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rogers Communications inc.  
is a diversified Canadian communications  
and media company

Created CSr Governance Committee 
along with six subcommittees to 
address material CSr issues.

CSR GOvERNANCE

Completed fourth Carbon Footprint 
Assessment. Formed environmental 
Steering Committee to devise GHG-
reduction strategy and targets.

ACTION ON CLIMATE CHANGE

Contributed $62 million through 
cash and in-kind donations, an 
increase of 9.3% from 2009.

COMMUNITY DONATIONS

invested $42.7 million in employee 
training and career development.

INvESTING IN EMPLOYEES

relaunched an improved rogers 
Women’s network and held several 
networking and learning events.

BUILDING DIvERSITY

diverted materials from landfills, 
including 239 tonnes of electronic 
waste and 101,686 cell phones 
recycled through rogers’ Phones 
for Food program. 

DIvERTING WASTE

Corporate Social responsibility (CSr) Highlights in 2010
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Celebrating 50 Years of Connections

  While in law school, founder ted rogers buys CHFi,  
a struggling FM radio station, and builds it into a success.

  CHFi-AM is launched, later renamed CFtr, signifying ‘Canada’s 
First ted rogers’. Became 680news in 1993, the first all-news 
station in Canada.

  ted rogers founds rogers Cable tV, acquires Bramalea telecable 
and formally enters into the cable business with 300 subscribers.

 rogers Community television premieres.

  rogers Cable tV launches ‘cable tV converters’ in toronto, 
providing its subscribers with more channels.

  rogers becomes a public company when it acquires Canadian 
Cable Systems through a reverse takeover and becomes biggest 
cable company in Canada.

  the employee-driven rogers Pumpkin Patrol launches,  
an initiative focused on keeping kids safe on Halloween.

  Cantel (predecessor of rogers Wireless) launches cellular service 
on July 1.

  rogers Communications inc. is formed as the parent company to 
its operating divisions.

 rogers buys multicultural broadcaster CFMt.

  rogers Video is created and later becomes the largest Canadian-
owned chain of rental video stores.

  the rogers telefund is established to contribute to the 
production of quality independent Canadian television 
programming.

  rogers becomes the first cable company in north America to 
launch commercial high-speed internet service when it launches 
service in newmarket, ontario.

  rogers acquires the toronto Blue Jays major league baseball 
team. 

  rogers launches GSM wireless network – the international world 
standard network. 

  CFMt-tV rebranded as oMni television. rogers Media 
launches oMni.2 to provide additional multicultural television 
programming in ontario.

  rogers partners with Food Banks Canada to support the Phones 
for Food program. 

  rogers Communications inc. acquires the Skydome stadium in 
toronto.

  rogers Cable acquires Call-net and offers local telephone service.

  rogers acquires five Citytv television stations in toronto, 
Winnipeg, edmonton, Calgary and Vancouver. 

  Completed our first carbon footprint assessment to measure 
greenhouse gas emissions and identify reduction opportunities. 

  rogers becomes an imagine Canada Caring Company, committed 
to supporting the principles of corporate citizenship and 
benchmarks for community investment.

  introduced the rogers Supplier Code of Conduct to ensure new 
and existing vendors meet high standards of ethics and integrity.

 improved rogers Women’s network is relaunched.

  rogers introduces Canada’s first mobile phone for seniors,  
the doro Phoneeasy® 410gsm.
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About this Report

This is Rogers’ second annual CSR Report. Published in 2011,  
it provides information about our social, environmental and economic 
impacts, focusing on those of importance and relevance to our main 
stakeholders. This publication complements our Annual Report to 
Shareholders and the CSR section of our website; together, they represent 
our total reporting on Rogers’ CSR activities. To minimize our environmental 
footprint, this publication is available in electronic (PDF) format only.

SCOPE AND CONTENT 
This report covers Rogers’ 2010 fiscal year, January 1,  
2010 – December 31, 2010, and our activities in 
Canada, which substantially represent our operations. 
Subject matter experts across the company supplied 
data, and management reviewed and approved 
content. For our key performance indicators, we 
have provided three consecutive years of data, where 
available. There are no significant changes from our 
previous CSR Report, which was published in July 2010.

COMPLIANCE WITH GLOBAL  
REPORTING INITIATIvE (GRI)  
In preparing this report, we have used the GRI G3 
reporting guidelines. A full GRI index, identifying the 
disclosures for which Rogers is reporting, is provided  
at the end of this report. For the 2010 reporting period, 
Rogers self-declares a GRI Application Level C.  
This report was not externally audited.
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A Message from Nadir Mohamed

2010 marked our 50th anniversary at Rogers.  
Fifty years of providing Canadians with Rogers products and services.

We want to be seen as a good company to do 
business with, an excellent employer and a valued 
community partner. So we are always working on 
strengthening our relationships with our stakeholders. 
That was our focus five decades ago, and it remains 
so today. Let me highlight some examples from 2010 
that demonstrate this. 

Enhancing our customers’ experience is an ongoing 
priority. Over the past year, we made continued 
improvements to our customer service channels and 
continued to invest in customer retention, network 
enhancement and product development initiatives.  
We launched a successful handset protection 
guarantee program that enables eligible customers 
to quickly and inexpensively replace lost or broken 
wireless devices. Adding to a long history of being 
Canada’s innovation leader, we unveiled the first 
mobile phone in Canada exclusively for seniors and 
introduced the Live Agent phone service for small 
business, also the first of its kind in this country. 

We maintain a strong focus on employee 
engagement. The energy, talents and wellness of 
Rogers’ employees drive our performance day in 
and day out. Last year we upgraded our Wealth 
Accumulation Plan to give employees greater pension 
benefits, invested $42.7 million in their training and 
career development, and bolstered our workplace 
diversity and inclusiveness programs. 

Rogers is interconnected with the communities and 
natural environment where we operate, which have 
allowed us to flourish for 50 years. I’m pleased to 
report that we increased our community donations 
by nearly 9.3% from the previous year, contributing 
$62 million in 2010. Demonstrating compassion 
and generosity, Rogers’ employees volunteered in 
their communities and drew attention to crucial 
causes such as children’s safety. Environmental 
sustainability also ranked high on our agenda: we 
proactively managed the environmental impacts of 
our operations, with initiatives ranging from a nation-
wide cell phone recycling campaign to the installation 
of more efficient electrical, heating and cooling 
systems in our facilities. Last year we added muscle 
to our environmental program by establishing an 
Environmental Steering Committee to drive an across-
the-board agenda for carbon, waste and energy 
reduction, including setting targets.

Finally, our new Corporate Social Responsibility (CSR) 
Governance Committee is bringing greater oversight 
and strategic direction to material CSR issues that 
demand our attention, such as product responsibility 
and supply chain management. CSR is certainly an 
ongoing effort: we continually seek out opportunities 
to perfect and evolve our business for the better. In 
2011, we’ll continue to align business objectives with 
hallmarks of good corporate citizenship so that we 
improve our bottom line and create tangible benefits 

for stakeholders – and, in turn, further cement our ties 
with them. Forging and maintaining healthy relations 
– “sustainable connections” – with our stakeholders 
is about listening, understanding and respecting their 
diverse needs and interests, and responding in ways 
that are meaningful and transparent. 

The past half-century has been an incredible journey 
for Rogers. We will continue to deliver the best 
innovative services for our customers while working 
hard to be a sustainable and responsible business.  

 
 

NADIR MOHAMED 
President and Chief Executive Officer 
Rogers Communications Inc.
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Who We Are
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Headquartered in Toronto, Rogers Communications (TSX: RCI; NYSE: RCI) is a diversified  
Canadian communications and media company engaged in three primary lines of business. 

ROGERS COMMUNICATIONS

MEDIA
Rogers Media is Canada’s premier combination 
of category-leading radio and television 
broadcasting, publishing, sports entertainment 
and on-line properties. Our Radio group operates 
55 radio stations across Canada, while our 
Television properties include the five-station 
Citytv network; five multicultural OMNI Television 
stations; Rogers Sportsnet and Sportsnet ONE 
specialty sports television services licenced to 
provide sports programming across Canada; and 
The Shopping Channel, Canada’s only nationally 
televised shopping service. Our Publishing 
group produces well known consumer and 
trade magazines such as Maclean’s, L’actualité, 
Marketing and Canadian Grocer. Rogers Media’s 
Sports Entertainment assets include the Toronto 
Blue Jays Baseball Club and Rogers Centre, 
Canada’s largest sports and entertainment facility.

CABLE
Rogers Cable is a leading Canadian cable services 
provider. Our territory covers approximately  
3.5 million homes in Ontario, New Brunswick 
and Newfoundland and Labrador with 62% basic 
penetration of our homes passed. Our advanced 
digital two-way hybrid fibre-coax network 
provides the leading selection of on-demand and 
high-definition television programming including 
an extensive line-up of sports and multicultural 
programming. Rogers Cable pioneered high-speed 
Internet access and now 73% of our television 
customers subscribe to our high-speed Internet 
service, while Rogers Cable boasts approximately 
1.2 million residential and business telephony lines. 
Rogers Cable also includes a retail distribution 
chain which offers Rogers branded wireless, cable 
and home entertainment products and services.

WIRELESS
Rogers Wireless provides wireless voice and 
data communications services across Canada to 
approximately 9 million customers under the Rogers 
Wireless, Fido and chatr brands. We are Canada’s 
largest wireless provider and the only national 
carrier operating on both the global standard 
GSM and highly advanced 3G HSPA+ technology 
platforms. Rogers Wireless is Canada’s leader in 
innovative wireless voice and data services, and 
provides customers with the best and latest wireless 
devices and applications. In addition to providing 
seamless wireless roaming across the U.S. and 
approximately 200 countries internationally, we also 
provide wireless broadband services across Canada 
utilizing our 2.5 GHz fixed wireless spectrum. 



OUR ECONOMIC IMPACT 
In many significant ways, Rogers contributes to Canada’s economy:

•  Investing in people: In 2010, we employed 29,477 
people across Canada, invested $42.7 million  
in employee training and development and paid  
$1.78 billion in employee compensation. 

•  Investing in communities: In 2010, we contributed 
$62 million in charitable donations and gifts-in-kind 
to enrich our communities. As a large purchaser of 
supplies and services, we support other Canadian 
businesses and thousands of jobs in the supply chain. 
Rogers is also a major taxpayer: we paid more than 
$326 million in taxes last year.

•  Investing in innovation: Each year Rogers 
spends millions in technology investments (“capital 
expenditures”), including in our broadband and 
wireless networks across Canada. It’s because of our 
strong belief in continually investing in technology –  
$1.72 billion was spent in 2010 alone – that our 
wireless network reaches approximately 95% of the 
Canadian population, offering extensive coverage in 
both urban centres and local areas. 

•  Investing in shareholder value creation: Rogers 
is a public corporation that offers the opportunity for 
long-term value creation to thousands of shareholders,  
who benefit from our success. In 2010, for example, 
our annual dividend increased 10% from $1.16 to 
$1.28 per share.

MARkET PRESENCE

 188 CorPorAte reAL eStAte FACiLitieS

 513 CorPorAte retAiL LoCAtionS

 6,866 netWork SiteS

 55 rAdio StAtionS

 70+ MAGAzineS

 10 ConVentionAL tV CHAnneLS

 6 SPeCiALitY tV CHAnneLS

 9.0M WireLeSS CuStoMerS

 2.3M BASiC CABLe CuStoMerS

 1.0M teLePHonY CuStoMerS

 1.7M HiGH SPeed internet CuStoMerS

  Data as at December 31, 2010
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FINANCIAL HIGHLIGHTS

In millions of dollars, except per share data 2010 2009 2008

Revenue $ 12,186 $ 11,731 $ 11,335
Adjusted operating profit 1 4,653 4,388 4,060
Adjusted operating profit margin 1 38% 37% 36%
Adjusted net income 1 1,707 1,556 1,260
Adjusted basic earnings per share 1 2.96 2.51 1.98
Annualized dividend rate per share at year-end 1.28 1.16 1.00
Total assets 17,330 17,018 17,082
Long-term debt (includes current portion) 8,718 8,464 8,507
Shareholders’ equity 3,959 4,273 4,716

1 Adjusted operating profit is defined as net income before income tax expense, other income (expense), change in the  
fair value of derivative instruments, foreign exchange loss (gain), loss on repayment of long- term debt, debt issuance costs, 
interest on long-term debt, impairment losses on goodwill, intangible assets and other long- term assets, depreciation and 
amortization, integration and restructuring, settlement of pension obligations, foreign exchange gain (loss), adjustment for 
CRTC Part II fees decision, contract termination fees, other items net and stock-based compensation (recovery) expense.



Corporate Social Responsibility  
(CSR) at Rogers
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> SECTION 2



CSR Strategy and Governance

We take a short- and long-term view 
toward CSr. As a proactive corporate 
citizen for 50 years now, we work hard 
to be a positive force by creating social, 
economic and environmental value for 
our stakeholders, in ways that align with 
our business strategies. 

OUR CSR COMMITMENT 
One of our corporate priorities at Rogers is:  
We must protect and build Rogers’ reputation  
by being a good corporate citizen, and by always 
considering how our actions will promote Rogers 
as a great company to do business with. That 
statement articulates our overarching commitment 
to CSR. We strive to be both an innovative and 
responsible company for our customers and 
shareholders, a best-in-class employer for our 
people, a caring neighbour in the community and a 
steward of the environment. 

MakIng SenSe of SuStaInabIlIty: our MaterIal ISSueS  
Through continuous research and dialogue with our key stakeholders, we are proactive in understanding and 
responding to the CSR issues that are material to them and our business. At this time, we have identified seven such 
issues, summarized below and discussed throughout this report.

