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REPORTING SCOPE AND CYCLE
This report reflects Aimia’s social purpose activities from January 1, 2013 to December 31, 2013 across all regions
where we operate, including Canada; Europe, the Middle East and Africa (EMEA); the United States (US) and
Asia Pacific (APAC) regions.
All amounts are in Canadian dollars unless otherwise stated.
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Cover Photo: An Aimia Common Good Trip enabled Julia Dunn, Account Director, to contribute toward building better lives in Kenya with
Free the Children, and forging real relationships at home and abroad. “My most memorable moment took place at Kisaruni Girls Secondary
School on our fourth day in Kenya. After volunteering on the construction site to build a fourth dormitory for the school, we were led into the
dining hall where we were met by the students with roaring applause. I will never forget the sound of their appreciation and the pure emotion
that came over me as we walked in.”
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ABOUT OUR BUSINESS, OUR VISION
AND OUR VALUES
TRUST. COMMITMENT. RECIPROCITY.
At Aimia we are inspired and guided by these three words. It is how we define
who we are, what we do and what is important to us. We make business personal
by aligning aspirations, and creating deep and lasting relationships that are
relevant and rewarding for our customers, partners, members and employees.
Customers are at the heart of everything we do. As pioneers in loyalty, we have
built on our experience: we grew from a single frequent-flier program into a global
leader in loyalty management offering a full suite of capabilities. We run many of
the world’s best loyalty programs for our clients and for ourselves. We are experts
at transforming data into relevant customer insights. We use those insights to target
more relevant products and services and to create a great customer experience.

Our vision is
to become the
recognized global
leader in loyalty
management

OUR VALUES
Our values are the foundation of who we are. We define them as the PASSION values and they are the basic
principles for how we behave. They form a contract that holds each of us accountable for our behaviours both
within the business and working with clients.

PARTNERSHIP

NIMBLENESS

We model partnership
when we take pride in
our brand, in breaking new
ground and in creating
value for those
we serve.

We are nimble when we
seize the opportunities
to respond to the changing
needs of our customers
or the market
in general.

AUTHENTICITY
We are authentic in the
way we represent ourselves
in the market and
to our customers
and employees.

PASSION

ORIGINALITY
We promote originality
as the best means
possible to differentiate
ourselves in the market
and to ensure sustainable
performance over time.

STRONG
OPINIONS—
LOOSELY HELD
We hold strong
opinions about how to
best serve our customers,
but they are loosely held
in the face of new or
contrary evidence.

INCLUSIVENESS
We demonstrate
inclusiveness by maintaining
the highest standards of
open dialogue in all elements
of our business and our
community obligations.

SIMPLICITY —
BRILLIANT SIMPLICITY
We display brilliant
simplicity by tackling the
tough issues, eliminating
barriers and refusing to get
distracted by non-value
added processes.
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WHERE WE OPERATE

CONSOLIDATED
GROSS BILLING
FOR 2013
$2,366.4B*

Aimia has 32 offices in 20 countries around the world,
with its largest employee bases in Canada (where we
own and operate the Aeroplan Program), the UK (where
we own and operate the Nectar Program) and the US.
Around three-quarters of our 4,300 employees are
located in these countries.
Aimia is headquartered in Canada and is publicly listed
on the Toronto Stock Exchange (TSX: AIM).
Our head office is at:
Tour Aimia
525 Viger Avenue West, Suite 1000
Montreal, Quebec H2Z 0B2
Canada
To learn more about Aimia, please visit www.aimia.com
Follow us on Twitter: @aimiainc

*See detailed financial information in Aimia’s 2013 Annual Report
© 2014 Aimia Inc. All Rights Reserved.
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A WORD FROM RUPERT
At Aimia, we believe that a sustainable
business is a responsible business. We
invest in our communities, employees and
partners because it’s the right thing to do,
and because it contributes to making our
business strong and successful.
Aimia has a long and proud history of
community and stakeholder investment
— from our corporate support for arts and
culture, to development and education, to
our employees who give of their passions
and their talents in communities around
the world. Giving back is part of who we
are at Aimia, and as we continue to grow
it is becoming an even more integral part
of how we do business.

“Giving back is
part of who we are
at Aimia, and as we
continue to grow it is
becoming an even more
integral part of how
we do business.”

We are currently exploring a whole new way of linking Aimia’s business strengths with our social purpose.
We believe that by leveraging our unique loyalty capabilities to enable consumers to make better choices, to
help businesses nudge behaviours and build stronger relationships, we’re helping to shape a better world and
driving even greater impacts in ways that only Aimia can.

ROADMAP TO THE FUTURE
Since launching our social purpose framework in December 2012, we’ve made tremendous strides on our
commitment. In 2013, to guide and accelerate our way forward, we held dozens of conversations with Aimia
leaders around the world. This global dialogue led to the first expression of a five-year social purpose roadmap
that aims to explore opportunities associated with three key focus areas: Loyalty for Good; Responsible
Business Practices; and Employees & Communities.
Through Loyalty for Good, we will further explore loyalty’s potential to help businesses and individuals tackle
global and local challenges.
Through Responsible Business Practices, we will continuously improve how we do things and hold ourselves to
the highest ethical and business practices, with a specific focus on those areas where we can have the greatest
influence and impact.
Through Employees & Communities, we will learn to sharpen our focus on skills‑based giving, leveraging our
unique talents to create the most social value.
Over the course of 2014, our team will test our our ideas, learn and refine the plans that form our
roadmap. I look forward to reporting back to you next year on our progress.

Our social purpose
is to use our unique
loyalty capabilities
to cultivate trust and
reciprocity, building
deep and meaningful
relationships for the
common good.

© 2014 Aimia Inc. All Rights Reserved.
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A WORD FROM RUPERT
2013 ACHIEVEMENTS
As global leaders in loyalty, we aspire to a world where everyone wins — or, as we like to say at Aimia,
a world of trust and reciprocity. Aimia employees know all about trust and reciprocity. It’s what drives their
tremendous sense of social purpose.
Our people have been passionate about giving back for years — and 2013 was no exception:
> Once again we generated significant social value through our Aeroplan Program in Canada, which saw

us donate over 40 million Aeroplan Miles to worthy causes, and encouraged members to donate almost
70 million Aeroplan Miles. This brings our combined total since 2006 to over 500 million donated
Aeroplan Miles. Similarly, our Nectar Program in the United Kingdom deepened its relationship with
Oxfam and other partners and saw 17.5 million Nectar points donated by collectors towards making
a positive difference.
> We deepened our relationship with Oxfam, partnering with them on an innovative extension to their

existing Tag Your Bag scheme. Nectar collectors can link their Nectar card to their Tag Your Bag account
to receive Nectar points on donated items, incentivizing the giving and donation of high value items. A
great example of Loyalty for Good — which is generating significant incremental revenues for the charity.
> Our Data Philanthropy weekend in Toronto built on last year’s London event, deploying our data

specialists’ skills to help local charities jump-start their fundraising and hone operations. I was pleased
to see UK volunteers passing on their experience, our Canadian team picking up the torch, and our US
colleagues contributing and soaking up skills to bring home. Invaluable to the charities and truly inspiring!
> The Aimia | AGO Photography Prize, formerly the Grange Prize, continued to promote the universal language

of art as a way to break down barriers and promote understanding, dialogue and trust by engaging more
people than ever before in new and innovative ways.
> We strengthened our partnership with Equitas and its global mission on behalf of human rights, when

a team of employees joined human rights defenders from more than 20 countries for a week during the
International Human Rights Training Program and created a marketing plan to help Equitas diversify their
sources of funding.
On a personal note, I want to recognize and thank all of the employees, partners, clients and community
groups that have been part of our social purpose activities this year. I am deeply proud of our work
together and I look forward to continuing to build upon on our shared achievements to truly make
a positive impact wherever we do business.

