

• Conducted a study of data residency requirements globally and obtained valuable
information to drive our product and IT delivery strategies

• Maintained carbon neutrality for 7th consecutive year
• Conducted first environmental data assurance by an independent party and improved score
on the CDP (Carbon Disclosure Project) to 89C in 2014, up from 75E in 2012

We inaugurated the new global
head office at Tour Aimia, which
embodies our brand and expresses a
vision for all our workplaces.
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LOYALTY
FOR GOOD

Free The Children is an international
charity and educational partner that
believes in a world where all young
people are free to achieve their fullest
potential as agents of change.
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The simplest and most powerful way to fulfill our social purpose is by leveraging what
Aimia does best. In practical terms, this means using the power of our people, products
and partnerships to drive positive change. This is the fundamental concept behind
Loyalty for Good.

LOYALTY
FOR GOOD

“

Social purpose
can definitely be a driver
of growth and innovation…
Loyalty for Good,
for instance.

”

— Board Member

Loyalty for Good makes it easy
and rewarding for people to take
action for the common good. It’s an
innovative idea based on the welldocumented gap between people’s
intentions (“I want to do the right
thing…”) and actions (“…maybe
tomorrow”). Loyalty can help close
this gap by “nudging” consumers
toward more sustainable habits. These
nudges can range from rewards for
certain actions to opportunities to
donate loyalty currency to a good
cause.
We’re already doing this in Canada
with both Aeroplan’s Beyond Miles, a
pioneering Loyalty for Good program
started in 2006, and Green It Up, a
voluntary carbon offset program for
Aeroplan members. In the United
Kingdom, we’re working with Oxfam
on their Tag your Bag program.

We have seen great results with
Aimia’s Loyalty for Good programs.
This is why we’re studying the
feasibility and readiness of partners
and consumers for broader adoption.
Our hypothesis is that aligning
people’s brand loyalty with their
desire to do good can:
• Lead to new insights for building
more meaningful relationships,
especially with the millennial
generation

Schools Without Borders

• Have a positive impact on the world
and get more like-minded partners
to join in
• Bring to light innovative solutions
to sustainability challenges, inspire
people and lead to the adoption of
more sustainable habits

Free The Children

Doctors Without Borders (MSF)
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LOYALTY
FOR GOOD

“

The Beyond Miles
program is tremendous.
As a partner NGO, we couldn’t
be more grateful. It sets Aeroplan
and Aimia apart from competitors
and is a pioneering corporate
social responsibility
program.

”

Beyond Miles program
Launched in 2006 with six charities,
the Beyond Miles program was a
first, enabling Aeroplan members to
donate their miles to the causes that
matter to them. By 2014, Beyond Miles
had helped more than 700 charities
raise over 400 million memberdonated Aeroplan Miles. That’s a big
impact on lives.
Recognizing Aimia’s innovative
approach to corporate/NGO partnership, in 2014 Aimia was invited to be
part of a workshop at the World Aids
Conference in Melbourne, Australia.

— NGO

400M+

Aeroplan miles
donated… and counting

Engineers Without
Borders Canada
Each year, donated Aeroplan Miles
enable Engineers Without Borders
(EWB) Canada to send skilled
Canadians to Africa, where they work
in agriculture, water and sanitation,
and small business development. In
turn, EWB uses Aeroplan Miles to also
bring African leaders to Canada.

War Child Canada
Thanks to the Beyond Miles program,
War Child Canada completed its
second annual capacity building
summit in Kampala, Uganda. As
many War Child staff work in their
native countries, this support enabled
participants from Afghanistan, South
Sudan, Sudan, Uganda and the
Democratic Republic of Congo to
come together, learn from each other
and sharpen their skills.

14 million+
Aeroplan Miles have been
donated to War Child
Canada since 2008
War Child is dedicated to providing
kids in war torn regions with
education, justice and a chance
for a childhood.