 We know that working for a socially responsible company is important 
to existing and prospective employees. They want an inclusive culture 
and workplace practices that deliver a great learning experience, a 
safe and accessible work environment, competitive compensation and 
an exciting career. 

Community groups rely on us for funding and volunteer support. 
Stakeholders expect us to give back to the communities in which we 
live and operate.

Customers expect us to be open, honest and transparent with them at 
all times, from details on our pricing and products to clear marketing 
materials explaining how we’re protecting their privacy and security.

Stakeholders expect us to have relationships only with contractors 
and dealers who adhere to similar values and ethical standards of 
corporate conduct as we do. Prospective and existing suppliers 
expect us to have a fair selection process in place, as well as efficient 
processes for payment.

Customers expect us to provide safe, reliable and responsible 
products, services, content and facilities, while paying close attention 
to their environmental impact and overall life cycle.

Stakeholders expect us to recognize the magnitude of issues around 
climate change and to have programs in place to reduce our carbon 
footprint. As a large publisher of print magazines, stakeholders want 
to know we’re responsibly managing our paper footprint too.

Shareholders, investors, governments and community leaders expect 
us to have a strong CSR vision, strategy and management system in 
place.

employee  
relations 
 
 

Community  
investment 

Customer  
transparency 

ethical supply  
chain 
 
 

Product  
stewardship 

Climate change /  
environment 
 

CSr vision,  
strategy, systems

See Employees  

section. 

 
 

See Community &  

Society section.

 
See Customers  

section.   

See Suppliers  

section.   
 
 

See Customers  

and Environment  

sections.

See Environment  

section.   
 

See CSR at Rogers  

section.  

2010 HIGHLIGHTS

>  Established CSR Governance Committee 
along with six subcommittees, each  
focused on a CSR priority.
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MATERIAL ISSUE STAkEHOLDER NEEDS AND EXPECTATIONS ACTIONS IN 2010



CSR Governance and Accountability

rogers has an integrated sustainability 
structure. We enhanced it in 2010 by 
establishing a cross-functional CSr 
Governance Committee. 

The CSR Governance Committee is led by  
Rob Bruce, our President of Communications,  
and comprises representatives from key business 
units. Its role and function is to set strategic 
direction and oversee Rogers’ CSR issues, 
performance and progress. The CSR Governance 
Committee held its first meeting in August 
2010 and meets bi-monthly. There are six 
subcommittees, each led by a Rogers executive, 
which targets material CSR areas (refer to chart).   

CSR is managed within our company’s overall 
framework of good governance and internal 
controls. The Board of Directors is responsible 
for the stewardship of the Company, including 
approving goals, objectives and strategies. 

The Corporate governance Committee 
develops, recommends and establishes sound 
corporate governance policies and practices. We 
are a family founded and controlled company 
and take pride in our proactive and disciplined 
approach toward ensuring that Rogers’ governance 
structures and practices are deserving of the 
confidence of the public equity markets. 
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CSr benefItS for rogerS:

MORE ON THE WEB

> Enhances the Rogers brand

>  Improves long-term value for our  
customers and shareholders

>  Engages our employees and creates  
source of pride

>  Reduces regulatory and reputational risks

> 2010 ANNUAL REPORT

> CORPORATE GOVERNANCE PRACTICES

> ROGERS BUSINESS CONDUCT POLICY

> CSR AT ROGERS

> EXTERNAL COMMITMENTS

Ethics and Integrity

CSr values and principles are woven throughout our company policies, practices and 
management systems – starting first and foremost with the Rogers Business Conduct 
Policy and extending to the Rogers Supplier Code of Conduct – influencing everything 
from how we treat our customers and employees to the way we source, develop and 
advertise our products.

ROGERS BUSINESS CONDUCT POLICY  
This comprehensive policy outlines the values, ethics 
and business conduct expected of Rogers employees 
in their dealings with customers, vendors, the public, 
fellow employees and other stakeholders. The policy is 
posted on Rogers’ website and addresses issues such 
as respect and dignity in the workplace, environmental 
responsibility, confidentiality, anti-corruption 
procedures and protection and proper use of company 
assets. There’s also a comprehensive section on 
conflicts of interest, which describes the types of 
activities and situations that employees must avoid, 
such as accepting and providing gifts, favours or bribes 
to influence a decision. 

All Rogers’ employees must review, understand and 
fully comply with this policy, as well as complete 
annual on-line training to refresh their knowledge. We 
carefully monitor training completion rates, among new 
and existing employees, and perform audits to verify 
that we are 100% compliant. Failure to adhere to any 
and all provisions of the Rogers Business Conduct Policy 
may result in discipline up to and including termination 
of employment and/or legal action.

WHISTLEBLOWER PROGRAM 
We have a strong whistleblower program in place. 
Employees are expected to report any suspected 
business, ethical and/or financial misconduct to the 
Rogers STAR Hotline, which allows for anonymous 
reporting if desired. Management carefully 
investigates ALL reported incidents, regardless of 
the employee’s status.
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http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowAnnualReportAction&_pageLabel=IR_LANDING
http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowGenericFlexibleZoneAction&investor_1_1subAction=showCGPracticesAction&_pageLabel=IR_LANDING
http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowGenericFlexibleZoneAction&investor_1_1subAction=showCGGuidelinesAction&_pageLabel=IR_LANDING
http://your.rogers.com/aboutrogers/csr/overview.asp
http://www.rogers.com/web/content/ExternalCommitments <http://www.rogers.com/web/content/ExternalCommitments


Stakeholder Engagement 

We consult with our stakeholders because we value their opinions. But we also involve 
and partner with stakeholders to tackle important social issues and to assist us in 
creating better products.  

OPEN ENGAGEMENT IS vITAL 
As a multi-faceted business, Rogers has a wide range of 
stakeholders interested in our performance. We engage 
with them using diverse channels of communication. 
Doing so helps us develop strong connections, continually 
refreshes our way of thinking so that we remain innovative 
and responsive, and allows us to better understand how 
and where to focus our CSR investments.  

2010 HIGHLIGHTS

>  Engaged with stakeholders through a wide 
range of communication and feedback avenues

>  Provided feedback channel on CSR for external 
groups and employees through corporate  
CSR email account

>  Continued to communicate with customers 
through social media channels

>  Conducted one-on-one meetings with 
community groups, advocacy groups and 
investors

ROGERS COMMUNICATIONS INC.   2010 CORPORATE SOCIAL RESPONSIBILITY REPORT  SECTION 2  /  13

> STRONG, SUSTAINABLE RELATIONSHIPS

> INNOvATIvE SOLUTIONS

> PROFITABLE CORPORATE GROWTH

> POSITIvE SOCIETAL CONTRIBUTIONS

> CONTINUOUS IMPROvEMENT

ENGAGING WITH STAkEHOLDERS

CUSTOMERS

COMMUNITIES 
& SOCIETY

SUPPLIERS

ENvIRONMENT

EMPLOYEES

SHAREHOLDERS 
& INvESTORS



• Office of the Ombudsman 
• Customer Satisfaction surveys (CSAT) 
• Focus groups 
• Emails, letters, telephone calls 
• Complaint resolution process 
• Social media channels

•  Employee surveys and focus groups, including Employee 
Engagement survey

• One-on-one employee/manager discussions
• 360-degree feedback process
• On-line live chats with executives
• Town halls
• Employee intranet, blogs, forums

• Meetings with environmental groups
• Engagement with environmental consultants
• Emails, letters, telephone calls
• Employee participation

• Outreach programs
•  Partnerships with community groups and not-for-profit 

organizations
• Emails, letters, telephone calls
• Employee volunteerism
• Memberships
• Relationships with government officials and regulatory bodies
•  Participation in multi-stakeholder conferences, forums  

and research initiatives

• Interaction with Rogers’ Procurement team
• Emails, letters, telephone calls
• Site visits to factories and supplier offices

• Shareholder information events
•  Meetings and feedback sessions with mainstream  

and socially responsible investor groups
• Investor surveys and consultations
• Emails, letters, telephone calls

Customers 
 
 
 
 

employees 
 
 
 
 
 

environment 
 
 

Community  
& Society 
 
 
 
 
 
 

Suppliers 
 

Shareholders 
& investors

MAIN STAkEHOLDERS FORMS OF ENGAGEMENT
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STAkEHOLDER FEEDBACk 

feedback from stakeholders is absolutely critical 
to rogers. Without it, we wouldn’t know how 
we’re doing, what’s important and what’s a 
problem or concern. Here are just a few of the 
avenues we’ve established for stakeholder input: 

> Customers 
Office of the Ombudsman: Our Ombudsman provides 
our customers with a fair and impartial mediator. 
Neither an advocate for Rogers nor its customers, the 
Office reviews customer disputes for all our businesses 
and operates independently of Rogers’ customer 
service department. 

Social Networks: Rogers has a dedicated social media 
team to engage with customers looking for help in  
on-line forums and micro blogs, including Twitter  
and Facebook. 

Customer Satisfaction surveys (CSAT): We conduct 
regular CSAT surveys, both overall and by key business 
areas, to gauge customer satisfaction with their Rogers 
relationship and our service delivery. We also conduct 
regular transactional surveys, which allow customers 
to comment on recent dealings they have had with us, 
ranging from calls made to our Credit Operations group 
to service installation provided by a technician.  

Stakeholder Engagement continued
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> employees 
We have regularly scheduled live on-line ‘chats’ with 
our senior leaders, allowing our employees to ask 
questions in real time. 

Across Canada, we host Town Hall sessions in which 
employees can attend and listen to our senior leaders 
speak about the strategic direction and priorities for 
the company and industry issues. Employees are  
invited to submit questions in advance or live at the 
Town Hall, and those who cannot attend in person can 
view a webcast. 

Employee “jams” allow our people to provide ideas or 
insight into an issue facing the company, such as ways 
to reduce spending. 

Every 18 months we conduct a company-wide 
Employee Engagement Survey. Administered by a third 
party, employees can give their confidential feedback 
on the work environment, growth and development, 
direction and communication, teamwork and the 
customer experience. The survey also benchmarks 
Rogers against other companies. The Senior Leadership 
team is presented with the results and managers 
are able to view the results on-line. Executives and 
managers must develop action plans to address gaps 
and issues identified in the findings. Our last survey 
was undertaken in fall 2009 and the next is planned for 
spring 2011.  

> Community 
We continually engage with our communities and 
community partners. Last year, for instance, we 
commissioned leading research firm The Strategic 
Counsel to conduct a poll to assess Rogers’ community 
channel programming and content. We were pleased 
to learn over 70% of Rogers Communications’ (RCI) 
cable customers strongly value their Rogers community 
television service. A full 89% of Rogers customers 
agreed that the community channel should provide 
programming that is relevant to all of the community.

We are members of Canadian Business for Social 
Responsibility and Imagine Canada, giving us 
opportunities to dialogue with the CSR community and 
engage with our peers on the issues. We are also a 
member of the Canadian Wireless Telecommunications 
Association.

Stakeholder Engagement continued

MORE ON THE WEB

> CSR AT ROGERS

http://your.rogers.com/aboutrogers/csr/overview.asp


Year in Review

> SECTION 3
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CUSTOMERS

2010 HIGHLIGHTS

>  Created wireless handset protection  
guarantee program, a first in Canada.

>  Established Live Agent service for small 
businesses.

>  Launched RedBoard, the official blog of 
Rogers, which has garnered widespread 
customer participation.

>  Introduced Doro PhoneEasy, first mobile  
phone in Canada exclusively for seniors.

>  Created a Multicultural Marketing Council.

>  Won five Relationship Marketing awards (Fido) 
from the Relationship Marketing Association. 

In our quest to earn customers’ 
loyalty, we are continually looking 
for ways to enhance the customer 
experience and make it easier to 
do business with us. 



OUR APPROACH 
Our goal is to bring customers the latest technology 
and services that are designed for them, offer choice 
and meet their high expectations. At the same time, we 
work hard to protect and educate our customers, while 
developing and providing products responsibly. 

The Rogers Customer Commitment is a pledge of eight 
principles – developed with the ideas and suggestions 
of our employees and customers – stating clearly what 
Canadians can expect when they choose Rogers: 

> We stand behind our products.

> We listen. And we empower our people to help you.

> We give you more choices.

> We help you understand your purchase. 

> We put innovation to work for you. 

> We keep you connected. 

> We will protect your information. 

> We believe in doing the right thing. 

ENHANCING THE CUSTOMER EXPERIENCE  
We delivered a number of initiatives in 2010 to 
strengthen the customer experience: 

Our Office of the Ombudsman worked with different 
departments to bring about 17 policy changes that 
make it easier for customers to do business with us. 
The Ombudsman reviewed all 1,893 customer queries 
he received and resolved 95% of them, with 5% still 
pending as of year end. 

For small and medium-sized business customers, we 
created Live Agent. The first Canada-wide business 
assistance of its kind, the new service allows customers 
to bypass voice response systems to connect with 
an agent specially trained to meet their service and 
product needs. Additionally, we launched RedBoard 
Biz, a dedicated blog for small business where owners 
can discuss relevant topics that impact them.

For wireless customers, we unveiled a handset 
protection guarantee program. It provides a 
courtesy device until a replacement or repair is 
available and enables eligible customers to quickly and 
inexpensively replace lost or broken wireless devices. 
The program is a first in Canada and responds to our 
customers’ desire to always stay connected.

For frequent travellers to the U.S., we announced  
new low-cost North American wireless data  
roaming plans.