Rupert Duchesne
Group Chief Executive of Aimia

© 2014 Aimia Inc. All Rights Reserved.
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SOCIAL PURPOSE ROADMAP 2014-2019
Building on our 2012 Social Purpose Framework, throughout 2013 we held
dozens of formal and informal conversations across the company about
Aimia’s social purpose journey — its meaning, impact and ambitions.
This culminated in Aimia’s five-year social purpose roadmap.
To guide our discussions about Aimia’s future course, we asked three
fundamental questions:
1. What can Aimia uniquely contribute to have the greatest impact on its

communities, people and business?

By 2019, Aimia will
be known as a socially
responsible company
that uses its unique skills
and insights to drive
social good through its
partnerships, programs
and employees.

2. How can we make Aimia’s social purpose personal for partners,

members and employees?
3. How can we leverage Aimia’s social purpose to build and deepen relationships?

To get the answers that best reflect our organization’s culture and capabilities, in 2013 we:
> Conducted 62 structured interviews with selected leaders from across Aimia representing all business lines

and regions
> Held a two-day social purpose visioning workshop in collaboration with Forum for the Future to refine our

thinking about social purpose through a loyalty lens
> Formally launched conversations with Aimia Executive Committee (AEC) members to test our ideas and

build a global commitment to a common vision
The outcome of these actions was the AEC’s agreement on a first expression of a five-year social purpose
roadmap for Aimia.

THREE FOCUS AREAS SUPPORT AIMIA’S SOCIAL PURPOSE
In essence, this 2014-2019 roadmap is structured around three focus areas and, through a series of activities
and priorities, shapes our social purpose. By 2019, Aimia will be known as a socially responsible company that
uses its unique skills and insights to drive social good through its partnerships, programs and employees.

SOCIAL
PURPOSE
3: EMPLOYEES
COMMUNITIES

1: LOYALTY
FOR GOOD

We focus our organizational
resources on skills-based
giving to engage employees
and maximize impact.

We make it easy and rewarding
for people to take action for
the common good.

2: RESPONSIBLE
BUSINESS PRACTICES
We adopt responsible business
practices and uphold a culture of
integrity and accountability.

© 2014 Aimia Inc. All Rights Reserved.
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SOCIAL PURPOSE ROADMAP 2014-2019
YEAR ONE WILL HELP US SET COURSE
As we embark on year one of our social purpose roadmap, we will be
sharing, learning and unlocking insights. Every stakeholder can be part of
the conversation. And we can all contribute to adjusting our roadmap and
contributing to our social purpose in the years ahead.
During 2014, we will engage with our stakeholders to understand how
we can mobilize our loyalty expertise to bring people together and
stimulate innovative ideas that create shared economic, environmental
and social benefits.

2014: EARLY DAYS

Test, learn, evaluate and set baselines.
1: LOYALTY FOR GOOD
> Test opportunities for innovation and shared benefit with current

and potential clients
> Launch pilots to test new Loyalty for Good initiatives with current

partners and clients
> Evaluate the potential of creating social impact through loyalty

2: RESPONSIBLE BUSINESS PRACTICES
> Complete a materiality assessment with Aimia stakeholders to

determine where to focus our social purpose activities to achieve
optimal impact on the business
> Begin adopting and aligning social purpose practices across our business

3: EMPLOYEES & COMMUNITIES
> Set community involvement baselines and targets, so we’re all moving in

one direction
> Expand skills-based volunteering

2015-17: BUILD MOMENTUM

Incorporate what we learn into our social purpose roadmap, strengthen our global
leadership and further embed social purpose in all we do.

2018-19: REALIZE OUR FULL POTENTIAL

Aimia is a socially responsible company that uses its unique skills and insights to drive
social good through its partnerships, programs and employees.
At that point, will we have achieved all our ambitions? Of course not. Aimia’s social
purpose is a journey without end. It is driven by continuous improvement as we and
the world around us continuously change.

© 2014 Aimia Inc. All Rights Reserved.

< Table of Contents 8

SOCIAL PURPOSE GOVERNANCE
A solid governance structure is essential to delivering on our social purpose commitment.

CHIEF TALENT OFFICER

BOARD OF
DIRECTORS

GROUP CHIEF EXECUTIVE

VICE PRESIDENT
GLOBAL COMMUNICATIONS

SOCIAL PURPOSE CORE TEAM

DIRECTOR
SOCIAL PURPOSE
AIMIA

REGIONAL LEADER
APAC

© 2014 Aimia Inc. All Rights Reserved.

REGIONAL LEADER
CANADA

REGIONAL LEADER
EMEA

REGIONAL LEADER
US
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LOYALTY FOR GOOD
Loyalty for Good is about using Aimia’s platforms and insights
to help consumers and businesses build real relationships that
make a meaningful and lasting difference. Green It Up and
Aeroplan Beyond Miles Programs in Canada, and Nectar’s
partnership with Sainsbury’s and Oxfam in the United Kingdom,
are excellent examples of how Aimia is already doing this.
We believe that our loyalty programs’ success in generating
more sustainable actions could well inspire others to join in,
creating a self-generating, rapidly growing virtuous circle. This
is why we’re now exploring different ways to engage Loyalty
for Good partners, members and consumers.
The past year’s exercise in laying out Aimia’s social purpose
roadmap encouraged us to think long and hard about
loyalty, and how we can use our expertise to strengthen and
sustain our social purpose.

Loyalty for Good has the ability to nudge people
behaviours such as rewarding customers for bringing
back their reusable bag at the grocery store or buying
locally grown products.

As part of this exercise, we commissioned a research study during 2013 — “Towards Habitual Sustainable
Behaviour” — to help us understand the potential power of Loyalty for Good in helping consumers follow
through on their good intentions. One of the study’s key insights is the ‘attitude-behaviour gap.’

STUDY CONFIRMS IT — PEOPLE NEED A HELPING HAND
As the chart below indicates, most people have good intentions — to buy environmentally friendly
products or more locally grown food, for example. But, lacking an easy and convenient way to carry
through, their behaviour falls short. “That’s where we believe that Loyalty for Good could help,
providing key information at the right time and using tools, incentives and rewards that make it simple
for consumers to follow through on their intentions.”
— Guy Champniss, Consultant, Consumer Behaviour; Assoc. Professor, Henley Business School,
and the author of this study for Aimia

THE ATTITUDE BEHAVIOUR GAP (UNITED STATES)
100
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PERCENT
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0
Take public
transportation or
walk to work

Purchase locally
grown food
Importance

Source: Ogilvy Earth, 2012

© 2014 Aimia Inc. All Rights Reserved.
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cleaning products
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Gap

Recycle bottles/
cans/paper

< Table of Contents 10

LOYALTY FOR GOOD
AEROPLAN BEYOND MILES MOBILIZES HEARTS
In many ways a template for Loyalty for Good, Aeroplan’s Beyond Miles Program
enables members to support shared causes and leverage each other’s contributions.
Since the program’s launch in 2006, members have donated over 350 million
Aeroplan Miles to charities, with Aimia adding another 140 million Aeroplan Miles.
We have also made it easier for members to donate by enabling them to sign up
for an automatic two percent donation of their Aeroplan Miles. Charities use the
donations for travel, prizes for fundraising and much-needed equipment.
Each year, Aeroplan donates 1.5 million miles to each of its ten Beyond Miles Partners through Miles Match Days
and other events. Partners are:
> The Air Canada Foundation

> Earth Day Canada

> Engineers Without Borders

> Free The Children

> Médecins Sans Frontières

> MusiCounts

> Schools Without Borders

> The Stephen Lewis Foundation

> Veterinarians Without Borders

> War Child Canada

GIVING TO THE HOME TEAM
In keeping with our commitment to put customers at the centre of our social purpose activities, we continued
to grow Aeroplan Charitable Pooling Accounts, which give members the option of donating their Aeroplan
Miles to local charities — over 550 of them across Canada. For example, Alberta’s Red Deer Symphony
Orchestra set up a charitable pooling account in 2013 to bring in renowned guest artists and received
more than 74,000 Aeroplan Miles. Another great example is the Dr. H. Bliss Murphy Canadian Cancer Care
Foundation, which attracted over one million donated Aeroplan Miles. Other local causes include education,
arts, community health, shelter and food, and youth programs.