< >
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+ Free The Children was able to use
donated Aeroplan Miles to bring
dermatologists to Kenya for their
expertise, and to enable the team to
travel to the United States for their
North American expansion
+ Doctors Without Borders (MSF)
reached a major milestone this
year. To date, Aeroplan Members
have donated more than 100
million Aeroplan Miles. 2014 was
a challenging year, due to the
outbreak of Ebola. The donated
Aeroplan Miles enabled MSF to
help treat more than half of all
the reported cases
+ MusiCounts said that donated
Aeroplan Miles saved them
$30,000, which translated into
six elementary schools receiving
instruments for 10 to 20 years

46 million+ Aeroplan Miles
have been donated to
Engineers Without Borders
Canada since 2004
EWB is dedicated to fixing the broken
systems that entrench poverty and
prevent people from reaching their
full potential.

War Child Canada

MusiCounts
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LOYALTY
FOR GOOD

“

Given what we know
about how deeply consumer
behaviour is influenced by
loyalty programs, there is a real
opportunity and indeed an
obligation for Aimia to provide
members with positive options
around their consumer
purchases and behaviours.
— Supplier

”

Aimia launches Beyond Miles
Ambassador program
The corporate sector has a unique
role to play, beyond simply providing
funding to charities. We can also
help local charities and not-forprofits accomplish things that
would otherwise be difficult for
them to do on their own.
Building on its skills based
volunteering success, this year
Aimia has launched an exciting
Ambassador Program with its
Beyond Miles partners. Our team
members have volunteered to work
with Aimia charitable partners to
identify opportunities where our
assets and expertise can be
leveraged to provide resources
through skills based volunteer
opportunities throughout the year,
and well beyond the donation
of Aeroplan Miles.

Tag Your Bag first
anniversary with Nectar
By incenting members with Nectar
points for their donations, the Tag
Your Bag program attracted 93,000
people in its first year, generating
almost £1 million of additional sales
from donated items. Participants
simply donate items to Oxfam’s
chain of shops, and for every £1
raised from their donation, they
receive two Nectar points. Plus,

< >

they get a 100 Nectar-point bonus
simply for signing up.

Oxfam is using
the cash to help 25,000
victims of typhoon Haiyan,
which struck the Philippines,
to rebuild their lives.
Popular TV presenter Laura Whitmore,
who is also a regular Oxfam donor,
promoted the program.

What’s next?
Affirm our leadership. Enhance our current programs and continue to
test, learn and look for new opportunities for Loyalty for Good to create
value for consumers, partners and communities.

Francine Sternthal, Aimia ambassador
for the Stephen Lewis Foundation at the
Worlds Aids Conference in Melboune.
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Employees
& Communities

Between the 18th and 20th of November,
over 70 employees, students and business
partners came together at Tour Aimia to
crunch data and provide analytical insights and
recommendations to four non-profit organizations.
Montreal Data Philanthropy Event video
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Employees
& Communities

As we see it, our contribution to communities near and far is not about giving back. It’s about
investing. And if skills based volunteering is our smartest investment, Data Philanthropy is its
best expression — an opportunity to donate unique skills and talents no one else can.

VOLUNTEERING
AND COMMUNITY
INVOLVEMENT

Skills Based Volunteering
Social purpose is not just something
we do; it is who we are. From our
Aimia Executive Committee and
our social purpose leaders to our
employees around the world, we
are all engaged and committed to
Aimia’s social purpose journey —
particularly with respect to skills
based volunteering, which leverages
our people’s formidable talents and
magnifies their contribution.

“

The most
differentiated contribution
we can bring is to apply our
loyalty strategy and analytics
capabilities to charities that
could never afford such
high-level consulting on
the open market.

”

— Employee

By focusing our volunteer activities on
those areas where we have significant
knowledge, experience and skills, we
are able to bring the best of Aimia to
our charitable partners and deliver
results and insights that help in
ways that no one else can.