For value-oriented urban consumers, we launched a 
set of no-frills unlimited wireless talk and text services 
under a new wireless brand called “chatr”.

let’S talk: rogerS unWrapS redboard blog 

In March 2010, we unveiled RedBoard™, the official 
blog of Rogers Communications. This is where we 
geek out about the latest technology, explain our 
services and policies, and answer customer 
questions. We asked customers to participate by 
sharing their views, the good feedback and the bad. 
After all, the name RedBoard is a metaphor for 
whiteboards used for collaboration. 

Customers took up our invitation with a passion 
that exceeded our wildest expectations. Based on 
our research of other company blogs, we were 
expecting about five to ten comments per post. 
Instead, an average RedBoard post receives close  
to 100 comments. In the first year we had more 
than one million site visits to RedBoard and more 
than 10,000 comments. Thanks to our customers 
for making RedBoard a thriving community of  
two-way dialogue!

ROGERS COMMUNICATIONS INC.   2010 CORPORATE SOCIAL RESPONSIBILITY REPORT  SECTION 3  /  18

Customers



Customers continued

SERvING DIvERSE COMMUNITIES  
While Rogers has offerings with broad consumer 
appeal, we also cater to many niche communities  
such as visible minorities, people with disabilities  
and seniors. 
 
Multicultural programming 
As part of Rogers Media, we produce and broadcast 
a wide variety of multilingual and multicultural 
programming through our television and radio 
stations, including funding for original independent 
productions. There are 85 multicultural channels in 
over 20 languages available through Rogers Cable, 
including more than 30 South Asian offerings. Rogers 
OMNI Television was the first Canadian multilingual 
broadcaster to digitally stream its newscasts to five 
non-official language communities each weekday, 
including Cantonese, Italian, Mandarin, Portuguese and 
South Asian editions. 

Last year we also created a Multicultural Marketing 
Council, made up of nearly 200 Rogers employees who 
speak over 35 languages, to give us valuable insights 
into ethnic cultures.  
 
accessible products and Services 
Technology is a great way to improve access, freedom 
and empowerment for many segments of our society, 
including persons with disabilities. We strive to make  
all customer ‘touch points’ as accessible as possible. 
That means, for instance, ensuring that our Rogers 
stores meet accessibility standards with wheelchair 
ramps and automatic doors, and delivering customer 
service options on-line, which help persons with  
limited mobility. 

Rogers’ accessibility products include:

>  A variety of phones with accessibility features such 
as screen reader software, touch screens, TTV and 
hearing aid compatibility and voice commands

>  Alternative billing formats (Braille, large print, 
electronic)

>  Voicemail to text service
>  Message relay service, including TTY and IP Relay
>  VoicePrint
>  Described video service (DVS) programming
>  Big-button remote controls pre-programmed  

to provide single-button access to DVS content

In 2010, Rogers launched Canada’s first mobile phone 
designed specifically with seniors in mind, the Doro 
PhoneEasy. Senior-friendly features include a large, 
clear keypad with separated keys, a programmable 
emergency key, a large and easy-to-read colour display, 
and extra loud handset volume with hearing aid 
compatibility. 

We also developed a “Special Needs” section on our 
website, which provides information about all of our 
accessible product and service offerings. 

Also last year, Rogers met with disability advocacy 
groups to receive feedback on current product and 
service accessibility, as well as to understand the 
needs of the community. In addition, we participated 
on a CRTC working group of representatives from 
the distribution and broadcasting sectors, with a 
mandate to develop recommendations for improving 
the accessibility and promotion of described 
programming. We also brought the Rogers on Demand 
TV experience to the Internet (Rogers on Demand 
On-line), enhancing accessibility with “TV Everywhere” 
functionality for our customers. 

ROGERS COMMUNICATIONS INC.   2010 CORPORATE SOCIAL RESPONSIBILITY REPORT  SECTION 3  /  19

DIvERSITY HIGHLIGHTS FROM 2010

>  Rogers was an official broadcaster for the 2010 
Olympic Winter Games. Throughout the two-
week event, we provided over 100 hours of 
television coverage in seven different languages: 
Cantonese, Mandarin, Italian, Portuguese, 
Punjabi, Polish and Ukrainian. 

>  We funded three public service announcements 
designed to combat racism. The spots were 
versioned into Cantonese, Italian, Mandarin, 
Polish, Portuguese, Spanish, Tamil and Urdu to 
span a range of Canada’s ethnic communities. 

>  In partnership with the Aboriginal Human 
Resources Council, we helped promote their 
Inclusion Works ‘10 event.

>  We introduced a weekly Aboriginal radio 
program called Bamoseda (“walking together” 
in the Anishinabe language) to discuss important 
issues from a First Nations perspective. 



PROTECTING CUSTOMERS

privacy and Security  
We maintain strong privacy practices and security 
systems, and regularly review and update them to 
ensure customers and their information are protected 
at all times. Privacy is addressed both in our business 
conduct guidelines and in a standalone privacy policy. 
We provide our employees with privacy training and 
require their compliance with Rogers’ privacy practices 
as a condition of employment. 
 
Health and Safety  
We are unwavering in our focus on customer health 
and safety:

>  Internal product review plans are in place to address 
any product issues (e.g., recalls or product tracking 
systems).

>  We are sensitive to the concerns of families with 
young children. At Rogers Plus locations, for example, 
we honour our Pledge to Parents to help them ensure 
that their children cannot access inappropriate film 
and video game content. Parents may also add 
restrictions to their accounts so their children can 
only rent parent-approved material. Rogers Cable 
services include a four-digit code to prevent children 
from viewing age-restricted video-on-demand 
services.

>  We also promote responsible driving through a 
dedicated section on our website and information 
materials to avoid using cell phones unless in a 
hands-free position while behind the wheel.

Some customers have enquired about the health 
effects of radio frequency fields (also known as electro-
magnetic fields) and microwave radiation emitted 
from mobile phones and our towers. Rogers follows 
all Canadian government guidelines and requirements 
as they relate to wireless device signals and antenna 
towers. Numerous studies on the effects of radio 
frequency fields, as well as ongoing monitoring by 
the World Health Organization, show no evidence of 
any health risks for adults or children. Rogers has also 
helped to fund and provided customer data to the 
Canadian portion of the WHO’s Interphone Study with 
the primary objective of determining if a correlation 
exists between cell phone usage and incidence of 
adult leukemia and brain tumors. The Interphone Study 
results found no increased risk of brain cancer among 
participants and recommended more future research. 
 
transparency and responsible Marketing 
Enshrined in the Rogers Business Conduct Policy is  
our commitment to “promote full, fair, accurate,  
timely and understandable disclosure”. We want to 
help our customers understand the products and 
services they purchase.

We develop and review our advertising materials, 
sales literature and product operating instructions 
in line with standards mandated by the Consumer 
Packaging and Labeling Act, the Competition Act 
and other applicable legislation. All of our customer 
service employees are trained to provide clear and 
transparent explanations of Rogers’ prices and any 
additional charges or fees that are applicable. To 

ensure that our marketing communications meet high 
ethical standards and regulatory requirements, we are 
a member of the Canadian Marketing Association and 
our communication materials are subject to extensive 
internal review.

 
INvESTING IN INDUSTRY-LEADING NETWORkS 
The spirit of innovation is at the heart of our legacy at 
Rogers. We continued to push the envelope last year by 
increasing the speed of our national 3.5G HSPA wireless 
network, and today provide wireless speeds of up to 
21Mbps to approximately 90% of Canada’s population. 
We expanded our wireless broadband footprint in 
rural parts of the country by crafting additional HSPA 
network sharing arrangements. 

We began trials late in 2010 of a true fourth generation 
(4G) wireless technology LTE, which enables lightning-
fast HD video streaming, gaming, communications, 
transactions and other connected experiences through 
mobile Internet, similar to what Canadians currently 
experience at home and at work. The trial results to  
date have reaffirmed our view that LTE is the 
groundwork for our customers to do even more  
in the future. 

Customers continued
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2010 CSR SCORECARD

Customers continued
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 •  Improved the customer service technology used by our frontline employees to better support  
customer needs and track issues and trends.

 •  Increased the speed and number of customer calls resolved and reduced problem resolution time.
 •  Invested in customer retention and product development initiatives.
 •  Launched handset protection guarantee program.
 •  Introduced new services and support tools for small and medium-sized business customers.
 •  Launched a new Interactive Voice Response (IVR) system designed with our customers in mind.  

The system introduces improved call routing accuracy and an enhanced suite of self-service features  
to help reduce both transfers and time customers spend on the phone with us.

 •  Redesigned our Rogers and Fido IVR system for prepaid wireless customers, making it easier to  
navigate and focus on the options that customers choose most often.

•  Promoted “Term/No Term” prices for all devices in all advertising and marketing materials.
•  Provided real time access of customers to their usage activity via rogers.com/myaccount. 

•  Maintained high health and safety standards in all of our stores.
•  Maintained strong privacy and security policies, practices and training. 

•  Enabled customers to manage their Rogers Home Phone and Internet accounts  
in their own language.

•  Offered the chance to order multicultural TV channels before they launched.
•  Introduced new weekly Aboriginal radio program.
•  Broadcast 2010 Olympics in seven languages.
•  Created Multicultural Marketing Council.

•  Introduced new Doro phone for seniors.
•  Launched new Special Needs section on our corporate website.
•  Met with advocacy groups to find out needs for customer service, web and product accessibility.

Achieved             Made Progress             Not Achieved

enhance the overall customer 
experience and increase levels  
of customer satisfaction 
 
 
 
 
 
 
 

Strengthen disclosure on our sales 
and marketing practices, pricing, 
claims and product safety

Provide a safe and healthy 
environment in stores and  
protect privacy at all times

expand rogers’ diversity 
offerings 
 
 
 

improve the accessibility of our 
products and services

WHAT WE SAID WHAT WE DID PROGRESS



Customers continued
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We identified a billing inaccuracy affecting up to 
5% of customers participating in the Better Choice 
Bundles discount program. Approximately 200,000 
customers received greater discounts than they 
were eligible for, while roughly 300,000 customers 
were under-discounted.

We worked quickly to identify and correct the cause of 
the inaccuracy, which was the result of an administrative 
error and system related issues. 

We notified the affected customers by letter and 
refunded approximately $30 million in total to the 
under-discounted customers, including interest and 
taxes. For the customers who received greater discounts 
than they were eligible for, we waived the historical 
under-payments and applied the correct discount 
moving forward.

We enhanced our processes and safeguards to help 
prevent a recurrence, including the rollout of an 
employee retraining program, the introduction of a daily 
audit to review new customers joining the program 
and implementing recommendations identified by 
PricewaterhouseCoopers LLP following an independent 
analysis of the relevant billing data.

CHALLENGES IN 2010 OUR RESPONSE
DIRECTION IN 2011

> Consistently improve customer service. 

>  Provide a safe and healthy environment in stores  
and protect privacy at all times.

>  Continue to improve the accessibility of our products 
and services.

>  Continue to: 
• Clarify billing and charges by simplifying rate cards.

 •  Simplify contracts to ensure customers understand 
terms and benefits.

 •  Promote greater flexibility in contract terms.
 •  Introduce new product solutions to simplify long 

distance and roaming charges.
 •  Provide flexibility in how customers can consume 

data and access content.

AWARDS IN 2010

>  Fido won 5 awards from the Relationship 
Marketing Association including “Campaign  
of the Year”

>  Rogers received the Retail Advertising and 
Marketing Club (RAC Canada) award for  
“Best Retail Advertiser in the Mobile/
Telecommunications Category for 2009”

MORE ON THE WEB

> MULTICULTURAL PROGRAMMING

> PRIVACY POLICY

> SECURE SHOPPING GUARANTEE

> ROGERS PLUS PLEDGE TO PARENTS

> RESPONSIBLE DRIVING

> SPECIAL NEEDS

> ROGERS CUSTOMER COMMITMENT

http://www.rogers.com/web/content/personal-programming/multicultural?content10=multi_free_preview
http://your.rogers.com/privacy1.asp?shopperID=V1MAGD14K2CW9K9FM2M49X3335072K56
http://www.rogersplus.ca/kids/kids_pledgetoparents.asp
http://www.rogers.com/web/content/wireless-safe
http://www.rogers.com/web/content/support-terms/secure-shopping
http://www.rogers.com/web/content/special-needs
http://www.rogers.com/web/content/support-terms/customer-commitment


2010 HIGHLIGHTS

>  Invested $1.78 billion in employee salaries 
and benefits.

>  Spent $42.7 million in employee training  
and career development.

>  Upgraded our Wealth Accumulation Plan to 
give employees greater pension benefits. 

>  Launched a new performance management 
system so employees can better track their 
objectives and progress with their managers.

>   Relaunched an improved Rogers Women’s 
Network.

>  Named a Top Employer for Young People  
and a Top Employer in Greater Toronto  
by MediaCorp.

EMPLOYEES
We invest in progressive workplace 
programs to create a vibrant 
organization of diverse, engaged 
and innovative-minded people. 



OUR APPROACH 
As an employer of nearly 30,000 employees, one of 
our highest priorities is creating a great place to work. 
We want employees to view working for Rogers as 
more than just a paycheque. 

It’s our mission to build a strong, inclusive work  
culture that provides a wide range of training and 
development programs, health benefits, financial 
incentives and career opportunities that matter  
most to our employees. 