Green It Up and
offsets of all flights from
Beyond Miles charitable
partners were equivalent to
11,814 tCO2e in 2013 — or, roughly
the total carbon dioxide stored
in over 86,000 square metres
of the iconic Great Bear
Rainforest.*

*Based on estimate of 1374 tonnes of carbon dioxide equivalent stored per hectare.
Source: Kurz and Apps, 1999 “A 70- year retrospective of carbon fluxes in the Canadian Forest Sector.”
© 2014 Aimia Inc. All Rights Reserved.
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LOYALTY FOR GOOD
IT’S NOW EASY BEING GREEN
Launched in 2007, Aeroplan’s Green it Up program enables Aeroplan
employees and members to use their Aeroplan Miles to help offset
carbon emissions. As members redeem for flight rewards or car rentals
online, a pop-up screen asks if they’d like to participate. It even provides
their current and projected totals to spur the decision.
Only a few people will search out and register for a carbon offset program on their own. But, by giving them
an opportunity in the right place, at the right time — and making it easy as a click — many more jump on
board. That’s Loyalty for Good in action!
In 2013, Aeroplan members redeemed over 17 million miles to purchase carbon offsets. Aeroplan matched
this with another 20 percent.

OXFAM’S TAG YOUR BAG REWARDS GOOD BEHAVIOUR
Nectar, the United Kingdom’s largest loyalty program, with
more than 19 million collectors, launched a new partnership
with Oxfam in 2012.

Collect double nectar
points in october
Sign up today at: oxfam.org.uk/nectar

We deepened this relationship during 2013 with the Tag
Your Bag program. As an incentive for signing up, collectors
receive 100 Nectar points. They can then donate unwanted
items to Oxfam consignment shops, where their bag is
tracked until the contents are sold. Oxfam uses the funds
to support a range of development projects. Since rewards
are based on value (two Nectar points for every £1 worth
of donations), customers have an incentive to donate
higher value items. And even if the items don’t sell,
they’re recycled or reused — another opportunity
to better the world!
This isn’t just Loyalty for Good. It’s loyalty for being
very good!

SAINSBURY’S EXAMPLE: CARROTS BEAT STICKS
How to get more people to reuse their bags for a greener planet? With Aimia’s help, one of the
United Kingdom’s largest grocery chains got more shoppers on board with their bag reuse program.
Rather than penalize shoppers for not bringing a bag, the program rewards collectors with one Nectar
point per reused bag.
Since launch in 2011, bag reuse has steadily increased the number of Nectar points handed out — close to
500 million in 2013. We estimate that 10 million distinct collectors in the United Kingdom have earned points
from the bag reuse initiative.

© 2014 Aimia Inc. All Rights Reserved.
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RESPONSIBLE BUSINESS PRACTICES
TACT DATA VALUES
As a company recognizing that a reputation for responsible data management is among Aimia’s most valuable
assets, we have developed TACT — a set of ‘data values’ that put the consumer at the heart of what we do.
In 2013, we also appointed a Global Privacy Team and named a Global Privacy Officer to promote our TACT
values across Aimia. Our TACT values:

TRANSPARENCY
Clearly tell customers
what specific information
we are collecting, how we
are collecting it and
how we will use it.

TRUST
ADDED VALUE
Customers must understand
and feel that they are getting
fair value in exchange for
their data. This value might
come from loyalty program
rewards, partner benefits,
exclusive experiences,
or other rewards.

TACT

Customers must feel confident
in the security of their data. This
means using personal data only
in the manner in which we
promise to use it, and sharing it
only with those partners whom
we have named up front.
Furthermore, we must collect
only the data we need and
use this data to build
consumer value.

CONTROL
Customers must have
control over the data they
are providing, by being told
with whom we are sharing it,
and enabling them to opt
out at any time.

NEXT CHALLENGE: SET A GLOBAL BENCHMARK IN PRIVACY
In 2013, we set the stage for a more rigorous and global approach to privacy. In 2014, Aimia will continue to
embed TACT values across the company to guide how we work and how we think.

© 2014 Aimia Inc. All Rights Reserved.
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RESPONSIBLE BUSINESS PRACTICES
A CULTURE OF INTEGRITY AND ACCOUNTABILITY
As a company everything of value begins at home. This is why,
as a company committed to trust and reciprocity, we strive
to get it right in our workplace. Aimia’s PASSION values are a
solid platform for sound business practices, and will continue
to guide us in the future. As we embark on our five-year social
purpose journey, the launch of a new global code of ethics will
be a key milestone in continuing to align global operations. The
code covers key issues such as how we manage data, conflicts
of interest, technology use, human rights, asset protection,
and anti‑corruption. It ensures that we act consistently and
in accordance with high ethical standards, affirming Aimia’s
reputation for integrity wherever we operate.
The trust and reciprocity we extend to clients and consumers also govern how we treat employees. We
offer employees a range of local programs to support health, safety and flexible work arrangements. We
believe in a good work-life balance because it enables employees to bring the best of themselves to their
life and their work. By becoming more productive and engaged, they contribute to their workplace, family
and community.

TRUST AND RECIPROCITY: THE FOUNDATION
FOR REAL RELATIONSHIPS
At Aimia, we view strong data privacy practices as an opportunity
for leadership in the loyalty industry. After all, trust is one of the
fundamental principles of loyalty and at the core of our social
purpose. As a company that manages data from hundreds of
millions of consumers worldwide, our goal is to set an example for
privacy. We’re placing the consumer at the centre of our data privacy
principles, providing them with greater control over their personal
information and how it’s used.
Leadership in data privacy will not only give Aimia a competitive
edge and create value. It will also enable us to share our sense of
social purpose and, importantly, safeguard Aimia’s reputation and
continued progress in growing a sustainable business.

© 2014 Aimia Inc. All Rights Reserved.

Across Aimia, we
manage data from
hundreds of million of
customers worldwide.
Protecting our customers’,
members’ and partners’ data
is essential to everything
we do.
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RESPONSIBLE BUSINESS PRACTICES
ENVIRONMENTALLY AND SOCIALLY SOUND OPERATIONS
CARBON NEUTRAL FOR 6 YEARS STRAIGHT
Most of our corporate greenhouse gas emissions (GHGs), which we’ve been measuring since 2008, directly
relate to our building operations, printing and paper use, and travel for business.

AIMIA GHG EMISSIONS BY SOURCE
9,000
8,000
7,000

tC02e

6,000
5,000
2010
2011
2012
2013

4,000
3,000
2,000
1,000
Buildings

Air travel

Printed paper

Staff driving

Copy paper

In 2013 we emitted approximately 16,378 tCO2e, as measured by Offsetters, which manages our greenhouse gas
emissions and climate strategy. In addition to gathering our data and tracking our progress, Offsetters helps us
to select carbon offset projects that complement our goals. This enabled us to achieve carbon neutrality for the
sixth straight year.
In 2013, in collaboration with Offsetters, we revisited our portfolio of carbon offset projects. To view the
portfolio, please click here.