Data Philanthropy
As a global leader in data insight,
we understand how data can
produce fresh perspectives for any
organization — including charities.
That’s why we developed our unique
Data Philanthropy model. Pairing
Aimia analytics experts with specific
charities during intensive events, Data
Philanthropy helps charities drive
improvements in their operations,
fundraising and recruiting. In practical
terms, this means more vulnerable
kids kept in school and off the streets,
and less poverty worldwide.
Aimia’s Data Philanthropy was
launched and piloted in Canada
and the United Kingdom with such
great results that we’re planning new
initiatives for other Aimia regions in
2015 and beyond. Said Benita Refson,
Founder and President of Place2B, a
United Kingdom charity, “If you don’t
have data, you’re just another person
with an opinion.”
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Since launch in 2012,
Data Philanthropy has:
Engaged 40+ charities
Donated nearly 10,000
hours of analytics support
Helped to secure
£2.5 million in new funding
in the United Kingdom as a
result of our insights

Data Philanthropy event
in the United Kingdom.
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Employees
& Communities
VOLUNTEERING
AND COMMUNITY
INVOLVEMENT

Volunteering comes
naturally
Many employees choose to make
an impact in their own way — that’s
why we created Common Good
Days, eight paid hours a year for each
employee to volunteer with the cause
of their choice. Through Common
Good Days, Aimia employees donated
close to 3,000 hours in 2014 – this
is in addition to our work in Data
Philanthropy and skills based
giving.

< >
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New Zealand
Warehouse packaging days
for Kidscan.

London
Cleaning up the Thames.

Indonesia
The Habitat for Humanity Campaign
raised money for people who cannot
afford a house. Each team committed
to walk 5.4 kilometres if they hit their
donation target.

Singapore
The APAC executive leadership team
made a contribution to Batam Build.

“

Aimia has a level
of expertise that it can
bring to an NGO that is
different and that no one
else can bring. .

”

— Employee

Sydney, Australia
BStreetSmart, held at Sydney Olympic
Park, is an annual event designed to
educate young people about road
trauma and the importance of road
safety. Twelve Aimia staff volunteered
over two days.
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Employees
& Communities

Dayton, Ohio
Employees worked with a
local non-profit to make repairs
to the home of a deserving
recipient.
➤

VOLUNTEERING
AND COMMUNITY
INVOLVEMENT

➤

An employee coordinated
a team fundraiser.

Toronto
A Breakfast Club event

Chile
Employees responded to the wildfire
that destroyed almost 3,000 houses
in the port city of Valparaiso in April.
Together with friends and volunteers,
Aimia staff contributed to and helped
collect a truckload of supplies that
were sent directly to the community.

Montreal
The Montreal Aimia team
participates in the ColorMeRad
5K run.

In 2014:
Aimia’s community engagement came to life across all regions
where we operate, as we:
• Made direct donations, sponsored causes and volunteered, with
special emphasis on skills based volunteering
•	Hosted our first Social Purpose Week in London, and published
EMEA’s Social Purpose monthly newsletters
• Shared best practices across regions with new how-to guides: Data
Philanthropy Guide & Event Roadmap; Running a Social Purpose Week
• Sponsored seven international Common Good employee engagement
trips
What’s next?
Focus on generating more value for our communities. Build on our Data
Philanthropy momentum and find creative new ways to deploy our
skills based volunteering. Grow our volunteer learning & development
and share best practices. Look for collaborative multi-region projects
to better measure impacts and improve reporting. Continue to scale up
and share our best local initiatives.

19
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Employees
& Communities

As an enthusiastic patron of the Arts, Aimia supports many Canadian
and international arts and culture initiatives through donations, sponsorships
and employee volunteer activities

ARTS & CULTURE

Art has the power to raise sights
and elevate conversation. Art inspires
and stimulates in the workplace,
opening unexpected vistas on the
world. Above all, art brings people
together. This is why Aimia has been
a longstanding patron of arts and
culture — because we believe these
powerful forces support our business
and communities. Richard Florida has
said as much. An influential thinker on
art and culture as economic drivers,
and Director of the Martin Prosperity
Institute at the University of Toronto’s
Rotman School of Management,
Florida has demonstrated the
linkage between arts workers
and urban growth and prosperity.
Arts and culture are magnets
for educated, highly trained and
ambitious people in urban centres —
precisely where Aimia operates.