* Note: Total number of employees fell in 2010 due to 

corporate reductions (associated with operational efficiencies 

and the integration of our Cable and Wireless organizations), 

which had been announced in 2009 but took place in 2010,  

as discussed in Rogers’ 2009 CSR Report.
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2010 EMPLOYEES BY REGION

Alberta 1,121
British Columbia 2,239
Manitoba 257
New Brunswick 1,362
Newfoundland 233
Nova Scotia 95
Ontario 20,451
PEI 6
Quebec  3,417
Saskatchewan 108
Yukon 10

US 178

TOTAL 29,477

EMPLOYMENT TYPE

 2010 2009 2008

Full-time 22,774 23,269 23,385

Part-time and contract 6,703 7,248 7,175

Total 29,477 30,517 30,560

FINANCIAL AND HEALTH BENEFITS 
Our compensation programs are designed to recognize 
employee contributions, support business values 
and strategies, and encourage staff to focus on 
performance and career development. We participate 
in outside salary surveys annually so that salary levels at 
Rogers remain competitive. 

Rogers offers a comprehensive benefits plan that 
provides employees and eligible dependents with 
extensive healthcare and financial benefits. All benefits 
are effective immediately for full-time employees and 
after three months continuous service for part-time 
employees. 

We have a variety of recognition programs. One 
example is our Customer 1st program, which 
recognizes Rogers employees who put the customer 
first every day and at every opportunity. Sixty Customer 
1st Champions are chosen each year across the 
company, based on on-line nominations made by 
employees. The program has a set prize structure.

benefItS at rogerS InClude:

>  Health benefits plan in which employees can 
customize their coverage and Rogers pays 
75% of the premiums

>  Defined benefit pension plan for new 
employees, with company contributions  
to 4% of salary

>  Share purchase plan for all employees  
(up to 10% of annual pay), with graduated 
company match

>  Group RRSP

>  Employee discounts up to 50% on all Rogers’ 
products and services, including magazine 
subscriptions; wireless, cable, home phone 
and Internet service; video rentals; Toronto 
Blue Jays tickets; and items from The Shopping 
Channel

>  Preferred rates and placement for child care 
and elder care through a partnership with  
a national child care provider

Employees



Employees continued

EMPLOYEE WELLNESS

Health and Safety 
Rogers is dedicated to providing a safe and healthy 
work environment for our employees, contractors, 
volunteers and the general public. 

>  We maintain a Health & Safety Policy (H&S) and 
related procedures to recognize the various health 
and safety codes, regulations, acts, standards and the 
Rogers H&S Procedures. H&S topics are also covered 
in formal agreements with worker unions. 

>  All levels of senior management are responsible for 
promoting and improving H&S performance within 
their operations.

>  We operate 65 joint management-worker health 
and safety committees across Canada, representing 
100% of our workforce, which help monitor and 
advise on our health and safety programs. 

>  Employees complete a wide variety of safety training, 
including e-learning programs, to ensure that they 
have the appropriate knowledge to safely complete 
their tasks.

>  There is an active H&S Committee or representative 
at each Rogers worksite, and we maintain procedures 
and perform inspections to safeguard the health and 
safety of our technicians and field staff. 

>  We set performance goals and targets for each 
Rogers business and evaluate our performance on an 
annual basis. 

Wellness programs 
“Bwell” is a comprehensive wellness website for 
Rogers employees and their families. There are articles 
on nutrition, stress, fitness and other topics; contact 
details for Rogers’ wellness representatives in each city; 
and health tools like a calorie calculator, body mass 
index calculator and heart rate calculator.  

At our headquarters in Toronto and Rogers Park in 
Brampton, Rogers has medical centres staffed with 
general practitioners, nurses, chiropractors and 
physiotherapists, as well as fitness centres. In 2010, 
a massage therapy room was built and we hired an 
onsite Registered Massage Therapist. We also host a 
Health and Safety Fair every year to deliver guidance on 
personal health and wellness.

We offer the voluntary Employee and Family Assistance 
Program (EFAP), which provides confidential counseling 
and information on personal, work-related and 
behavioural health concerns, including serious diseases. 
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Employees continued

LEARNING AND DEvELOPMENT
We have a dedicated Learning Team at Rogers focused 
on preparing employees for the future by creating 
tailor-made initiatives relevant to employees’ needs  
and development. Employees have access to more  
than 3,500 on-line and classroom-learning activities. 
Core training programs include:

>  Managing Matters, our management development 
curriculum;

>  Leadership Matters, for Director-level employees;

>  Stellar Service, for customer service representatives; 
and

>  My E-Learning, which offers a wide range of courses 
– focused on Rogers Core Competencies of Customer 
Focus, Teamwork, Communication, Accountability 
and Innovation – that employees can complete at 
their own pace. 

We also support education taken outside of Rogers, 
covering 100% of tuition for courses related to an 
employee’s position and 75% of tuition for courses 
not related to an employee’s position, with no annual 
maximum amount for either.

In 2010, we launched a new on-line Performance 
Management system, called SuccessFactors, to drive 
alignment of objectives throughout the company and 
to improve feedback to employees on performance 
and employee development. For certain groups in the 
company, we administer a mid-year annual review 
process, in addition to the year-end performance 
review for all employees. Information from our 
performance review system flows into our on-line base 
and bonus tool to help determine appropriate pay 
increases and bonus levels for individual employees.

“ It is the right of all Rogers 
employees to perform in a 
workplace environment free of 
harassment and be treated with 
dignity and respect. It is the duty 
of all Rogers employees and the 
company at large to do everything 
in our power to respect and to 
ensure that right.”  
 
TED ROGERS, FOUNDER 
ROGERS COMMUNICATIONS INC.
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Employees continued

DIvERSITY AND INCLUSIvENESS
We are dedicated to diversity and inclusiveness and 
continue to make progress in this regard. For example, 
we are a leading employer of visible minorities: 31.8% 
of our employee population in 2010 were members of 
a visible minority group, exceeding the relevant labour 
force availability of 22.8%. An ongoing challenge 
is increasing our representation of persons with 
disabilities, which remained at 1.3% in 2010, below the 
external labour pool of 4.5%. 

diversity Management program 
Through our Diversity Management Program, we 
develop diversity and employment equity plans and 
goals, including steps to address any representation 
gaps. Key elements of our planning include reviewing 
Rogers’ employment systems, including all policies, 
practices and procedures that relate to hiring, 
recruitment, job evaluation, compensation, training 
opportunities, promotions, transfers and terminations. 
The Senior Vice President & Chief Human Resources 
Officer is responsible for implementing the Diversity 
Management Program. 

diversity training and Communications 
Employees and managers receive comprehensive 
diversity training, including on cross-cultural issues  
and accommodation. We have two professional 
education programs – Diversity: What Managers  
Should Know; and Diversity: What Employees Should 
Know. All staff are required to complete at least 
one of these programs and subsequent training 
and development efforts serve to provide updated 
information and reinforce corporate policies.

diversity partnerships 
We partner with community groups to support the 
goals of our diversity and inclusiveness strategy.  
For example:

>  Rogers is an active member of the Strategic Alliance 
for Broadcasters for Aboriginal Reflection (SABAR), 
which gives us insights into the recruitment, career 
development and retention needs of aboriginal 
peoples. Citytv is also SABAR’s television sponsor. 

>  We participate in Human Resources Development 
Canada’s annual job fairs to hire people with 
disabilities and co-sponsor “Wellsizing the 
Workplace”, a two-day symposium for employers, 
agencies and people with disabilities.

>  Rogers was a sponsor and exhibitor at the 2010 
South Asian career fair in Mississauga, with recruiters 
attending to showcase employment opportunities at 
Rogers.

>  We sponsored the 2010 People in Motion Show 
to encourage the full participation of people with 
disabilities. 

>  In partnership with Nova Scotia Community College, 
the annual Rogers radio entrance scholarship is 
provided to eligible students from African and First 
Nations backgrounds entered in the Radio and 
Television arts program.

>  Our partnership with Catalyst, an organization 
dedicated to expanding opportunities for women 
in business, was renewed in 2010 to provide 
consultation and guidance in building inclusive 
workplaces.
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DIvERSE RECRUITMENT

In 2010, 74.8% of the new employees hired were 
from the four designated employment equity groups 
(women, Aboriginal Peoples, visible minorities and 
persons with disabilities).



Employees continued

We’re also involved in many internship programs. 
Through our ongoing partnership with Career Edge, 
last year we provided internships to two recent 
immigrants to Canada through the Career Bridge 
program. OMNI Alberta provided an internship to a 
student of ethnic origin from the Northern Alberta 
Institute of Technology, while Citytv Winnipeg hosted 
an Aboriginal student for a four-week internship as 
part of the National Screen Institute’s “Aboriginal 
Journalism” program. Our Toronto radio stations have 
an internship program with a goal of ensuring that a 
minimum of 30% of the interns each year are from 
diverse backgrounds. 

rogers Women’s network 
In February 2010, we relaunched an improved Rogers 
Women’s Network (RWN) following extensive employee 
interviews and a study of other women’s networks. The 
RWN has a clearly defined vision to positively impact 
the culture at Rogers, promote women to contribute 
diversity of voice to the executive and leadership levels 
of the organization, and create a connectedness of 
women throughout all Rogers operating divisions. 

Comprised of women at the Director level and above, 
the RWN has a national governance team with 
representation from all business units. In 2010, the 
RWN held several networking events and piloted the 
Taking the Stage Professional Development Program, 
administered by the Humphrey Group, in which 33 
women at Rogers participated and gained skills to 
advance their careers. RWN also pledged support 
for Rotman School of Management’s Back to Work 
Program, which helps ease the transition for women 
returning to business; several Rogers women also 
volunteered their time toward the program. 

rogers buddy program 
To help new hires understand our workplace and 
culture, we’ve set up the Rogers Buddy Program. A 
“buddy” creates a positive, welcoming experience to 
assist all new employees, regardless of background, 
ethnicity or ability, in transitioning to their new work 
environment. 

Accommodation 
Rogers continually accommodates its workforce by 
consulting with employees on their individual needs. 
In 2010, we implemented 415 accommodations 
for employees with disabilities and 141 ergonomic 
assessments. We accommodated pregnant women 
through modified work schedules and tasks, as well as 
ergonomic chairs/stools for healthier physical support. 
These accommodations helped remove barriers 
for designated groups and improved their working 
environment, demonstrating the importance of 
inclusiveness at Rogers.
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DIvERSITY BY THE NUMBERS

   Canadian Labour Force  

Group 2010 2009 Availability*

Women 42.1% 42.9% 48.2%

Visible Minorities 31.8% 31.6% 22.8%

Persons With Disabilities 1.3% 1.3% 4.5% 

Aboriginal Peoples 1.0% 0.9% 1.3%

* Based on Government of Canada 2006 census data.

MAkING A DIFFERENCE FOR WOMEN

In recognition of her efforts over the past 10 
years to promote the advancement of women 
in the communications and media sectors in 
Canada, Pam Dinsmore, Rogers Vice President, 
Regulatory, was presented with a World of 
Difference 100 Award last year by the 
International Alliance for Women. Pam served 
three years as a Chair of the Canadian Women 
in Communications organization, and currently 
chairs the Rogers Women’s Network. 



Employees continued

Human rights and labour relations 
We have policies and programs to respect, promote 
and protect the human rights of our employees. Our 
business conduct guidelines, for instance, clearly state 
that Rogers will not tolerate discriminatory acts or 
practices, by any of its employees, on the grounds of 
race, national or ethnic origin, colour, religion, age, 
sex, marital status, family status, sexual orientation, 
pardoned conviction or disability. Rogers abides by the 
Canadian Human Rights Act across our operations. 
Approximately 100% of Rogers employees undertook 
training on policies and procedures concerning aspects 
of human rights that are relevant to Rogers’ operations 
through our Rogers Business Conduct Policy. 

We respect employees’ right to exercise freedom 
of association and collective bargaining. All Rogers’ 
operations are located exclusively in countries that 
protect freedom of association by law, and none of our 
operations are considered as being at risk for incidents 
of child labour or forced compulsory labour. In 2010, 
Rogers had 29,477 employees, of which approximately 
5% were unionized.
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2010 CSR SCORECARD

 •  Survey not conducted in 2010; format changed to shorter 
surveys held twice bi-yearly beginning in 2011.

 •  Relaunched the Rogers Women’s Network and held several 
networking and learning events.

 •  Increased representation of visible minority groups.
 •  Implemented 415 accommodations for employees with 

disabilities and made accessibility upgrades to facilities.
 •  Promoted diversity through daily broadcast bulletins, email 

bulletins and bulletin board postings.

 •  Invested $42.7 million in training and development initiatives.
 •  Launched a new performance management system, 

SuccessFactors, which allows employees to better track their 
objectives and progress with their managers.

 •  Implemented new Emergency Safety System consisting of 
defibrillator and oxygen at every staffed facility.

Strengthen the employee 
engagement index score 
 
deliver a diverse and inclusive 
workplace 
 
 
 
 
 

Provide learning opportunities to 
develop and maximize the career 
potential of our employees and to 
produce future company leaders  

Continue to elevate a culture of 
safety at rogers

WHAT WE SAID WHAT WE DID PROGRESS

N/A

Persons with disabilities remain under represented 
in our workforce.

We continue to promote Rogers externally as an  
inclusive and accommodating employer. 

Focus groups will help to determine the best way to 
eliminate barriers that are leading to employment gaps.

CHALLENGES IN 2010 OUR RESPONSE

Achieved             Made Progress             Not Achieved



Employees continued
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DIRECTION IN 2011

>  Establish a new diversity management system, 
including a Diversity Steering Committee.

>  Implement a new three-year employment equity plan.

>  Build the Rogers Women’s Network and create 
opportunities for members.