Investment in
offset project

Unavoidable
CO2 emissions
within an
organization

Investment funds CO2
reductions elsewhere

OFFSET
INVESTMENT
CYCLE

Quantified CO2
reductions become
offsets through 3rd party
validation & verification

Tonnes are retired to
ensure transparency
& accountability
Aimia’s emissions were measured according to rigorous industry standards — the World Resources Institute’s Corporate Accounting and
Reporting Standard — and are consistent with ISO 14064-1 and the GHG Protocol
© 2014 Aimia Inc. All Rights Reserved.
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RESPONSIBLE BUSINESS PRACTICES
2013 TOTAL OFFSET

(TONNES OF CARBON DIOXIDE EQUIVALENT, tCO2e)
Between Aimia and our members we offset close to 25,000 tonnes of greenhouse gas emissions. This is
roughly equivalent to the total carbon dioxide equivalent stored in 180,000 square metres of the iconic
Great Bear Rainforest.

12,889

10,150

1,664

CORPORATE
PURCHASE*

GREEN IT UP**

BEYOND
MILES

*With a credit from 2011 emissions of 4,530 tonnes, total emissions for the year were 17,419 tonnes.
**Aimia matches all miles redeemed for carbon offset credits by 20 percent and then transfers the total sum to Offsetters to be invested in
Aimia’s portfolio of carbon offset initiatives.

AIMIA GHG EMISSIONS 2010–2013
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Though our business has grown year over year, we have simultaneously been able to reduce our emissions by
focusing on our key sources: buildings, air travel and paper.

500

14,000
2010

2011

2012

Total Greenhouse GHG Emissions (tCO2e)

2013
Total Employees

2010: 19,554 tCO2e — Following new business acquisitions, emissions more than doubled. Many new offices are in regions that rely on coal and other carbon-intensive
energy sources. Although printed paper emissions remain about stable, this is a major accomplishment, as we reduce paper use by 60 percent in Canada and the Middle East
— an advance nearly erased by emissions from Nectar Italia’s launch printed materials. Employees number 3,500.
2011: 18,674 tCO2e — Emissions from air travel and printed paper rise slightly. Consolidation of office space and energy efficiency measures yields a reduction of 14 percent.
The net result is Aimia’s footprint is reduced by 6 percent. Employees number 3,800.
2012: 17,235 tCO2e — Aimia’s emissions from air travel are still trending higher. However, buildings continue to benefit from further consolidation and energy-efficiency
projects, and a significant change in business practices related to printing has resulted in a 32 percent reduction in printed paper alone. Note that during the 2008-12 period,
employee numbers surged from 1,697 to 4,210.
2013: 16,378 tCO2e — Emissions continue to trend downward for the third consecutive year. Our most notable achievement in 2013 was the increase in the accuracy of our
GHG data reporting. To achieve this, we moved from annual reporting to semi-annual reporting and completed our first verification for scope 1, 2 and 3 emissions. Employee
numbers continue to grow to 4,300.

© 2014 Aimia Inc. All Rights Reserved.
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RESPONSIBLE BUSINESS PRACTICES
HOW WE MEASURED UP IN 2013
AIMIA IMPROVES CDP CLIMATE CHANGE REPORT SCORE
Aimia’s score improved to 82, up seven points from the previous year, in the 2013 CDP Climate Change
disclosure on the quality and transparency of carbon reporting among 200 of Canada’s largest corporations.
With a view to improving the quality of our greenhouse gas emissions data, in 2013 we enlisted Ernst & Young
to verify the numbers. As a result, our independently verified data is now more reliable.
In 2013, we also shifted from annual to semiannual data gathering to further improve the quality of our
numbers. In the spirit of continuous improvement, we’ll begin gathering quarterly environmental data in 2014
to increase our rigour and ability to monitor trends.
The past year also saw us create an articulated set of greenhouse gas guidelines. This living document
captures the essence of Aimia’s approach to greenhouse gas accounting and reporting.

REDUCING OUR GREENHOUSE GAS EMISSIONS
Measuring and offsetting our emissions are essential pieces of our
carbon management strategy. We’re taking equally important steps
to reduce our emissions wherever possible. We have looked across
our business to gather insights about where we can de-couple
business growth from the combustion of hydrocarbons.
A few examples:
> LEED certified offices: While still integrating office space from

recent acquisitions, we’re taking every opportunity to comply
with LEED (Leadership in Energy and Environmental Design)
standards wherever we renovate or build new spaces.
> Evolving from print to digital content: Increasing

electronic communications over print will further reduce
our paper-associated emissions.

CDP is a global non-profit organization that represents 767 institutional investors whose combined assets exceed US$92 trillion. It sends questionnaires to more
than 4,000 of the world’s largest corporations and issues the Global 500 Report, as well as the Canada 200. These reports focus on companies’ climate change
transparency and how the issue affects their long-term business plans.
Photo source: C. Rindt
© 2014 Aimia Inc. All Rights Reserved.
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RESPONSIBLE BUSINESS PRACTICES
WORKPLACES THAT... WORK
As the work we do is almost entirely office-based, we give a lot of thought to our workplaces. We therefore
create workspaces 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 best.

NINE PRINCIPLES REFINED
With two major office projects underway in 2013, Aimia continued to consult with employees and its own real
estate experts to build spaces that mirror its culture and PASSION values. Last year we unveiled nine principles
that guide the creation of our extraordinary work environments. During 2013 we further refined these principles
to reflect what is important to our people:

1

NON-HIERARCHY
Our workplaces offer the right balance of workstation and office solution, according to functional need.

2

RESPECT FOR DATA SAFETY AND CONFIDENTIALITY
We balance open and closed spaces, 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

SUSTAINABILITY, HEALTH AND WELLNESS
We take a lifecycle approach to materials, implement recycling and energy conservation solutions,
and pursue LEED certification.

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 balance global standards with individual latitude to foster a work environment that inspires
creativity and innovation.

© 2014 Aimia Inc. All Rights Reserved.
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RESPONSIBLE BUSINESS PRACTICES
TORONTO OFFICES ATTAIN LEED
On December 11, 2013, Aimia’s Toronto offices at 111 Richmond
West received LEED Canada Silver certification. LEED
(Leadership in Energy and Environmental Design) is the world’s
most respected benchmark for the design, construction and
operation of high-performance green buildings.
The Globe & Mail, Canada’s national newspaper, showcased
our offices in an article and video in their Amazing Space
series. Both cite Aimia’s partnership with the Art Gallery of
Ontario (AGO) and how we used original art to energize the
workplace. Employee opinion is equally positive. Surveyed in
March, two months after their move, 97 percent of Richmond
West employees said they were proud of their new offices and
gave thumbs up to the natural light, open environment and
collaborative spaces.

UK NIMBLE WORK PILOT UP AND RUNNING
An ambitious two-month pilot at our 80 Strand offices in London, Nimble Work is about helping us work
smarter and closer to our PASSION values. Launched in December 2013, the pilot follows a survey that revealed
that workspaces and meeting areas could be more productive, provide a more efficient use of space and
create a working environment that facilitates collaboration and promotes innovation. In addition, the London
team wanted spaces that inspire employees, impress clients and better reflect Aimia’s brand.
Once we finish studying and tweaking the pilot space, we expect to roll out Nimble Work throughout our
UK offices. Among the innovations:
> New Cisco technologies that support greater collaboration
> Space divided into quiet work and interactive work zones
> Less structured workspaces, supporting greater interaction and flexibility
> More numerous but smaller meeting spaces, including two-person cockpits
> Soft seating, booths, standup meeting and collaboration stations
> Whiteboard walls for brainstorming
> Semi-private desks for short-term residency, plus longer-stay desks

US OFFICES DRIVE GREENER INNOVATIONS
Our Minneapolis, Detroit and Dayton offices logged several significant achievements in 2013 that enhanced
their workspaces’ productivity, aesthetics and environmental performance. This included:
> Repurposing furniture and workstations to suit each office’s workflow
> Sharing Minneapolis’s print reduction innovations with other offices
> The recycling of 2,000 lbs. of electronics

MONTREAL’S TOUR AIMIA NEARS COMPLETION
In 2014, Aimia moved into its stunning new headquarters in downtown
Montreal as the anchor tenant. We will occupy four of the ten storeys
dedicated to office space in Tour Aimia (Aimia Tower) which was designed
to attain LEED certification.