“

Aimia sets an
example to its employees
that it cares about the
broader community. Aimia
should continue its balanced
approach to contributing to
society. In particular, community
building, arts support,
and the alignment with
meaningful causes.

”

— Employee

In 2014, we invested more than
$1 million in the visual and performing
arts. This investment clearly sets
Aimia apart and underscores our
commitment to creativity and
innovation. Among the highlights:
Employee Arts Committee
In celebration of the opening of our
new global headquarters in Montreal,

< >

20

a committee of employees helped to
select the 40 artworks leased from
the Musée national des beaux-arts
du Québec, showcased at Tour
Aimia – alongside Aimia’s collection
of emerging and established
Canadian artists.
Emily Carr Exhibition
Building on the unprecedented
success of our Tom Thomson
partnership in 2012, Aimia sponsored
London’s prestigious Dulwich
Picture Gallery to present the first
exhibition in the United Kingdom
of one of Canada’s most iconic
West Coast painters.
Aimia | AGO Photography Prize
This prize, reflecting a longstanding
partnership between the Art Gallery
of Ontario and Aimia includes a
$50,000 prize and residencies
for the four finalists. It is also one
of the foremost art photography
competitions in the world, raising
our profile to an international
audience of thought leaders. 2014
marked the prize’s first awards of
scholarships to university students
and faculty, and saw the launch of the
travelling Aimia | AGO Photography
Prize Art Truck.

Employee Arts Committee

Emily Carr Exhibition

Aimia | AGO Photography Prize
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Employees
& Communities
ARTS & CULTURE

“

Aimia can
contribute to society
by donating to local charities
and music, education and
art programs.

”

— Member/Collector

National Arts Centre Orchestra
(NACO) Tour of the United Kingdom
Building on the incredible success
of our partnership with the NACO
in China, Aimia sponsored Canada’s
National Arts Centre Orchestra’s
tour of the United Kingdom in 2014
reinforcing the special ties that bind
these two countries together.

Great artists provide
a glimpse into the soul
of a nation. But the arts
do much more practical
work as well.
The arts enhance cognitive
development in our kids, they
stimulate creativity in our young
people, they contribute to strong
and healthy communities, they’re vital
to Canada’s “creative economy”…
and they shape the way we’re
seen on the world stage.

< >

Testimonial from a
Canadian nation builder
I got a first-hand look at this
last fall when the NAC orchestra
toured the United Kingdom.

made good business sense. Aimia
was launching a new product at
the time, and being associated
with culture was important to the
Chinese.

Music was the vehicle. But the real
story of the tour was Canada —
not just our coming-of-age 100
years ago, but who we are today...
a nation of creators, of innovators,
of entrepreneurs who can compete
with the world’s best... and a
nation that can, through the arts,
magnify its image and deepen its
relationships on the world stage.
It has been particularly satisfying
to see how well the private sector
understands this.

But Rupert recognized that the
Tour was also incredibly important
for Canada.
The arts are critically important
to Canada – not only to all of us as
individuals, but for our families, our
communities, our businesses, our
economy... and our nation.
Peter Herrndorf
President and CEO
National Arts Centre

The private sector was also the
reason our orchestra was able
undertake its ambitious, threeweek tour of China in 2013, for
which our foundation raised $1.3
million from individuals and donors
across the country. Aimia was the
lead sponsor, and its CEO, Rupert
Duchesne, said supporting the tour

What’s next?
Build on our strong legacy by fostering a conversation around arts
and culture and their positive contributions to our business and key
communities. Expand the positive experience of integrating arts into
the workplace with more Aimia offices around the world.
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Aimia’s success hinges on our people’s brains and talent. Engaged, talented people
are Aimia’s heart and soul. We strive to create a spirited and fulfilling workplace that
builds on our employees’ strengths and powers our company’s performance.