>  Increase our wellness programs, including updating 
the Bwell intranet to focus on regional programs and 
administering an influenza prevention immunization 
program. 

>  Launch new Employee Engagement and Leadership 
Accountability survey to occur two times per year to 
all Rogers employees.

>  Enhance Rogers Recognition Program with addition 
of two new employee awards: Business Impact Award 
and Community Involvement Award. 

>  Launch new employee portal to enable employees to 
more easily support the company’s five-year plan and 
to create a collaborative environment for employees 
to work more efficiently as a team and perform their 
roles productively and effectively.



2010 HIGHLIGHTS

>  Completed fourth Carbon Footprint  
Assessment, and was the only Canadian 
company to participate in the World Resource 
Institute’s new Greenhouse Gas protocol for 
measuring product life cycle.

>  Reduced our company-wide carbon footprint  
by 10%.

>  Reduced internal office paper by 10%, paper 
used for billing by 9% and paper used for 
marketing by 10%.

>  Diverted more than 239 tonnes of electronic 
waste from landfills.

>   Recycled 101,686 cell phones from our 
customers and employees through our Phones 
for Food program.

>  Converted more than 390,000 customer 
accounts to electronic statements.

ENVIRONMENT
rogers is committed to environmental 
sustainability by applying our culture of 
innovation to tackle the challenges of 
climate change and by promoting initiatives 
aimed at protecting the environment.  



OUR APPROACH 
Rogers Corporate Environmental Policy sets out 
our commitment to conduct our business in an 
environmentally responsible manner. Elements of our 
policy include principles that aim to minimize waste, 
prevent pollution, efficiently use natural resources,  
and conserve energy across our operations, among 
other areas.

As one of six committees reporting to Rogers’ CSR 
Governance Committee, we have a cross-functional 
environmental Steering Committee, headed by 
our Vice President of Real Estate. Members consist of 
representatives across our business that are responsible 
for reviewing relevant environmental initiatives and 
performance metrics in an effort to strengthen our 
Corporate Environmental Program objectives. 

Our Environmental & Sustainability team manages 
Rogers Corporate Environmental Program, which 
is supported by a number of business units across 
Rogers. Our strategy continues to focus on improving 
internal efficiencies across our operations, stakeholder 
engagement on environmental matters, and continually 
maintaining and strengthening our Environmental 
Management System (EMS). 

In 2010, we took steps to enhance our EMS through 
benchmarking our existing EMS framework against 
the ISO 14001 standard to identify opportunities 
for improvement. In 2011, we aim to build further 
enhancements to our environmental procedures and 
environmental data collection process, as well as 
establish corporate environmental targets. 
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ENvIRONMENTAL STEERING COMMITTEE

Chaired by VP, Real Estate

CSR GOvERNANCE COMMITTEE

Chaired by President, Communications

ENvIRONMENTAL GOvERNANCE OUR CARBON FOOTPRINT 
Recognizing the long-term implications of carbon on 
our business and the environment, we are deepening 
our understanding of climate change issues and 
concentrating efforts on reducing our carbon footprint. 
As such, we are committed to programs to reduce  
our carbon emissions and monitor our performance 
over time.  

Last year we conducted our fourth Carbon Footprint 
Assessment across our business portfolio, measuring 
our inventory of greenhouse gas (GHG) emissions in 
the form of Carbon Dioxide Equivalent (CO2e) as a 
result of our business activities. Our annual assessment 
helps us analyze trends and evaluate the efficacy of our 
emission reduction initiatives. Rogers also utilizes the 
Carbon Footprint Assessment to support our continual 
participation in the Carbon Disclosure Project (CDP). 

Rogers’ GHG emissions for 2010 were 241,239 tonnes 
of CO2e, which are categorized in accordance with 
the scopes identified by the Greenhouse Gas (GHG) 
Protocol.  

Our transmissions and power supply sites comprised of 
30% of our total emissions, followed by our building 
portfolio at 26%, employee commuting at 20%, and 
paper usage at 12%.

 

Environment



Environment continued
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ROGERS 2010 GHG EMISSIONS BY SOURCE

Buildings 1

transmission Sites and
   Power Supply Stations
Fleet 2

employee Business travel 3

employee Commuting
Paper usage
Waste
total

SOURCE

EMISSIONS (tCO2e)

SCOPE 1 SCOPE 2 SCOPE 3 TOTAL  PERCENT

17,871
447

18,126
–
–
–
–
36,443

44,334
70,867

–
–
–
–
–
115,201

–
–

–
4,912
49,006
29,842 
5,835
89,595

62,205
71,314

18,126
4,912
49,006
29,842
5,835
241,239

26%
30%

8%
2%
20%
2%
12%

1 Commercial, network and retail offices premises, and the Rogers Centre.   
2 Executive and company vehicle fleet.   
3 Employee air, rail, car rental, and hotel; and Blue Jay travel and hotel.

SCOPE 1 SCOPE 2 SCOPE 3

Direct emissions from natural gas 
and fuel oil consumption, 
generator fuel use, owned and 
leased vehicles and 
Hydrofluorocarbons (HFC) 
refrigerant losses.

Indirect emissions from purchased 
electricity used for buildings and 
network equipment.

Other indirect emissions from 
business travel, employee 
commuting, paper usage,  
hotel stays, office waste.

2010 GREENHOUSE GAS EMISSIONS  
BY SOURCE

*  Carbon Footprint Assessment is based on the Greenhouse Gas Protocol (GHG Protocol). The assessment measured all of Rogers’ 
facilities, dealer retail sites and transmission tower sites and includes estimates where actual data is not currently available.

15%
SCOPE 1

48%
SCOPE 2

37%
SCOPE 3



Environment continued

Compared to 2008, our total carbon emissions have 
reduced by 15%. While part of this decrease can be 
attributed to advancements in our environmental 
programs, a significant portion of this decrease is 
a reflection of the changes in the provincial carbon 
conversion factors for electricity usage, particularly in 
Ontario where many of our buildings and transmission 
and power supply sites are located.

To factor in the increased growth of our business,  
in 2010 we began assessing our carbon emissions 
against revenue. Relative to our total GHG per dollar  
of revenue, we have reduced our total carbon  
emissions by 21% since 2008.
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TOTAL GHG CONSUMPTION*

290,000

280,000

270,000

260,000

250,000

240,000

230,000

220,000

210,000

30.00

25.00

20.00

15.00

10.00

5.00

0

to
ta

l t
C

o
2e

tC
O

2e
 /

 $
m

ill
io

n
 r

ev
en

u
e

2008

285,241

25.16

22.61

19.79

2009

268,111

2010

241,239

Total tCO2e                   tCO2e / $million revenue

*  The 2008 – 2010 footprint calculations were completed using the provincial electricity emissions factors available at the time 
of producing there reports. No adjustments were made to the carbon emissions from electricity for prior years after revised 
emission factors were subsequently made available to the public by Environment Canada. It should be noted that Environment 
Canada reported a significant adjustment in its Ontario grid emission factor.



Environment continued

Across the various source categories, we are pleased 
to see that our emissions have declined, except those 
associated with our total paper usage. The majority 
of this increased paper usage is primarily from our 
Publishing division. GHG emissions from our buildings 
have decreased the most at 38% since 2008, followed 
by our transmission and power supply sites at 15%, and 
employee commuting at 3%.
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2008 – 2010 GHG EMISSIONS BY SOURCE (tC02e)
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Environment continued

REDUCING ENERGY CONSUMPTION 
At Rogers, we continue to manage our energy use 
prudently while seeking opportunities to improve 
energy efficiencies across our operations. In 2010, 
our total energy use from our real estate portfolio 
was 2,636,744 GJ, a reduction of just over 1% since 
2008 (unadjusted for weather). However, to reflect 
the increase in our real estate portfolio, we are now 
reporting on our energy intensity (GJ/square feet) for 
our buildings. As a result, the energy per occupancy 
size of our buildings has decreased by 7% since 2008. 

Through the use of our “building automation systems”, 
we are now able to control and monitor the operation 
of the building’s lighting, HVAC, chillers, boilers and 
critical power systems from remote locations. We also 
continue to install energy efficient lighting systems at 
a number of our facilities. For example, at our Rogers 
Park facility in Brampton, over 1,500 (400 watts) 
fixtures were replaced which will save approximately 
2,300 MWH of energy per year.

Where necessary, we replaced outdated HVAC units 
with more energy efficient models. For instance, at our 
Rogers Park facility in Brampton, 114 HVAC roof top 
units are being replaced, operated by cleaner natural 
gas units. At this facility we also began a major roof 
replacement project increasing the R-Factor from a five 
to 17, which will greatly reduce energy cost for heating 
and cooling.

Rogers continues to improve the efficiency of our IT 
infrastructure by implementing programs to reduce 
energy use of our computers, monitors and printers. In 
2010, through a consolidation program of virtualization 
and rationalization of applications, we decommissioned 
and upgraded a substantial number of older, inefficient 
servers to more energy efficient ones.
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TOTAL ENERGY CONSUMPTION

BUILDING2 ENERGY INTENSITY (GJ/Sq ft)

3,000,000

2,500,000

2,000,000

1,500,000

1,000,000

500,000

0

0.2

0.15

0.1

0.05

0

G
J

 (
G

J/
Sq

 f
t)

 

2008

2,670,835 1

2008

0.196

2009

2,498,154

2009

0.177

2010

2,636,744

2010

0.183

1 The 2008 data for GHG and energy consumption were adjusted from Rogers’ 2009 CSR Report for minor changes in calculations.

2 Includes offices, network sites, retail stores and Rogers Centre



Environment continued

RESPONSIBLE PAPER USE AND SOURCING 
As owners of Canada’s largest publishing company 
and with our extensive customer communications, 
administrative and documentation processes, we 
recognize paper consumption is a major component 
of Rogers’ environmental footprint. As such, our 
strategy focuses on identifying opportunities to use 
paper more efficiently, while purchasing paper from 
environmentally and socially responsible sources. 

We reduced our internal paper consumption (used for 
copying, printing and faxing) by 10% since 2009. We 
attribute this reduction of 50 tonnes of paper through 
initiatives such as duplex printing and copying, as well 
as a greater use of electronic communications. We also 
continue to promote e-billing to our customers, which 
has resulted in a reduction of 9% for paper used for 
billing since 2009. 

As of the end of 2010, 25% of Rogers consumer 
invoices are through e-billing, compared to 19% in 
2009. For our suppliers, we adopted a new online tool 
in 2010 that allows them to bid online rather than 
through a paper process.

Reflecting growth in our magazine circulation in 
2010, paper usage increased from our Publishing 
division. In addition, paper used for our marketing and 
communications was reduced by 9% in 2010.

As paper is a core component of our business, we 
are committed to pursuing environmentally sound 
paper procurement practices. Our Publishing division 
maintains a Paper Procurement Policy, aimed at 
addressing environmental issues in the context of the 
life cycle of a magazine. Elements of our approach 
include seeking suppliers that are certified for 
environmentally and socially responsible forest practices; 
engaging with suppliers and stakeholders to improve 

our understanding of issues related to high conservation 
value forests; and improving paper efficiency such as 
reducing paper waste, using lighter weight paper and 
more.

Further, Rogers released an Enterprise Print Policy in 
2010 that governs responsibilities associated with the 
deployment of our energy-efficient multifunctional 
printing devices. We anticipate that this will further 
improve the efficiency of our paper and energy usage 
through increased double side copying, scanning, 
printing and faxing.
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CUSTOMER-FACING PAPER USE (TONNES)

INTERNAL OFFICE PAPER USE (TONNES)
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Environment continued
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tHe Carbon footprInt of MaClean’S MagazIne

In 2010, Rogers participated in the World Resource 
Institute’s roadmap study for their new product 
life cycle analysis protocol. We were the only 
Canadian company to participate and as part of 
the project, measured the carbon footprint of 
Maclean’s magazine. 

We hired an external company to do the 
calculations based on this new protocol, thereby 
assisting Rogers in understanding the impact of 
the different phases in the magazine’s life cycle 
from cradle-to-grave so that we can identify 
opportunities to reduce GHG emissions. We chose 
Maclean’s magazine because it has the most 
widespread distribution among the magazines  
we publish and represents 28% of all our 
publications based on weight.

We found that the largest share of the carbon 
footprint came from raw material acquisition and 
preprocessing (33%), which reflects the GHG 
emissions associated with paper production. 
Production and distribution of the magazine also 
comprises large parts of the carbon footprint: 
20% and 24%, respectively. The use phase of 
the magazine includes the GHG emissions related 
to the transport of the magazines to the waste 
treatment facility or recycling facility (0.37%).  
The end-of-life phase comprises 23% of the total 
carbon footprint.

87% TO SUBSCRIBERS 13% TO NEWSSTANDS

23% SOLD TO CONSUMER
77% UNSOLD

(TAkEN BACk TO WHOLESALE)

100% RECYCLING
WaSte treatMent In Canada: 

63% of paper reCyCled, after tHat:
95% LANDFILL  /  5% INCINERATION
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Environment continued

FLEET 
Our fleet consists of approximately 2,100 vehicles, 
primarily used for moving products and making service 
calls. In 2010, we continued to strive towards downsizing 
our service and installation fleet with better fuel-efficient 
engines to cut down on fuel costs and emissions. For 
example, we integrated more than 100 hybrid vehicles 
into our fleet and downsized an additional 20 vehicles 
from full-size cargo vans (V8 engine) to minivans (V6 
engine). We also began downsizing our full sized SUVs 
with V6 engines to smaller SUVs powered by 4 cylinder 
engines.