© 2014 Aimia Inc. All Rights Reserved.
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EMPLOYEES & COMMUNITIES
Aimia’s social purpose and the underlying concepts of trust and reciprocity are core to how we make business
personal for our employees and in our communities. Social purpose gives further meaning to our PASSION
values and enables us to have a positive impact on our local and global communities. Social purpose
contributes to making Aimia a great place to work.
As the examples below suggest, the way we contribute to society is evolving. In the course of creating our
social purpose roadmap, we examined our contributions and asked how we can do better. How can we
enhance and make them more meaningful. The answer? By engaging employees and tying our contributions
and partnerships to what we do best.

SKILLS-BASED VOLUNTEERING
For Aimia employees, contributing data, marketing and
management know-how is a meaningful and satisfying way to
give. Their skills and knowledge are an invaluable and deeply
appreciated resource.
Our Data Philanthropy weekend in Toronto (see below) is a case
in point. But you’ll find other examples of Aimia’s skills-based
contributions throughout this section, reflecting both our corporate
commitment and our employees’ spirit of volunteerism, through
Aimia’s Common Good Days program.

DATA PHILANTHROPY SPREADS THE GOOD
IN CANADA

Over the November 1 weekend, more than
50 Aimia data scientists and consultants
convened with three not-for-profits to pore over
their data and recommend ways to improve
donor identification, donor engagement and
data management. See the event recap here
and full length video here.

The Canadian Aimia team was joined by US and UK colleagues
and supported by students from Toronto’s Rotman School of
Management. Their mission: work intensively over 24 hours to
produce actionable insights for Engineers Without Borders Canada,
United Way Toronto, United Way/Centraide Canada and the Art
Gallery of Ontario’s Weston Family Learning Centre. Starting with a
key objective, the team came up with specific recommendations:
UNITED WAY/CENTRAIDE CANADA
Objective: Determine the value of greater social engagement.
Recommendation: The team found that an effectively managed
social media campaign targeting the top ten givers could pull
additional donations of $3 million annually.
UNITED WAY TORONTO
Objective: Understand who’s using the help phone line and for
which services.
Recommendation: Toronto’s United Way could improve its help
lines to those in urgent need by monitoring peak usage times
and then shifting resources and automating functions.
ENGINEERS WITHOUT BORDERS
Objective: Understand their donors and increase gifts in the
years ahead.
Recommendation: A campaign to re-engage lapsed donors
through low-level monthly giving could raise more funds and
retain those donors longer.
AGO-WESTON FAMILY LEARNING CENTRE
Objective: Understand their clients — who they are and how to
engage them.
Recommendation: With the right mix of classes and bundled
offerings to local residents, particularly families, the Learning
Centre could drive repeat enrollment and expand classes.

© 2014 Aimia Inc. All Rights Reserved.

“What a
meaningful way to
grow our partnership —
thank you!”
— AGO participant

“We had no idea
how much could be
learned so quickly!”
— United Way
Toronto participant
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EMPLOYEES & COMMUNITIES
DATA PHILANTHROPY FOR THE LONG TERM
In the United Kingdom, we’re currently piloting data philanthropy relationships with several not-for-profits.
Over the course of a year, we’ve provided consultation and solutions to Greenhouse (sport development);
Place2Be (an innovative national school charity); and The Access Project (academic mentoring of
underprivileged students).

CONTRIBUTING KNOW-HOW TO EQUITAS

From left to right, from Aimia: JoLynn Lavin, Emma‑Lee
Strachan, Maria Harreguy, Anne‑Josée Laquerre,
Laurent Chane and from Equitas: Chris Bradley.

Equitas, a global leader in human rights, equality and
social justice, runs an annual three-week training program
in Canada that brings together human rights workers and
educators from more than 60 countries. To enrich our
three-year partnership with Equitas, in 2013 we invited
Aimia employees to tell us why they should be chosen to
attend a week of the event. The resulting Common Good
team, drawn from several Aimia regions, attended a week
of the three‑week summer workshop to learn more about
human rights education and create a marketing plan to
help Equitas diversify its funding base.

COMMON GOOD — EQUITAS TEAM MEMBERS
> Emma-Lee Strachan — Marketing Consultant, Chile
> JoLynn Lavine — Decision Sciences Manager, United States
> Laurent Chang — Consultant, Singapore*
> Maria Harreguy — IT Consultant, New Zealand

From June 15 – 23, a global Common Good Team had
an exciting chance to experience trust and reciprocity
first hand. In support of Equitas’ International Human
Rights Training Program (IHRTP), a team of Aimia
employees from across our global community
came to Montreal to attend training sessions along
with 37 human rights defenders from more than
20 countries and create a marketing plan to help
Equitas diversify its sources of funding.

“...This experience
with Aimia has really
blown me away. This is not
some big company writing a
cheque to make themselves look
and feel good. This is a company
with tremendously committed
individuals, people committed to
making their own company succeed
but equally committed to sharing
their success with others. They
can’t seem to do enough for us
— and we are so grateful.”
— Equitas blog

* Formerly of Aimia.
© 2014 Aimia Inc. All Rights Reserved.
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EMPLOYEES & COMMUNITIES
ENABLING ENTERPRISE... AND LOYALTY
An award-winning not-for-profit founded by two teachers
concerned that students were leaving school without
real-life skills, Enabling Enterprise now works with more
than 18,500 students across the United Kingdom. In July,
we invited 20 of these primary school children to our
Strand offices for a day’s lesson in loyalty management.
Pupils worked intensively on a business challenge and in
the process astounded four Aimia employee volunteers
with their energy and ideas. By giving them skills and role
models, it’s hoped these students will finish school and
move on to the professional world — perhaps even to Aimia.
The event was so successful that we followed up with
another one in November and plan for more in 2014.

A VERY TECHIE TEA PARTY
Elderly people generally have difficulty understanding new
technologies such as mobile phones and computers. And yet
these tools can help them stay in touch with family, friends
and with the world. Our London colleagues teamed up with
Age Concern, a national charity, to throw a Techie Tea Party.
The workshop leaders helped elderly people understand
websites, apps and social media, and in the process also
shared a cuppa.

“I was floored by their
creativity. They were
fizzing with high quality ideas
and threw them back and forth,
improving them all the time. I also
thought they showed pretty good
maturity, enthusiasm, confidence
and an ability to follow instructions.
It was a great day and I felt I got
something out of it too.”
— Shabaz Dar,
Aimia Enabling
Enterprise Volunteer

© 2014 Aimia Inc. All Rights Reserved.
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ARTS & CULTURE
We believe in the power of the arts to open doors and stimulate the exchange of cultures and ideas. Art is
important to society because it affirms humanity’s fundamental creativity. Similarly, art is important to Aimia
because we’re dedicated to building real relationships between people and brands. The arts offer common
ground for conversation. They can stir debate and express new ideas and opinions. And, above all, they’re a
gateway to learning about other cultures, while cultivating trust and understanding.
In addition to our ongoing support for the Aimia | AGO Photography Prize (formerly the Grange Prize) and
our partnership with the Canadian National Arts Centre Orchestra’s 2013 tour of China, we held a number of
events during World Creativity and Innovation Week in April. Set aside to celebrate inspiration, imagination and
creativity, the week saw us host 26 innovation leaders from business and academe at our Toronto offices. After
touring our new art-filled, collaborative work environment, we kicked off a discussion on ‘How we can create a
community of external advisors to support innovation activities within our organizations.’ This event was part of
Aimia’s larger innovation agenda. We regularly exchange ideas with global thought leaders at creativity events
such as the BRITE conference at Columbia Business School and C2MTL in Montreal. This keeps us at the forefront
of the global innovation community, powering our leadership in loyalty and branding.