Employee engagement
and wellbeing

This is why Aimia is focused on
attracting the best in the business
and rewarding them with best-in-class
working conditions — competitive
salaries, flexible benefits and a
unique employment experience.

“

When I first
came to Aimia, it was a
complete surprise to enter
a place where I could feel the
values, breathe the culture, see
the unique human interaction. It
took little to convince me to be
part of this human-centred,
positive and forward-looking
environment.

”

— Employee

A snapshot of our team
• We employ close to 4,000
employees, with call-centre
employees accounting for about
20 per cent of our global workforce
• Our Aeroplan call-centre
employees are unionized —
a mature, experienced and
knowledgeable workforce with
a low attrition rate
• We’ve formalized our global
commitment to health and safety in
Aimia’s Code of Ethics, and require
all managers and employees to sign
off on the Code annually. Various
regional and local health and safety
policies also apply, complementing
the Code in some operations
• From subsidies that encourage
exercise to flexible work
arrangements that strike a better
work-life balance, we personalize
our approach to each function
to reduce stress, support healthy
choices and build healthy lives

• We instill social purpose into our
culture to create a workplace that
has heart and soul
• Our global footprint offers
opportunities for international
relocation. The work we do
also brings us into contact with
colleagues from around the world,
offering further opportunities for
learning and development
Moving up to Tour Aimia
In May 2014, Aimia proudly opened
its new head office in Tour Aimia,
the first major office building to be
built in Montreal since 2000. The new
35-storey building houses close to

< >
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400 Aimia employees on four floors,
and is designed to reflect our brand
and values including Leadership in
Energy and Environmental Design
(LEED) Gold certification.
As our employees entered their new
space for the first time, they were
welcomed to our newest art collection
of more than 80 art works, curated
in part by employees themselves.
Engaging our employees to select
the art, all contemporary pieces from
Quebec artists, was a meaningful way
of building excitement about the office
move and the potential of the new
space, which also entailed a change
to an open-space floor plan.
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Aimia’s Canadian art collection, built
partially through partnerships with
museums in Toronto and Montreal,
demonstrates how we support the
communities in which we work, while
also providing a work environment
that is warm and inspires creativity —
a key element of Aimia’s success.
Nine principles for
workplaces that… work
Recognizing that a healthy
and pleasant work environment
contributes to employee satisfaction,
we devote a great deal of thought
to our workplaces. We strive to
create spaces that are as
environmentally sound as they
are safe and efficient. Equally
important, we design spaces that
ignite our people’s creativity and
passion. This is, after all, where we
expect employees to give their
very best.

< >
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The nine principles we follow:
1. All together
Dynamic workstation environments
foster communication, collaboration
and decision-making, supported by
better access to conference rooms
for private discussion and meetings.

2. Respect for data safety
and confidentiality
We balance open and closed spaces,
apply clean desk policies and control
access.

3. Collaboration
More of our spaces foster client
partnership and employee
inclusiveness, with a variety of open
and private collaboration spaces,
including natural “collision zones” and
better connections to virtual teams.

4. Right to light
The workplace allows access to
natural daylight and views, with
natural light penetrating to the
building core.

5. Brand and culture
Our workplace designs, design
elements and use of technology
showcase our strength and success.

6. Wellbeing, health and
sustainability
We promote ergonomic design
and healthy work habits and take
a lifecycle approach to materials,
implement recycling, water and
energy conservation solutions,
and pursuing appropriate green
building standards.

7. Communication
Advanced technology throughout
our office space supports
collaboration, engagement,
decision‑making and our brand.