We continue to integrate telematics technology (a Global 
Positioning System technology tool), now installed in 
more than half of our vehicles. This technology gathers 
vehicle data in order to achieve operational efficiencies, 
including idle times and service notifications to help us 
use less fuel and lower vehicle emissions. 

 
RECYCLING AND WASTE DIvERSION 
Rogers works with suppliers and employees to divert 
paper and other materials from our operations from 
landfills. For example, in our corporate offices we provide 
employees with recycling bins at each workstation; 
printer and fax toner cartridges are returned to the 
supplier for reuse; and, where available, wet waste from 
cafeterias is separated and diverted to local farms or 
municipal composting programs. 

In 2010, a total of 2,312 tonnes of material were recycled 
across most of our participating office buildings, mainly 
in the form of paper products. 

Toward the end of 2010, we consolidated our waste 
management contracts across our facilities to reduce 
waste and move to a single stream waste management 
process. By streamlining our waste management process 

further, we will further improve our ability to measure  
our diversion rates on a national level, and set 
measurable targets for reduction. 

In partnership with one of our key vendors, we also 
have extensive programs in place for recycling of our 
electronic equipment. In 2010, more than 239 tonnes 
were recycled and either remarketed or disposed of in  
an ecologically responsible manner.

 
EMPLOYEE PARTICIPATION 
Across Rogers, we recognize that our employees will 
help us make the biggest impact toward achieving the 
commitments outlined in our Corporate Environmental 
Policy. Whether it is through turning off their office 
lights and computer in the evening, recycling their 
waste, or printing less, all initiatives help us reduce  
our environmental footprint. 

In 2010, we undertook several initiatives that help  
instill environmental values in our workplace culture. 
For example:

>  We support alternative, earth-friendly methods  
of commuting to work by providing bike racks at 
many of our office locations and a corporate  
discount to employees for Toronto Transit 
Commission (TTC) passes. 

>  Through regular company communications, 
employees and their families are encouraged to 
recycle their used cell phones through our Phones  
for Food program.

>  We promote Earth Day by hosting Green Fairs so 
employees can get tips and information on being  
green while at work. 

>  We held e-waste pick-up events at both our head 
office and our Brampton office where employees 
could bring in their electronic waste from home  
such as old computers and small appliances to be 
recycled by our recycling partner.

>  Through Fido’s community partnership with 
Evergreen, we have opened up opportunities 
for employees to get involved in environmental 
revitalization projects.

>  We have telepresence suites at our offices in Toronto, 
Montreal, Vancouver, Brampton and Edmonton, 
which provide true real-time video meetings, 
reducing the need for business travel.
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Environment continued

HELPING CUSTOMERS REDUCE THEIR IMPACT 
Our customers want options to be more environmentally 
responsible. Rogers sees climate change as an 
opportunity to promote and leverage the benefits 
of our efficient, low-carbon, telecom solutions. 
Telecommunication networks, products and services 
are critical to enhancing business efficiency and provide 
many ways for businesses and consumers to lessen 
their own environmental footprints.

Here are some examples:

>  In September 2010, Rogers Publishing organized its 
first annual Carbon Economy Summit, in response 
to our readers’ growing interest in low-carbon 
opportunities and risk management. The day-long 
event brought together some of the brightest minds 
in sustainability from Canada and abroad to highlight 
diverse opportunities in clean technologies and 
discuss the politics, economics and social drivers 
behind the new low-carbon era. 

>  Rogers offers fleet management solutions for 
businesses, enabling companies to minimize fuel 
consumption and travel times. 

>  In 2010, Fido introduced the Sony Ericsson Naite 
phone, made with 70% post consumer recycled 
plastic. 

>  Rogers and Fido continue to promote on-line billing 
to save the number of bills and envelopes we print, 
thereby reducing both paper and energy usage. In 
2010, 391,848 Rogers and Fido customers signed up 
for e-billing. Those Fido customers who still need a 
paper invoice are charged $2 per month. Proceeds 
from the billing program are donated to our partner 
Evergreen – a national charity that has been planting 
trees and creating dynamic outdoor spaces in schools 
and communities since 1991.

>  We encourage customers to extend the life of their 
cell phones by returning them. We are the national 
wireless sponsor of the Phones for Food program, 
founded in 2003, to divert waste from landfill sites 
and in the process, raise funds for local food banks 
by recycling used cell phones and accessories. Phones 
and accessories can be dropped off for recycling in 
receptacles across most of Canada’s major cities at 
over 1,000 Rogers Plus, Rogers Wireless and Fido 
branded locations. Rogers was also the first company 
to offer a postage-paid recycling envelope with most 
new wireless devices so users can mail in devices at 
any time. Returned phones are either refurbished or 
recycled.
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Measuring our overall waste diversion continues  
to be challenging, in large part due to the  
number of leased properties and lack of waste 
diversion programs in some smaller communities 
where we operate. 

In 2010, we consolidated our waste management 
contracts across our facilities to manage our waste  
at a national level. This consolidation will allow us to  
better understand our waste diversion rates with  
the goal of setting targets and implementing further 
plans for reduction. 

CHALLENGES IN 2010 OUR RESPONSE

DIRECTION IN 2011

>  Continue to improve our internal efficiencies with 
particular emphasis on energy and paper use, by 
strengthening our data collection processes and 
improving our ability to identify trends as well as 
opportunities for improvement. 

>  Increase our stakeholder engagement activities 
within the environmental community in order to 
increase our understanding of material environmental 
issues for Rogers. 

>  Build greater awareness among our employees on 
our Corporate Environmental Programs.

>  Strengthen and formalize our Environmental 
Management System (EMS).

MORE ON THE WEB

> ROgERS ENvIRONMENTal aCTIvITy

http://www.rogers.com/web/content/EnvironmentalActivities


Environment continued
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2010 CSR SCORECARD

 •   Implemented a range of energy conservation and efficiency initiatives across our real estate 
portfolio.

• Reported on energy intensity metrics (i.e., per sq. ft. of occupied floor space) for the first time.
•  Initiated a thorough review and analysis of our utilities data to identify energy use trends and 

areas for improvement. Once completed, targets will be formulated under the direction of 
the Environmental Steering Committee.

•  Participated in the World Resource Insititute’s new Greenhouse Gas protocol for measuring 
product life cycle.

•  Continued to investigate alternative energy solutions. 

• Formed Environmental Steering Committee under the CSR Governance Committee.

•  Adopted a policy to give preference to FSC-certified paper for publishing, billing,  
and marketing purposes.

•  Established new national contracts with suppliers to reduce and streamline waste.
• Paper reduction targets still being formulated.  

•  Provided recycling stations at all employee desks. 
•  Added more environmentally friendly products in our cafeterias.

• Converted 391,848 more customer accounts to e-billing. 
• Offered new ‘green’ handset (via Fido), the Sony Ericsson Naite.
•  Facilitated recycling of 101,686 cell phones by customers and employees through Phones for 

Food program.

Adopt a focused climate change strategy, 
including targets for reducing our GHG emissions 
and improving energy efficiency. 
 
 
 
 

Assess and deploy alternative energy solutions.

Form an environmental governance structure.

Create a company-wide paper strategy.  
We will set paper reduction targets and focus 
on strengthening green sourcing, training paper 
procurement staff and increasing transparency 
of our procurement practices.

Provide more opportunities for employees to 
adopt environmental practices.

Focus on developing and raising customer 
awareness of rogers’ green products and 
services. increase conversion of customers to  
on-line billing and number of cell phones  
diverted from landfill through the Phones  
for Food program.

WHAT WE SAID WHAT WE DID PROGRESS

Achieved             Made Progress             Not Achieved



2010 HIGHLIGHTS

>  Contributed $62 million through cash and in-kind 
donations to charities and not-for-profit groups.

>  Employees donated $1.43 million to United Way and 
other Canadian charities, as well as thousands of 
hours for volunteering and fundraising.

>  Helped protect and enhance the lives of children 
through initiatives such as the Jays Care Foundation 
and Rogers Pumpkin Patrol on Halloween night.

COMMUNITY  
AND SOCIETY
rogers invests in programs 
that help create safe, strong 
and sustainable communities.



Rogers Youth Fund 
In 2011, we will be launching the Rogers Youth Fund, 
a new community investment initiative focused on 
connecting youth ages 12 to 19 to extracurricular 
educational programs that provide basic academic 
support, tools and resources needed to excel both 
inside and outside the classroom. This national 
commitment was developed after extensive research 
into the needs of our communities and the interests  
of our stakeholders. The Fund will be managed by  
our Community Investment Committee, chaired by  
our Deputy Chairman, and will benefit communities 
across Canada. 

OUR APPROACH 
Rogers is an Imagine Canada Caring Company. 
Through this commitment, we pledge to donate 
at least 1% of our pre-tax earnings to charitable 
donations each year. We support the principles of 
corporate citizenship and benchmarks for community 
investment established by Imagine Canada.

Our community giving includes monetary donations, 
gifts-in-kind, free airtime on our television and radio 
stations, and complimentary print advertisements in 
our suite of consumer magazines in order to make a 
positive and lasting contribution to the communities 
where we operate. 

COMMUNITY PROGRAMS AND PRIORITIES 
We contribute to the arts, social services, education, 
health and wellness, and sports. Across these areas, 
children and youth are a key priority. Why? Because 
they are important to Rogers and all our stakeholders, 
and represent the future of our shared society. We 
support programs that aim to keep young people –  
from diverse backgrounds and neighbourhoods – 
healthy, nourished, safe and active. 
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“ Every year in Canada up to 360,000 
children witness violence in the 
home and nearly 100,000 women 
and children stay in a shelter. Rogers 
support of the Shelter from the 
Storm campaign helps to raise critical 
awareness about violence against 
women and provides a simple way 
for viewers and listeners to help. 
Just 1 act committed by each person 
becomes part of a nationwide 
movement that has big impact and 
helps break the cycle of violence.”  

 
BEvERLEY WYBROW, PRESIDENT AND CEO, 

CanadIan WoMen’S foundatIon

Community and Society



Community and Society continued

Shelter from the Storm 
Rogers Media partnered with the Canadian Women’s 
Foundation for the sixth consecutive year to raise funds 
for Shelter from the Storm, Canada’s largest national 
campaign devoted to ending violence against women. 
People were invited to do “just 1 act” by making a 
donation to the campaign. Rogers’ radio stations across 
Canada donated airtime to promote the fundraiser, 
with six stations hosting radiothons. 

In-kind Media Support  
Through our broadcasting channels, we provide in-kind 
media support for community causes. For example, 
Rogers TV stepped up to support the 73rd annual 
Empty Stocking Fund telethon in New Brunswick last 
November, broadcasting it free from Saint John High 
School. The initiative strives to break the poverty cycle 
and empower the Saint John community.

 

Charitable Sponsorships 
Rogers supports many worthy community 
organizations through charitable sponsorships of 
fundraising events and initiatives across Canada. In 
2010, highlights include our sponsorship of the Rogers 
Conn Smythe Sports Celebrities Dinner and Auction, 
raising funds for Easter Seals Ontario; the Brazilian Ball, 
benefiting the Royal Ontario Museum; and the One X 
One Gala, raising funds for the One X One Foundation, 
which is committed to improving the lives of children at 
home and in developing countries.

Rogers also supports arts and culture across Canada. In 
2010, we continued our partnership with film festivals 
across Canada, including the Vancouver International 
Film Festival, the Atlantic Film Festival, the Banff World 
Television Festival and Hot Docs. We also continued our 
sponsorship of the Rogers Writers’ Trust Fiction Prize, 
awarded to the best in Canadian literature for the year. 

International relief efforts 
After devastating floods struck their nation last year, 
millions of people in Pakistan were left homeless, 
hungry, without clean water and exposed to disease. 
Touched by stories from people affected by the flood in 
different ways, Rogers employees and customers rallied 
together to help:

>  OMNI Television produced and aired a two-hour, 
commercial-free broadcast special Canada for 
Pakistan: Flood Relief Appeal in Ontario, Alberta 
and B.C. Viewers generously donated a record-
breaking $247,000, surpassing any other appeal or 
telethon ever held on OMNI Television. The federal 
government matched 100% of the funds raised, 
bringing the total funds generated to almost half a 
million dollars.

>  Rogers donated $50,000 to the Canadian Red Cross 
to support their efforts in providing food, clothing 
and shelter to millions of victims, and we also 
launched a text-to-donate campaign encouraging  
our customers to pledge to the cause. 

Rogers also supported relief efforts in Haiti in the 
wake of a 7.2 magnitude earthquake in January 2010, 
which left many parts of the country in complete 
ruin. We donated $250,000 in funds and goods to 
relief organizations in Haiti and facilitated customer 
giving through a special text-to-donate campaign. The 
result: Rogers and Fido customers donated more than 
$385,000 to Haiti relief efforts through text messages!
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MOBILE GIvING

We offer an innovative way for our customers 
to donate to Canadian charities: mobile giving 
campaigns. This allows people to directly 
donate to their favourite causes via texting. 



CARING ABOUT kIDS

rookie LeAGue 
Focused on getting kids healthy and fit, this program 
comprises eight weeks of consistent programming 
on baseball skill development, health, nutrition and 
teamwork. Last year, Rookie League hosted over 700 
kids, 7 to 12 years old, from 30 Toronto Community 
Housing neighbourhoods. 

 
HoMe run SCHoLArS 
A partnership with Pathways to Education Canada, 
this program encourages youth in the Toronto 
neighbourhoods of Lawrence Heights, Regent Park 
and Rexdale to stay in school, and provides a bursary 
for graduating seniors to pursue post-secondary 
education. 