THE AIMIA | AGO PHOTOGRAPHY PRIZE
The past year saw the re-imagination and rebranding of one the most
successful and innovative photography prizes in the world. In partnership
with the Art Gallery of Ontario (AGO), Aimia is now the presenting partner
of the AGO’s photography collection and joint prize. The prize is more
international in scope and includes a new $20,000 national scholarship
program to help develop the next generation of Canadian fine art
photographers. The Aimia AGO Photography Prize now offers a total of
$85,000 in cash and scholarships to the winners and three runners-up.
Uniquely, the Aimia | AGO Photography Prize is the only one of its
magnitude and profile to solicit public votes, thereby sparking interest
and dialogue about this art form. The 2013 edition attracted wide media
coverage and saw the grand prize go to Canadian Erin Shirreff, who
received a record 25,000 votes. Runners-up were Edgardo Aragón
(Mexico), LaToya Ruby Frazier (United States) and Chino Otsuka (Japan/
United Kingdom), each of whom received a $5,000 stipend for research
and new work. All four also receive a six- to eight-week fully funded artist’s
residency in Canada.

2013: Vince Timpano: President and Chief
Executive Officer, Canada and Executive
Vice President of Aimia stands with
winning artist Erin Sherriff from Canada
and Matthew Teitelbaum, CEO Art Gallery
of Ontario (AGO).

We invite you to watch videos on the new Aimia | AGO Photography Prize
and learn more about past winners of the Grange Prize.

NACO TOUR OF CHINA
Years in the making, the historic 15-day tour of China by Canada’s
National Arts Centre Orchestra built cultural bridges between East and
West. Under the baton of Musical Director Pinchas Zukerman, and with
Aimia as the proud Presenting Partner, the NACO began its seven-city
tour in Hong Kong in October and made six more stops before a farewell
concert in Shanghai.
Aimia played an important supporting role in the tour, with the hope
that audiences in two nations would be inspired to dream bigger, think
broader and soar higher. As a global leader in loyalty, we appreciate the
commitment, focus and determination it takes to achieve these musicians’
level of excellence, and so we took great pride is sharing the best of
Canadian music with the world.
During the tour, the NACO held 80 educational activities and cemented
plans for ongoing cultural and educational exchanges in the years
ahead. Aimia is proud to have played a role in strengthening the special
relationship between Canada and China.
© 2014 Aimia Inc. All Rights Reserved.

Under the baton of Musical Director Pinchas
Zukerman, and with Aimia as Presenting
Partner, the NACO began its seven-city tour
in Hong Kong in October and made six more
stops before a farewell concert in Shanghai.

< Table of Contents 23

EMPLOYEES & COMMUNITIES
EDUCATION & COMMUNITY DEVELOPMENT
As our social purpose roadmap develops, we will focus our
engagement and investments in organizations that, through
trust and reciprocity, help to tackle some of the world’s toughest
challenges. We will therefore focus on:
> Education in the broadest sense, which includes
classroom‑based learning for children and adults,
as well as work and life‑skills training
> Development, also in the broadest sense, which includes local,
national and international economic development, investment
and networking aimed at helping to raise living standards and
promote self-sufficiency
Aimia will continue to work through major organizations with which
it is has strong relationships. These currently include Oxfam in the
United Kingdom, Aeroplan’s ten Beyond Miles partners in Canada,
and Equitas globally.
From Aimia, Rebecca Noonan.

COMMON GOOD TRIPS
Complementing our Common Good Days employee volunteer program, launched in 2013, we also stepped up
the number of employee trips we offered. Under their new name, these Common Good Trips:
> Engage our employees in advancing our partners’ efforts to better the world through education
and development
> Affirm our social purpose by sending Aimia ambassadors who bear witness to how actions at home inspire
good half a world away
> Inspire colleagues to also get involved, donate and volunteer
> Reward our caring employees with life-changing experiences to share on their return
> Provide leadership and learning opportunities to select employees
The extraordinary partner relationships that enable Aimia to offer Common Good Trips also help to transform
lives at home and abroad. Typically, employees apply for those employee volunteering opportunities by
submitted an essay or video explaining why they should be chosen. As an Aimia ambassador, the employee’s
time and expenses are paid, with no effect on their vacation time.

© 2014 Aimia Inc. All Rights Reserved.
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EMPLOYEES & COMMUNITIES
JOURNEY TO BANGLADESH
As part of our partnership with Oxfam, ten employees from
across the Europe, Middle East and Africa region (EMEA)
traveled to Bangladesh as Aimia ambassadors. They were
front-line witnesses to Oxfam’s good work, and to what our
collective support actually accomplishes in education and
development. It was a challenging and uplifting experience
that employees eagerly shared during and after their trip.
To learn more, please watch this video.

THAMES 21
For the United Kingdom’s first Common Good Trip,
20 colleagues joined a Thames 21 rubbish-clearing kayak
expedition on the Thames. Thames 21 is dedicated to
cleaning up London’s waterways for people and wildlife.

OXFAM TRAILWALKER CHALLENGE

24 hour
100km trek

© 2014 Aimia Inc. All Rights Reserved.

Our UK team’s spirit of generosity is so strong — and
contagious — that we had enough volunteers to enter five
teams in the Oxfam Trailwalker Challenge. The grueling
24-hour, 100km trek covers hilly and challenging terrain in
the English South Downs. The July event saw participants
endure sunburn, dehydration, torrential rain, lightning
and sleep deprivation — all for the good cause of raising
much‑needed funds for Oxfam. The awe-inspiring event,
captured on video, raised £4,029.
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EMPLOYEES & COMMUNITIES
OXFAM AND AIMIA
In only its second year, Aimia’s partnership with Oxfam continued to generate benefits for some of the
world’s most impoverished communities. In 2012, we reported how collectors can now spend their Nectar
points on poverty-busting gifts at Oxfam shops. This is Loyalty for Good in action, and the only partnership
of its kind among UK charities. Among the partnership’s other 2013 milestones:
> Through the Dance for Bangladesh, Trailwalker, Fiesta Friday and other events, employees raised £32,928
for the REE-CALL Project, including matching donations from Aimia. REE-CALL will protect 60 families in
Bangladesh from catastrophic climate change
Since the partnership with Oxfam began in summer 2012, we have helped to raise £37,078. This includes a
healthy contribution of £28,988 for the first year of support to Oxfam’s two-year development project in
Bangladesh. We will continue to raise funds in 2014 towards the project’s ultimate goal of £190,000.
> The innovative Oxfam Unwrapped program, in which Nectar collectors can spend their points on gifts from
Oxfam, enabled us to provide clean drinking water for 7,000 people. It also funded:

775
350

282
210

200
Milking
goats

Egg producing
chickens

Shares in a farmyard

Children
educated

Teachers
trained

ENGINEERING GREATER GOOD IN GHANA
In May 2013, four employees embarked on a
horizon‑expanding Common Good Trip to Ghana,
in partnership with Beyond Miles partner Engineers
Without Borders (EWB) Canada. During the 10-day
trip they experienced the rich culture and personal
warmth of the Ghanian people, while also touring three
EWB development projects: a shea butter factory,
which supports local agriculture; AfriLEAD, dedicated
to developing a new generation of local entrepreneurs;
and Agricultural Extension Services, which seeks to
unlock the potential of Ghanian farmers.
On their return, Aimia’s intrepid travellers shared their
experiences and reflected on EWB’s extraordinary
education and development projects. EWB Canada
focuses exclusively on eradicating extreme poverty in
rural Africa through projects in water and sanitation,
agriculture, government and societal institutions and
business optimization.