8. Nimbleness
Our workplaces are flexible,
mobile and adaptable, to better
accommodate growth.

9. Creativity and innovation
We integrate local and national works
of art and balance global standards
with individual latitude to foster
a work environment that inspires
creativity and innovation.
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Life at Aimia
Our Talent and Culture framework
has been developed to promote
personalized employee success,
wellbeing, health and safety across
all of our operations. The inspiration
comes from Aimia’s business as a
data-driven marketing company.
We help clients build relationships
with customers by ‘making business
personal’.

< >
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Summer Event in London

Montreal Summer Event

Holiday party in Plymouth office

Minneapolis Summer Picnic

Aimia’s COO, David Johnston, hosts
“An hour with David“. It is an opportunity
for David to hear more about how we are
doing, and for the team to share ideas
and ask questions.

The Virgin Airline team, winners of a
team PASSION Award for the first cycle
of the 2015 PASSION Awards in APAC.

Applied to our own people, this
means we value diversity of opinion
and thought, and give our leaders
tools to help them understand
each employee’s unique talents
and strengths. We ask our leaders
to ‘lead your way,’ and to foster
a culture of optimism, curiosity,
self-understanding and
collaboration.
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In 2014:
Talent and Culture
Building on our Leadership Architecture, Aimia’s Talent and Culture
team led the dialogue that produced the Little Book of Truth (they had
previously produced two white papers, Leadership Through the Lens
of Loyalty and Identifying Pathways to Leadership for Women).

Employee engagement
and wellbeing

➤

➤

We host Taste of Harmony events across
APAC to celebrate cultural diversity.
(Singapore Malaysia )

Recognizing the unique challenges that face different employee
groups, the Talent and Culture team expanded its work on Diversity
and Inclusion in EMEA with the creation of a Parents & Carers Network,
a Women in Leadership Network, and an LGBT Network.
Seeking to foster connection and collaboration between Aimia’s
employees around the world, in 2014 Aimia launched a global
collaboration platform – Topspot.
Aimia was also recognized by the UK’s enei (Employers’ Network
for Equality and Inclusion) across a range of award categories.

What’s next?
Build on the momentum. We’re continuing our focus to create a
distinctive place for people to do their best work, making business
personal inside Aimia. We will extend initiatives across our regions
to foster a diverse and inclusive environment that embodies
the richness of perspectives and capabilities our employees
offer empowering them to do their best work. To that end, we
will continue to leverage our networks, special events and our
collaboration platform Topspot, to engage more people in the
conversation at Aimia around the globe.

The Melbourne office Skypes for
all APAC staff meetings. We make
extensive use of virtual collaboration
tools across all of Aimia.

Aligned with our global strategy, we will also be launching an
enhanced HR management system, which will strengthen our
reporting.
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Our reputation and our business depend on integrity.
Clients, investors, partners and communities expect no less.
This has been true for Aimia right from its founding,
and has shaped our ethical compass.

ETHICAL BUSINESS
CONDUCT

As we continue to grow beyond
our home country of Canada,
however, global markets add
challenges and risks — not least of
which are widely differing laws and
unexpected geopolitical shifts. In this
environment, our ethical compass
is more important than ever for
orienting and driving us toward
our goals.

We build strong,
lasting relationships with
our clients, members, and
partners by earning their trust,
providing outstanding service,
and being committed to
integrity in all that
we do.

Getting it right
The Aimia Code of Ethics, introduced
in 2014, provides everyone across
Aimia with a single ethical platform
based on our PASSION values and
replaces previous codes inherited
through acquisitions. From conflict
of interest and human rights to
workplace safety, anti-corruption
and the environment, the Code sets
out expectations for ethical conduct

and strengthens our standing as a
supplier of choice for leading global
companies.
The Code applies to employees,
senior leaders and directors, and

< >
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encourages us to deal only with those
who share our commitment to ethical
conduct. We promote ethical conduct
through awareness campaigns and
require each employee to sign off
annually on the Code.