 
JAYS CAre CoMMunitY CLuBHouSe 
In August 2010, the Toronto Blue Jays proudly 
opened the doors to their very own Jays Care 
Community Clubhouse at Rogers Centre. This luxury 
suite, filled with baseball memorabilia and video 
games, will host more than 3,000 children and 
youth each year from community organizations and 
charitable groups across the Greater Toronto Area. 
 

 
FieLd oF dreAMS 
This program funds capital projects designed to 
provide safe, dedicated places for kids to play, learn 
and grow. In 2010, for instance, funding was given 
to Moorelands Community Services for upgrades to 
the Wilderness Camps Sports Field located on Lake 
Kawagama, Ontario, and to Cabbage Town Youth 
Centre in Toronto for a new roof, gymnasium flooring 
and other upgrades. 

 
CHAritY BroAdCASt AuCtion 
Jays Care Foundation’s second annual Live Charity 
Broadcast Auction in 2010 was another huge success, 
raising a total of $53,400 in support of children and 
youth in need!

Community and Society continued
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In 2010, the Jays Care foundation invested 
more than $1 million in outreach programs 
serving more than 10,000 kids in need. 

Here are some highlights:



Community and Society continued

EMPLOYEE vOLUNTEERING 
Rogers employees proudly volunteer thousands of 
hours each year to serve their communities. Employees 
engage in fundraising appeals, pitch in for community 
projects, and participate on charitable boards and 
events committees. Here are two examples: 

 

united Way 
In 2010, Rogers employees raised more than  
$1.43 million for United Way. Rogers also donated 
directly to over 20 regional branches of United Way.

 
 
rogers pumpkin patrol 
Rogers employees started this program over two 
decades ago, with the aim of keeping kids safe on 
Halloween. Volunteers in cellular and radio-equipped 
Rogers vans work with local police and other 
emergency services to spot trick-or-treaters needing 
assistance. In 2010, 637 Rogers employees volunteered 
and distributed more than 9,000 safety kits.

COMMUNITY TELEvISION 
Our 34 Rogers TV cable stations produce more than 
15,000 hours of annual local programming involving 
over 25,000 community groups, including coverage of 
local charitable events and the donation of media and 
advertising resources. Last year, 639,503 30-second 
public service announcements (PSAs) were aired on 
Rogers TV’s community channels. If one assigns a 
modest value of just $25 per airing, this represents 
over $16 million in exposure for the featured charities, 
causes and not-for-profit organizations. 

Rogers TV is unique in that volunteer community 
members – more than 2,000 in 2010 – take an active 
role in conceptualizing and producing programming for 
local audiences. In turn, volunteers receive training in 
television production and a great social experience.  
We actively solicit citizen participation through a 
variety of means, including on-air appeals, community 
outreach initiatives, an outstanding school liaison 
program and even annual talent searches and open 
calls for auditions, often held in local shopping malls. 

 

GOvERNMENT RELATIONS AND PUBLIC POLICY 
Because Rogers operates in a highly regulated industry, 
we have a great deal of involvement with governments 
and regulators in Canada. Some of our executives 
have discussions with federal and provincial decision 
makers about regulatory issues of importance in the 
communications sector.

Rogers is a registered lobbyist. We do not make financial 
or in-kind contributions to political parties or politicians 
at the federal level but we do so in provinces where 
permitted and ensure that the contributions conform to 
provincial guidelines. Rogers does not receive significant 
financial assistance from government.
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due to the ongoing sluggish economy, we 
continued to experience a high demand of 
charitable funding requests. 

Recognizing that many in the community depend on 
our support, we boosted our total giving to $60 million 
through cash and in-kind donations. 

CHALLENGES IN 2010 OUR RESPONSE



Community and Society continued
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2010 CSR SCORECARD

 •   Donated 2.8%, exceeding the target. 
 

•  Developed a new community-giving fund, which will be launched in 2011,  
to support basic education initiatives for youth at risk. 

•  Conducted a United Way campaign, giving employees the opportunity  
to volunteer through fundraising and to donate directly from their pay.

•  Supported employee involvement in volunteer initiatives such as Pumpkin Patrol.

•  Our senior leadership team participates in industry events and speaking opportunities  
at venues such as the Canadian Telecom Summit and Economic Club of Toronto.

donate at least 1% net earnings before 
taxes to charity (the imagine Canada 
target).

Maintain a primary focus on protecting 
and enhancing the lives of children.

encourage and support employee 
volunteering and fundraising. 

Contribute to public policy discussions 
that impact the telecommunications 
and media sectors.

WHAT WE SAID WHAT WE DID PROGRESS

DIRECTION IN 2011

>  Continue to achieve the Imagine Canada donations 
target of 1%.

>  Launch new Rogers Youth Fund.

>  Further engage employees in community 
volunteering and fundraising. 

>  Contribute to public policy discussions that impact 
the telecommunications and media sectors.

MORE ON THE WEB

> COMMUNITY SUPPORT

Achieved             Made Progress             Not Achieved

http://www.rogers.com/web/content/CommunitySupport <http://www.rogers.com/web/content/CommunitySupport


2010 HIGHLIGHTS

>  Spent $5.0 billion on products and services 
from suppliers.

>  96.7% of our total spend from our top 200 
suppliers spend was with Canadian companies 
or those with offices in Canada.  

>  Implemented a new online RFP process 
requiring all participants to agree to our 
Supplier Code of Conduct as a criterion  
for participating in the bid process.

SUPPLIERS
We strive to treat all of our suppliers fairly 
and respectfully and deal only with businesses 
that uphold similar values and ethical 
standards of corporate conduct as Rogers. 



OUR SUPPLY CHAIN 
From the cell phones and cable products we sell, to the 
computer equipment we use, Rogers sources products 
and services from thousands of suppliers across Canada 
and internationally. We employ a rigorous request for 
proposal (RFP) process in choosing our major suppliers. 
While Rogers does not have a specific mandate for 
using locally based suppliers, we try to do so wherever 
possible. Of our top 200 supplier spend in 2010, 96.7% 
was with Canadian companies or firms with an office 
in Canada.

 
SUPPLIER CODE OF CONDUCT 
Our commitment to Corporate Social Responsibility 
extends to our procurement practices and supply 
chain and is embodied in the Rogers Supplier Code of 
Conduct. It sets out the high ethical, environmental and 
compliance standards we expect from our suppliers, 
and we assess all significant new suppliers for their 
compliance with the code. Recognized standards such 
as the Universal Declaration of Human Rights (UDHR), 
Social Accountability International (SAI) and the Ethical 
Trading Initiative (ETI) were used as references in 
preparing the Code.

Our Supplier Code of Conduct addresses issues such as:

>  Labour standards, including ensuring a workforce 
free of harassment, discrimination, child labour and 
involuntary employment.

>  Health and safety, including providing personal 
protective equipment, managing safety hazards and 
implementing emergency preparedness procedures.

>  Environmental responsibility, including ensuring safe 
handling and disposal of hazardous substances, 
having pollution prevention and resource reduction 
initiatives in place and monitoring and treating 
wastewater and solid waste.

>  Management systems to ensure risk management, 
accountability and compliance with applicable legal 
and customer requirements.

>  Ethics, including policies and practices to achieve 
business integrity, protection of intellectual property, 
privacy and confidentiality.

In 2010, we initiated new procedures in the Request for 
Proposal (RFP) process, which requires all suppliers to 
sign up to our Supplier Code of Conduct. All suppliers 
who wish to respond to an RFP must first acknowledge 
compliance to the code or they will not be eligible to 
participate in the RFP process. In addition, we have 
now included questions in our RFP process that ask 
suppliers whether there were instances where they 
have not been able to adhere to the Supplier Code 
of Conduct within the last 24-month period, and 
conversely, whether there were instances where they 
went above and beyond our Supplier Code of Conduct. 
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DIRECTION IN 2011

>  Include sustainability questionnaires as evaluation 
criteria within our RFP bid process.

>  Create an annual validation process for all suppliers 
to confirm their adherence to the Supplier Code  
of Conduct. 

>  Increase awareness among and communications  
with our suppliers on expectations regarding 
sustainability when doing business with Rogers.

Suppliers



Suppliers continued
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2010 CSR SCORECARD

 •   96.7% of our top 200 supplier spend in 2010 was 
with Canadian companies or firms with an office in 
Canada. This is an increase of 0.4% from 2009.

increase the number of local suppliers 
we use.

WHAT WE SAID WHAT WE DID PROGRESS

MORE ON THE WEB

> ROGERS SUPPLIER CODE OF CONDUCT

Achieved             Made Progress             Not Achieved

http://supplierportal.rogers.com/content/en/landings/Code_of_Conduct/Code_of_Conduct.jsp


CUSTOMERS 2010 2009 2008

Total customers: 
 Wireless Customers (prepaid and postpaid) 8,977,000 8,494,000 7,942,000  
 Basic Cable Customers 2,305,000 2,296,000 2,320,000
 Internet Customers (residential) 1,686,000 1,619,000 1,517,000  
 Home Phone Customers (cable telephony and circuit switch) 1,049,000 1 1,061,000 1,055,000 

Customer retention: 
 Wireless monthly churn rate (prepaid and postpaid) 1.53% 1.44% 1.51%  

Concerns and complaints reported to Rogers’ Office of the Ombudsman 2 1,893 563 n/a 

Capital expenditures $1.72b $1.85b $2.02b 

1 Approximately 30,000 circuit-switched lines were migrated during 2010 to a third party reseller under the terms of an agreement to sell the remaining circuit-switched telephone business.  
2 The Office of the Ombudsman was established in July 2009. The significant jump from 2009 to 2010 is because the Ombudsman was only in place from mid 2009 onward and due to increased 

promotion and awareness of the Ombudsman.
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CSR Key Performance Indicators
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EMPLOYEES  2010 2009 2008  

Total employees  29,477 30,517 30,560

Voluntary turnover rate 1  17% 16.12% 24.45%

Employee engagement score 2 n/a 74% 71%

Managerial effectiveness index 2 n/a 78% 76%

Employee learning: 
 Investment in training   $42.7m $45m $46.8m
 Investment in training per employee 3 $1,241 $1,214 $1,275

Employee salaries and benefits 1.78b $1.7b $1.35b

Employees receiving regular performance and career development reviews 100% 100% 100%

Eligible employees who participate in Rogers’ defined benefit pension plan 33% 31.09% 33.88%

Eligible employees who participate in Rogers’ Share Accumulation Plan 42% 35.76% 34.99%

Eligible employees who participate in the Group RRSP Plan 21% 19.60% 19.70%

Workplace accident statistics: 
 Lost-time accidents 4 (# of incidents)  n/a 52 48
 Average number of days lost due to workplace-related accidents 4 n/a 4.6 7.54
 No lost-time accidents 4 (# of incidents) n/a 484 451
 Fatalities  1 0 0

Women:
 In senior management positions  21.7% 23.1% 23.5%
 Overall  42.1% 42.9% 42.4%

Visible minorities:
 In senior management positions  6.8% 9.4% 7.0%
 Overall  31.8% 31.6% 31.8%

Persons with disabilities:
 In senior management positions  0.5% 0.6% 0.0%
 Overall  1.3% 1.3% 1.5%

Aboriginal peoples: 
 In senior management positions  0.0% 0.0% 0.0%
 Overall  1.0% 0.9% 1.1% 

1 Data is for full- and part-time employees in Canada. 2 Results based on employee survey, which is conducted every 18 months. Survey participation rates for 2009 and 2008 were 90% and 82%, 

respectively. Average engagement score for Canadian companies is 58%. 3 Includes employees who were active in 2010 but are no longer with the company as of Dec. 31, 2010. 4 ”Lost-time 

accidents” are those where an employee cannot return to work following a workplace related accident, resulting in lost time in the workplace on any day following the injury. “No lost-time 

accidents” are those where an employee returns to their normal or modified work duties following a workplace related accident, with no time lost beyond the day of the injury. All accident data 

include motor vehicle accidents. Data not reported for 2010 as we are instituting a new process for collecting accident statistics.

CSR Key Performance Indicators continued



ENvIRONMENT   2010 2009 2008

GHG emissions (tonnes of CO2e) 1 241,239 268,111 285,241 2

Energy consumption (GJ)  2,636,744 2,498,154 2,670,835 2

Internal paper consumption (metric tonnes) 446 496 n/a

Phones collected for reuse and recycling 101,686 138,562 146,111

Number of significant spills and releases 0 1 0

1  Carbon footprint assessments covers all of Rogers’ facilities across Canada, including office buildings (leased and owned) as well as retail locations, transmission tower sites and cable power  

supply stations. 

COMMUNITY & SOCIETY 2010 2009 2008

Charitable giving:     
 Cash donations  $9.8m $9.3m $7.6m 
 In-kind giving  $52.2m $47.4m n/a 
 Total donations  $62m $56.7m n/a

% of five-year average pre-tax profits donated to charity (Imagine Canada target is 1%) 2.90% 2.86% n/a

Dollars donated or raised by Rogers employees $1.43m $1.36m $1.3m

Funding provided to support Canadian film and television production through $28.3m $36.2m $25.2m 
  the Rogers Group of Funds

Note: Rogers conducted in-kind charitable giving in 2008; however, we are unable to report due to insufficient data available.
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CSR Key Performance Indicators continued
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CSR Key Performance Indicators continued

SUPPLIERS AND PARTNERS 2010 2009 2008

Total suppliers  34,946 34,222 44,238

Amount spent on products and services from suppliers 1 $5b $4.6b $5.0b

1  2009 and 2008 data have been restated from our previous CSR Report to focus on addressable spend only.