© 2014 Aimia Inc. All Rights Reserved.

“What I will
remember most is the
growing intimacy and great
group dynamic that we all shared as
we walked, drove, ate, and exchanged
thoughts and ideas. One thing I was
sure about before the trip and it is now
confirmed — the Ghanaians gave us
each a gift of themselves, their
their greetings and the
way they treated us.”
— Micha Mladek,
Customer Service Manager
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EMPLOYEES & COMMUNITIES
CREATING CHANGE IN KENYA
Six employees earned the extraordinary opportunity to visit
Kenya in July under the auspices of Beyond Miles partner
Free The Children. During the inspiring and thought
provoking trip they witnessed and participated in school
building, teaching and tree‑planting.

Employees from left to right: Suzanne Colson, Kareen
Sarhane, Julia Dunn, Frank Zhou, Shannon Branton and
Christian Cormier

Free The Children is an international charity and educational
partner dedicated to a world where all children are free to
achieve their fullest potential as agents of change. Through
its sustainable development model — Adopt a Village — it
works to remove barriers to education and to empower
communities to break the cycle of poverty.

LEADERSHIP BUILDS SPIRITS
Two Aimia employees spent five spirited days living with a
group of 10 to 14-year-old students, and in the process took
their adolescent charges on a journey of self-discovery. As
they supervised the kids, coached and pitched in during
sports and arts programs, the employees learned something
about themselves, too.

From Aimia, from left to right: Patrizia Di Stefano and
Alvin Chau.

The leadership camp in Kananaskis, Alberta was organized in
collaboration with Breakfast Clubs of Canada, the Tim Horton
Children’s Foundation and the Air Canada Foundation.

BRINGING SKILLS TO MACEDONIA
As part of Aimia’s commitment to leverage skills and
expertise in support of community development, one
employee journeyed to Skopje, Macedonia to spend
two weeks teaching local business owners about North
American business practices.
Following a one-day training session in London, Ontario,
the employee flew to Europe to work with the Ivey MBA
Business team from the LEADER Project.
From Aimia, Curtis Arthur.

© 2014 Aimia Inc. All Rights Reserved.
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EMPLOYEES & COMMUNITIES
COMMON GOOD DAYS CHANNEL SPIRIT OF VOLUNTEERISM
Aimia has a highly committed and caring workforce. Witness the range
of causes Aimia employees support, and how they celebrate each
other’s contributions. This complements our corporate support with
support for local issues that matter most to our employees. Once we
have a full year of Common Good Days in 2014, we’ll begin tracking
and reporting volunteer hours and impacts in future reports.
CANADA
Fittingly, we launched Common Good Days in Canada during
National Volunteer Week in April, urging employees to give back
individually or in teams. And to spur even greater generosity, we
also announced a quarterly draw that rewards winners with a
$1,000 donation to the registered charity for which they volunteered.

With the launch of
Common Good Days in
2013, we’re making it even
easier to give back. Common
Good Days gives each employee
the opportunity to volunteer
eight hours of paid work time
annually to the cause of his
or her choice.

Canadian employees didn’t need much incentive, as they
contributed generously to an online silent auction for the
United Way/Centraide campaign, which supports local charities.
During Free The Children’s annual We Days, dozens of Aimia
employees volunteered for the full-day events, which attract
160,000 participants and fill stadiums and theatres. Canadian
employees also contributed time, money and sweat to the
two-day Ride to Conquer Cancer bicycle fundraiser, and
volunteered at the Montreal restaurant Robin des bois
(Robin Hood), which is run almost entirely by volunteers
to benefit society’s marginalized.
UNITED KINGDOM
Employees volunteered for dozens of worthy causes in 2013, including mentoring with The Access Project.
Some 20 Aimia volunteers have already mentored students or are waiting to be matched. London-based Kids
Company, which comes to the aid of vulnerable inner-city children, also benefitted from Common Good Days.
Aimia volunteers took part in transforming a reading room in a deprived school in Brixton, and helped to run
an all-day circus workshop that built skills… and was just plain fun. In May, three employees volunteered for the
Live Below The Line campaign to raise awareness about poverty. Participants lived on just £1 per day for food
and drink for five days, and in the process raised £940 (before Aimia’s matching donation) for local charities.
CHILE
Employees gave their time, hearts and money to
Aldeas Infantiles, which cares for more than
4,000 abandoned and abused kids in centres across the
country. Activities included playing with and teaching kids,
donating learning materials, and community fundraising.
Chilean colleagues also worked with the Valpo Surf
Project, which attracts at‑risk youth in Valparaiso by
offering surfing instruction and provides academic
mentoring, character development and environmental
consciousness. Employees volunteered to clean up the
beach where the kids learn to surf.

© 2014 Aimia Inc. All Rights Reserved.
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NEW ZEALAND
In March, five employees volunteered at KidsCan, which gives less fortunate children food and other necessities
so they can better focus on their studies. “It was a great day, very rewarding — six hours, 130 crates packed,
20,000 kg of food going out to deserving schools, and a delicious morning tea later we were all exhausted, but
feeling a great sense of accomplishment. We worked together efficiently as a team, had a few laughs, got a
great workout, and helped out a great cause in the process,” said one participant.
Another colleague took Project Jonah’s Marine Mammal Medic course. Each year, Jonah rescues hundreds of
sick and injured dolphins and whales stranded on beaches.

SINGAPORE
Employees from our Singapore office spent their Common Good Day peeling, chopping, blending
and cooking for the Willing Hearts soup kitchen, which provides simple and comforting meals to over
3,000 people daily. Once the meals are prepared, the soup kitchen also depends on a fleet of volunteer taxi
drivers, delivery men and others who drop off the lunch boxes at 23 distribution points around town. The
soup kitchen operates 365 days a year and depends on volunteers such as Aimia employees to keep going.
SYDNEY
Aimia employees who volunteered at the Stillbirth Foundation’s annual fundraising ball say the experience
brought a sense of fulfillment and a new appreciation of the hard work behind these events. In advance of the
ball, the volunteers packed hundreds of gift bags with donated items for every guest, and also built props for
the raffle. It was all for a good cause. The foundation funds research and public awareness to help reduce the
incidence of stillbirth in Australia.

DISASTER RELIEF
In response to disasters, in 2013 Aimia channelled its employees’
generosity through appeals on social media and on the web. We also
offered the incentive of matching funds, raising more than $55,000 and
1.5 million Aeroplan Miles
> Typhoon Haiyan devastated parts of the Philippines and Vietnam and
destroyed countless lives and incalculable property. Employees gave
to Oxfam and the Red Cross, and took advantage of government and
Aimia matching programs.
> We solicited funds for victims of the Calgary Flood on behalf of
Red Cross Canada. The flood inundated large parts of the city
and left many homeless.
> Also through Red Cross Canada, employees gave to the relief fund for
the Lac‑Mégantic rail explosion in Quebec, which killed 47 and laid
waste to the town’s core.
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AIMIA AT THE PODIUM
EXCELLENCE IN SOCIAL RESPONSIBILITY
Doing good is its own reward. But it’s nevertheless satisfying when others recognize your efforts:

EVENT

AWARD

2013 CRYSTAL AWARDS,
celebrating the 10 outstanding
incentive programs

Microsoft EMEA Gold Club
School Supplies Drive (Most Impactful Effort Toward Corporate Social Responsibility as
Part of an Incentive Program)

EUROPEAN CSR AWARDS

European CSR Award, nomination (Nectar Italia)
Financial support of a school-rebuilding project for 120 children in Emilia Romagna
following last year’s earthquake. Nectar Italia partnered with the NGO Intervita.