In 2014:
In addition to launching the first Aimia Code of Ethics, we launched a
global awareness campaign and regional training to help employees
transition from previous codes and to drive our ethical message home.
What’s next?
Continue to promote the Aimia Code of Ethics and extend it to
suppliers. Many of our key suppliers are large organizations with an
impeccable reputation for social responsibility. This strong foundation
supports our global leadership. To ensure we’re doing business with
uniformly like-minded suppliers everywhere, the Aimia Code of Ethics
will guide us in defining our global responsible procurement guidelines.
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Aimia’s business is built on trust. Clients entrust us with their data and expect us
to protect and steward it well. Similarly, when consumers engage with loyalty programs
and brands, they want to know that their personal information is safe and that it will
be used responsibly.

DATA SECURITY
AND CUSTOMER
PRIVACY

Clients trust us to respect their
privacy rights in order to reward
us with their loyalty. As a matter of
policy, good business and ethics, we
can do no less.
This makes data our most important
asset, and its safekeeping a mark of
leadership.
In keeping with our commitment to
responsible data management, we
take extensive steps to ensure that
we continue to earn our customers’
and members’ trust every day.
We do this by:
• Gathering and managing only the
data that hold the greatest potential
for insights
• Meeting or exceeding local legal
requirements

• Continually investing in better data
management practices, systems
and technologies
• Empowering our Global Security
Council — composed of our Chief
Legal Officer and Corporate
Secretary; Executive Vice President,
Operations and Strategic Initiatives;
Chief Talent Officer; Global CIO; and
Vice-President, Risk Management
— to monitor data security
practices across all regions. The
Council collaborates with the Aimia
Information Technology team to
oversee data security performance
and potential emerging risks through
our Global Security Scorecard

< >
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• Measuring compliance against
industry benchmarks and
continuously improving our Disaster
Recovery and Business Continuity
Plans
• Continuing to embed our TACT
Data values — which spell out our
commitment to Transparency,
Added value, Control, and Trust —
across all processes and teams that
directly manage data

• Designating a Privacy Officer in each
region to lead, collaborate, ensure
compliance, monitor performance
and address emerging issues
To see the video, click here.
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Transparency
around the use and
collection of data will become
a key differentiator for brands
going forward. Those that
are clear and offer a better
experience through the use
of personal data will build
greater trust and win their
customers’ loyalty.

Privacy through
the loyalty lens
In 2014, we commissioned our
first Loyalty Lens research study
— a survey of more than 24,000
respondents in 10 international
markets. We asked consumers
to tell us how they feel and what
they think about data privacy,
consumer loyalty, technology,
and a host of related topics. The
study revealed that transparency
is key. People want to understand
the data being collected, and they
expect relevant offers in exchange
for their generosity.
Insights from Loyalty Lens,
combined with our experience
in handling data from millions
of consumers around the world,
are helping us find innovative
solutions. More than ever,
we’re engaging with consumers
in ways that respect their
privacy while forging stronger ties
with brands based on trust and
reciprocity.

Willingness to share for offers
and discounts

Perceived value of personal
information

74%

36%

67%

34%

60%

34%

56%

31%

54%

31%

53%

30%

52%

30%

48%

28%

46%
39%
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20%

AVG. 55%

10%

AVG. 29%

In 2014:
We strengthened our global Minimum Baseline Standards and
launched employee awareness campaigns to maintain vigilance about
security policies and practices. We conducted a study of data residency
requirements globally and gained valuable insights for driving our
product and IT delivery strategies.
What’s next?
Further embed best practices across Aimia. Data is our biggest strategic
asset and the very foundation of the trust we inspire. We’re focusing
our efforts on fostering global alignment, awareness and understanding
of our data management principles. Building on key insights from the
2014 Aimia In Action employee survey, we’ll use our new global training
capabilities to promote a uniform understanding of data security and
TACT values, and share best practices across Aimia.
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Our carbon management is driven
by our commitment to operational
excellence and corporate
sustainability.