CHARITIES AID
FOUNDATION

Gold Award (Aimia UK)
Payroll Giving Program

MEDIACORP CANADA, INC.

Montreal Top Employer (Aimia Montreal)
Among the reasons cited: paid time off for volunteering, Common Good Trips and
leadership development.

EXCELLENCE IN BUSINESS
Operating responsibly is also about being a supplier of choice for our partners and clients. We are pleased to
see our expertise recognized by leading organizations from the marketing and loyalty industry. In 2013 Aimia
received several prestigious awards for the quality and effectiveness of its loyalty programs.

EVENT

AWARD

2013 CRYSTAL AWARDS,
celebrating the 10 outstanding
incentive programs

Volvo President’s Club
Exceptional Motivational Travel Program (North America)

LOYALTY AWARDS,
celebrating outstanding
achievement across Europe
and the Middle East

Best Card Based Loyalty Programme of the Year (Nectar)
Best Loyalty Programme of the Year European Union and Turkey (Nectar)
Best B2B Loyalty Programme (Nectar Business)
Best Use of Customer Relationship Management in a Loyalty Environment
(i2c work with Flora Proactive)
Best Loyalty Programme of the Year Middle East and Africa
(Ooredoo’s Nojoom customer reward programme, which Aimia operates)

FORRESTER RESEARCH,
an independent
research company

Named Aimia as one of just five Leaders among loyalty program service providers.

CANADA’S TOP TRAVEL
REWARDS CREDIT CARDS

Rewards Canada Top Airline Credit Card (CIBC Aerogold Infinite)

CANADIAN MARKETING
ASSOCIATION (CMA)

2013 Gold and Silver CMA Awards for two targeted campaigns
(Aeroplan and its ad agency, Cossette)

MEETINGSNET/CORPORATE
& INCENTIVES® MAGAZINE

Corporate Meetings and Incentives (CMI) 25
List of the largest and most influential full-service meeting and incentive travel
management companies serving the US corporate market.
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Rewards Canada Fourth Place Airline Credit Card
(American Express® AeroplanPlus® Platinum Card)

< Table of Contents 30

EMPLOYEES & COMMUNITIES
CELEBRATING OUR BEST
PASSION AWARD WINNERS 2013
Our PASSION and CEO award winners embody all that is best about Aimia. Colleagues nominate their
PASSION award winners in each region, from which the global winners are selected. Each of these
extraordinary individuals and teams exemplifies a specific PASSION value:
> Joe Harris and Steve Callery (EMEA), Partnership
When a key opportunity presented in Japan — 6,000 miles from home — Steve and Joe stepped up.
Embedded in the client organization, they broke down language and cultural barriers to deliver insights
with a speed and focus that won the client’s respect. Through their commitment to real relationships,
Aimia is now growing a vital partnership.
> Benji Borner (United States), Authenticity
A key partner in many of the US Region’s most critical initiatives, Benji is a true champion of collaboration.
He models thoughtfulness and authenticity by focusing on constructive solutions that best meet the team’s
and organization’s needs.
> Joann Yong (APAC), Strong Opinions, Loosely Held
Stepping up to cover a leave during her team’s busiest time, Joann took on a new project with extraordinary
commitment and diplomacy. She demonstrated an outstanding ability to objectively challenge the process
to ensure it worked, while respectfully engaging employees and leaders to reach her goals.
> Pier Ragone (Canada), Simplicity, Brilliant Simplicity
Faced with the competing needs to reduce costs and enhance the customer experience, Pier simplified the
problem by outsourcing a portion of the work in order to focus on customer experience. Pier demonstrated
his ability to simplify yet again by mobilizing his team to break down an exceptionally complex project to its
core components, thereby delivering with speed and success.
> James Riley (APAC), Inclusiveness
The Standard Charter bank project is one of Aimia’s largest and most complex implementations in APAC. As
the lead analytics and insights consultant, James consistently demonstrated a talent for including the right
people in discussions and decision‑making to ensure the best result for Aimia and its clients.
> Murray Vanwyk (EMEA), Originality
While working on the Sainsbury’s Analytics team, Murray spotted an opportunity to enhance a project
intelligently. On his own initiative, Murray created a test program that impressed Sainsbury’s so much, they
asked for a full solution — a solution eventually adapted and rolled out to Coles in Australia as well.
> Lucy Aldous (EMEA), Nimbleness
Demonstrating clear customer-centric thinking, Lucy was collaborative, nimble and quick in developing
an interactive and engaging Loyalty 101 training course for the global business. The tool has already
been used to train over 100 employees and been leveraged by sales teams to educate clients.
> Aeroplan Transformation Team, Team Passion Award (Canada)
The success of the Aeroplan Program transformation was critical for all of Aimia. By giving their very best,
the team exemplified our PASSION values while delivering with speed and focus. The results have garnered
unprecedented media coverage and increased engagement and support from the financial, business and
member communities. They showed us that teamwork can achieve the extraordinary.
> Steve McClelland (Canada), CEO Award
Steve was instrumental to a two-year journey to revitalize the Aeroplan business model and member
experience by renewing bank partnerships and Air Canada agreements. He demonstrated exceptional
leadership and focus on member value, creative problem solving and collaboration. His keen analyses and
thoughtful inquiries made him a critical thought partner to the finance, communications and negotiations
teams. His contributions led directly to important successes and ultimately enabled the team to launch a
revitalized Aeroplan Program that positions Aimia for greater growth and gives members an unmatched
loyalty experience.
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EMPLOYEES & COMMUNITIES
AND THAT’S JUST A TASTE…
While our CEO awards celebrate some of our best at year’s end, our regions recognize excellence throughout
the year. Each region has its own recognition program, each has its own way to honour high achievers who
embody our shared PASSION values, TACT values and business goals.
Thanks for taking the time to review our 2013 social purpose report.
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WE’D LIKE TO HEAR FROM YOU

As we embark on year one
of our five‑year social purpose
roadmap, we view this report as an
integral part of our commitment to establish
a constructive dialogue on Aimia’s social purpose
with our key stakeholders: employees, clients,
members and collectors, shareholders and investors,
peers, regulators and policy makers, suppliers, NGOs,
media, and academia.
We encourage you to visit our website regularly to learn
more about how we operate responsibly and about
our community partnerships.
Our social purpose is based on trust and reciprocity.
Trust and reciprocity will continue to guide us.
We invite and value your comments.
Email us at:
socialpurpose@aimia.com
vocationsociale@aimia.com

About Aimia
Aimia Inc. (“Aimia”) is a global leader in loyalty management. Employing more
than 4,300 people in 20 countries worldwide, Aimia offers clients, partners
and members proven expertise in launching and managing coalition loyalty
programs, delivering proprietary loyalty services, creating value through loyalty
analytics and driving innovation in the emerging digital, mobile and social
communications spaces.
Aimia owns and operates Aeroplan, Canada’s premier coalition loyalty
program, Nectar, the United Kingdom’s largest coalition loyalty program,
Nectar Italia, Italy’s largest coalition loyalty program and Smart Button, a
leading provider of SaaS loyalty solutions. In addition, Aimia owns stakes in
Air Miles Middle East, Travel Club, Spain’s largest coalition loyalty program,
Club Premier, Mexico’s leading coalition loyalty program, China Rewards, the
first coalition loyalty program in China that enables members to earn and
redeem a common currency, Think Big, the owner and operator of BIG —
AirAsia and Tune Group’s loyalty program, Brazil’s Prismah Fidelidade and i2c,
a joint venture with Sainsbury’s offering insight and data analytics services
in the UK to retailers and suppliers. Aimia also holds a minority position in
Cardlytics, a US-based private company operating in card-linked marketing.
Aimia is listed on the Toronto Stock Exchange (TSX: AIM).
For more information, visit us at www.aimia.com.
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