ENVIRONMENT

Aimia has been carbon neutral since
2008. Environmental sustainability is
a responsibility that we take very seriously and one which we are committed to continuously improving. We do
this by following a three-step process.
1. Measure our global carbon footprint
annually using best-in-class tools
and processes.

• Our commitment to carbon
neutrality extends well beyond our
own operations. Aeroplan’s Green
It Up program makes it easy to
offset a member’s flight at booking.
Members offset 10,150 tCO2 in 2014.

2. Work to reduce our footprint by
evolving how we do business.
3. Offset the remaining emissions by
investing in high-quality offset projects.
This makes Aimia carbon neutral.

• Our environmental principles
are laid out in the Aimia Code of
Ethics, which calls for collective
and individual contributions in
our workplaces and communities,
and includes our commitment to
evolve to green buildings
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2014 ENVIRONMENTAL
PERFORMANCE
Absolute
Global scope 1, 2 and relevant scope
3 emissions from Aimia’s operations
amounted to a total of 14,883 tCO2e
for 2014 – a reduction of 24% over
the last four years.
Intensity
Emissions per employee have
dropped to 3.7 tCO2e in 2014,
a 35% reduction since 2010.

aimia ghg emissions 2010-2014
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Coming clean on the
challenges
As we adopt energy efficient office
design, create better connections for
virtual teams and evolve from printed
to digital marketing materials, we
reduce associated emissions and
costs.

tCO2e

We achieved
a 35% reduction in
emissions per employee
and a 24% reduction in
absolute numbers over
the last 4 years

• A network of more than 20 data
collectors around the world enables
us to measure our environmental
footprint quarterly and to monitor
trends. We disclose data annually
to the CDP (Carbon Disclosure
Project)
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Our focus on cost
reduction, operational
excellence, and environmental
considerations have enabled
us to de-couple our corporate
growth from our emissions
growth in our buildings,
air travel and
paper use.

In the spirit of continuous
improvement, we focus on improving
our GHG data reporting accuracy,
reliability and completeness. Since
2012, we have moved from annual
to semi-annual data collection,
and finally achieved our goal of
quarterly GHG data collection in
2014, thereby aligning our financial
and environmental reporting.
We completed an independent
verification by a third party on our
Scope 1, 2 and Scope 3 emissions and
have applied key learnings to further
improve our data collection and
analysis in 2014.
Aimia has not only improved
reporting practices and reduced
emissions year-over-year, it’s also
seen its CDP score increase. We’ve
gone from a score of 75E for our
disclosure score in 2012 to 89C in
2014, just a few percentage points
short of the Canadian Climate
Disclosure Leadership Index
(CDLI).
Buildings, natural gas & electricity
A consolidation in office space
in the U.S. and APAC regions and
a move to LEED office space in
Canada contributed to an 8%
reduction in total electricity
emissions in 2014.

Air Travel
Canadian efforts to reduce air travel
by 20% since 2013 contributed to
relatively stable air travel emissions
in 2014.
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Printed Paper
Our efforts on printed paper in 2014
resulted in an overall 20% decrease in
emissions from 2013.

aimia ghg emissions by sources

tCO2e
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business
practices
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2012

Printed paper
2013

2014

What’s next?
Maintain our focus on operational excellence. Embed what we’ve
learned from the data assurance process to simplify data collection
and further improve transparency. We will continue to evolve toward
sustainable, fun and stimulating office spaces. And we will continue to
favour digital marketing materials over print.
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WE’D LIKE
TO HEAR
FROM YOU

We thank all our stakeholders
for sharing their insights in 2014 and
helping us deliver a more meaningful
social purpose report.

Please help us continue this dialogue, as it
supports our social purpose and therefore makes
a positive impact on the world. We look forward
to advancing our social purpose in 2015
and invite you to tell us what you think
at socialpurpose@aimia.com
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