COMPLIANCE  2010 2009 2008

Human rights:   
 Number of incidents of discrimination 0 0 0
 Number of incidents of violations involving rights of indigenous people 0 0 0

Society:   
 Number of significant fines for non-compliance with laws and regulations 0 0 0
 Monetary value of significant fines for non-compliance with laws and regulations 0 0 0
 Number of legal actions for anti-competitive behaviour, anti-trust,  
   and monopoly practices 0 0 0
 Percentage of business units analyzed for risks related to corruption 100% 100% 100%
 Percentage of employees trained in Rogers’ standards of business conduct  
   and anti-corruption policies and practices 100% 100% 100%

Product responsibility:   
 Number of incidents of non-compliance with regulations and voluntary codes  
   concerning health and safety of products and services 0 0 0
 Number of incidents of non-compliance with regulations and voluntary codes  
   concerning product and service information and labelling 0 0 0
 Number of incidents of non-compliance with regulations and voluntary codes  
   concerning marketing communications, including advertising 0 0 0
 Number of well-founded privacy complaints with the Federal Office  
   of the Privacy Commissioner 0 0 0
 Monetary value of significant fines for non-compliance with laws and regulations  
   concerning the provision and use of products and services 0 0 0

Environmental:   
 Number of incidents of non-compliance with environmental laws/regulations 0 0 0
 Monetary value of significant fines for non-compliance with environmental  
   laws/regulations  0 0 0



GRI APPLICATION LEvELS
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Global Reporting Initiative (GRI) Index

in preparing this report, we have followed the Global reporting initiative G3 Guidelines, 
including the standards of accuracy, completeness, reliability, clarify and materiality.  
the Gri is a framework of internationally accepted principles and indicators for 
measuring and reporting on economic, environmental and social performance. 

The index on the following pages provides an overview 
of our reporting against the G3 Guidelines and the 
Telecommunications Sector Supplement, along with 
where the information can be found either in this 
report, in our 2010 Annual Report, in our Proxy Circular 
or on our website. 

There are three GRI application levels of A, B and C 
(see right), which indicate the level to which a reporting 
company has applied the G3 framework. For the 2010 
reporting period, Rogers self-declares a GRI Application 
Level C. 

G3 PERFORMANCE 
INDICATORS 
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SUPPLEMENT 
PERFORMANCE 
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* Sector supplement in final version

REPORT APPLICATION LEvEL

Report on a minimum 
of 10 Performance 
Indicators, at least 
one from each of 
Economic, Social and 
Environmental

Not Required

Report on:
1.1
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3.1 - 3.8, 3.10 - 3.12
4.1 - 4.4, 4.14 - 4.15

C

RE
PO

RT
 E

X
TE

R
N

A
LL

Y
 A

SS
U

RE
D

C+

RE
PO

RT
 E

X
TE

R
N

A
LL

Y
 A

SS
U

RE
D

B+

RE
PO

RT
 E

X
TE

R
N

A
LL

Y
 A

SS
U

RE
D

A+

Report on a minimum 
of 20 Performance 
Indicators, at least one 
from each of Economic, 
Environmental, Human 
Rights, Labour, Society, 
Product Responsibility

Management Approach 
Disclosures for each 
Indicator Category

Report on all criteria 
listed for Level C plus:
1.2 
3.9, 3.13
4.5 - 4.13, 4.16 - 4.17

B

Report on each core  
G3 and Sector 
Supplement* Indicator 
with due regard to the 
Materiality Principle  
by either: a) reporting  
on the Indicator or  
b) explaining the  
reason for its omission

Management Approach 
Disclosures for each 
Indicator Category

Same as requirement  
for Level B

A
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Global Reporting Initiative (GRI) Index continued

grI # grI IndICator rogerS’ level loCatIon  
  DESCRIPTION OF REPORTING OF INFORMATION

X  Fully reported in 2010         Partially reported in 2010        X  Not reported in 2010

N/A  Not applicable        DMA  Disclosure on Management Approach

STRATEGY & PROFILE

1.0 Strategy and analysis

1.1 President and CEO statement about sustainability l Pg. 6

1.2 Key impacts, risks and opportunities related to sustainability l Throughout report

2.1 Name of organization l Pg. 3

2.2 Primary brands, products and/or services l Pg. 7

2.3 Operational structure l Pg. 7 
Annual Report 2010

2.4 Location of headquarters l Pg. 7

2.5 Countries of operation l Pg. 5

2.6 Nature of ownership and legal form l Pg. 7, 11 
Annual Report 2010 
Proxy Circular 2011

2.7 Markets served l Pg. 7 
Annual Report 2010

2.8 Scale of organization l Pg. 7–8

2.9 Significant changes during reporting period l Pg. 7 
Annual Report 2010

2.10 Awards received in reporting period l Throughout report 
CSR Website
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Global Reporting Initiative (GRI) Index continued

grI # grI IndICator rogerS’ level loCatIon  
  DESCRIPTION OF REPORTING OF INFORMATION

3.0 report parameters

report profile

3.1 Reporting period l Pg. 5

3.2 Date of most recent report l Pg. 5

3.3 Reporting cycle l Pg. 5

3.4 Contact point on the report l Pg. 68

report Scope and boundary

3.5 Process for defining report content l Pg. 5, 10

3.6 Boundary of report l Pg. 5

3.7 Limitations on scope or boundary of report l Pg. 5

3.8 Basis for reporting on other entities l N/A

3.9 Data measurement techniques l Pg. 5, 55

3.10 Explanation of re-statements of information provided in earlier reports l Pg. 34, 53–54

3.11 Significant changes from previous report l Pg. 5

GRI Content Index

3.12 Table identifying GRI standard disclosures l Pg. 55

3.13 Policy and practices regarding external assurance l Pg. 5

Governance, Commitments and Engagement

4.1 Governance structure l Pg. 11 
Annual Report 2010 

Website – Corporate Governance

4.2 Indicate whether Chair of highest governance body is also an executive officer l Annual Report 2010

Website – Corporate Governance

4.3 Independent and/or non-executive members l Annual Report 2010

Website – Corporate Governance
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Global Reporting Initiative (GRI) Index continued

grI # grI IndICator rogerS’ level loCatIon  
  DESCRIPTION OF REPORTING OF INFORMATION

4.4 Mechanisms to provide recommendations or direction to highest governance body l Annual Report 2010

Website – Corporate Governance

4.5 Linkage between compensation for members of the highest governance body, senior managers and 
executives, and the organization’s performance 

l Proxy Circular 2011

4.6 Processes for highest governance body to ensure conflicts of interest are avoided l Annual Report 2010

Website – Corporate Governance

4.7 Process for determining qualifications of members of the highest governance body l Proxy Circular 2011

4.8 Mission and values statements, codes of conduct, and principles relevant to economic,  
environmental and social performance

l Pg. 10, 12, 37, 43, 49

4.9 Procedures of highest governance body for overseeing economic, social and environmental performance

4.10 Processes for evaluating the highest governance body’s own performance l Proxy Circular 2011

4.11 Explanation of whether and how the precautionary approach or principle is addressed 

4.12 Externally developed social charters, principles or other initiatives to which the organization  
subscribes or endorses

l Pg. 15, 32, 43

4.13 Significant memberships in associations and/or advocacy organizations l Pg. 68

CSR Website

4.14 List of stakeholders engaged by organization l Pg. 13–14

4.15 Basis for identification and selection of stakeholders to engage l Pg. 13–14

4.16 Approaches to stakeholder engagement l Pg. 13–15

4.17 Key topics and concerns raised through stakeholder engagement  
and how the organization has responded 

l Throughout report
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Global Reporting Initiative (GRI) Index continued

grI # grI IndICator rogerS’ level loCatIon  
  DESCRIPTION OF REPORTING OF INFORMATION

MANAGEMENT APPROACH AND PERFORMANCE INDICATORS

ECONOMIC PERFORMANCE INDICATORS  (“EC”)

DMA Management approach, goals and performance, policies and contextual information l Pg. 6–8 
Annual Report 2010

aspect: economic performance

EC1 Direct economic value generated and distributed, including revenues, operating costs, employee 
compensation, donations and other community investments, retained earnings and payments  
to capital providers and governments

l Pg. 8, 52–54

Annual Report 2010

EC2 Financial implications and other risks and opportunities due to climate change  Pg. 10, 31–35, 38

EC3 Coverage of the organization’s defined benefit plan obligations l Pg. 24, 52

EC4 Significant financial assistance received from government l Pg. 46

aspect: Market presence

EC5 Range of ratios of standard entry-level wage compared to local minimum wage  
at significant locations of operation

EC6 Policy, practices and proportion of spending on locally based suppliers l Pg. 49

EC7 Procedures for local hiring and proportion of senior management hired from the local community 

aspect: Indirect economic Impacts

EC8 Infrastructure investments and services provided primarily for public benefit through commercial,  
in-kind or pro bono engagement

l Pg. 6, 19–20, 42–47

EC9 Understanding and describing significant indirect economic impacts l Pg. 8, 19–20, 42–47

ENvIRONMENTAL PERFORMANCE INDICATORS (“EN”)

DMA Management approach, goals and performance, policies and contextual information l Pg. 6, 10–14, 31–41

aspect: Materials

EN1 Materials used by weight or volume

EN2 Percentage of materials that are recycled input materials
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Global Reporting Initiative (GRI) Index continued

grI # grI IndICator rogerS’ level loCatIon  
  DESCRIPTION OF REPORTING OF INFORMATION

aspect: energy

EN3 Direct energy consumption l Pg. 36, 53

EN4 Indirect energy consumption l Pg. 36, 53

EN5 Energy saved due to conservation and efficiency improvements  Pg. 36

EN6 Initiatives to provide energy-efficient or renewable energy based products and services l Pg. 31–32, 36–37, 39–41

EN7 Initiatives to reduce indirect energy consumption  Pg. 37, 39–41

aspect: Water

EN8 Total water withdrawal by source

EN9 Water sources significantly affected by withdrawal of water

EN10 Water recycled and reused

aspect: biodiversity

EN11 Land owned, leased, managed in, or adjacent to, protected areas and areas of high biodiversity  
value outside protected areas

EN12 Significant impacts of activities, products, and services on biodiversity-rich areas

EN13 Habitats protected or restored

EN14 Strategies, current actions and future plans for managing impacts on biodiversity

EN15 Number of IUCN Red List species and national conservation list species with habitats  
in areas affected by operations

aspect: emissions, effluents, and Waste

EN16 Direct and indirect greenhouse gas emissions by weight l Pg. 31–35, 53

EN17 Other relevant indirect greenhouse gas emissions by weight l Pg. 31–35, 53

EN18 Initiatives to reduce greenhouse gas emissions l Pg. 31–41

EN19 Emissions of ozone-depleting substances by weight

EN20 NOx, SOx and other significant air emissions by type and weight
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Global Reporting Initiative (GRI) Index continued

grI # grI IndICator rogerS’ level loCatIon  
  DESCRIPTION OF REPORTING OF INFORMATION

aspect: emissions, effluents, and Waste (continued)

EN21 Total water discharge by quality and destination

EN22 Total weight of waste by type and disposal method

EN23 Significant spills l Pg. 53

EN24 Weight of transported, imported, exported, or treated waste deemed hazardous,  
and percentage of transported waste shipped internationally

EN25 Identity, size, protected status and biodiversity value of water bodies and related habitats  
significantly affected by discharges of water and runoff

aspect: products and Services

EN26 Initiatives to mitigate environmental impacts of products and services l Pg. 31, 37, 39–41

EN27 Percentage of products sold and their packaging materials that are reclaimed by category

aspect: Compliance

EN28 Monetary value of significant fines and total number of non-monetary sanctions  
for non-compliance with environmental laws and regulations

l Pg. 54

aspect: transport

EN29 Significant environmental impacts of transporting products and other goods and materials l Pg. 37

aspect: overall

EN30 Total environmental protection expenditures and investments 

SOCIAL PERFORMANCE INDICATORS

Labour Practices and Decent Work

DMA Management approach, goals and performance, policies and contextual information l Pg. 6, 10, 23–29

aspect: employment

LA1 Workforce by employment type and region l Pg. 24

LA2 Employee turnover l Pg. 52

LA3 Benefits provided to full-time employees l Pg. 24
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  DESCRIPTION OF REPORTING OF INFORMATION

aspect: labour/Management relations

LA4 Percentage of employees covered by collective bargaining agreements l Pg. 29

LA5 Minimum notice period(s) regarding operational changes, including whether it is specified  
in collective agreements

aspect: occupational Health and Safety

LA6 Workforce represented in formal joint management-worker health and safety committees l Pg. 25

LA7 Rates of injury, occupational diseases, lost days, and absenteeism and number of work-related fatalities

LA8 Programs to assist workforce members, their families or community members regarding serious diseases l Pg. 25

LA9 Health and safety topics covered in formal agreements with trade unions l Pg. 25

aspect: training and education

LA10 Training per year per employee l Pg. 26, 52

LA11 Programs for skills management and lifelong learning l Pg. 26

LA12 Percentage of employees receiving regular performance and career development reviews l Pg. 52

aspect: diversity and equal opportunity

LA13 Composition of governance bodies and breakdown of employees by indicators of diversity l Pg. 27, 52 
Annual Report 2010

LA14 Ratio of basic salary of men to women  

Human Rights

DMA Management approach, goals and performance, policies and contextual information l Pg. 12, 24, 27–29

aspect: Investment and procurement practices

HR1 Significant investment agreements that include human rights clauses or that have  
undergone human rights screening 

HR2 Human rights screening of significant suppliers and contractors l Pg. 49

HR3 Employee training on human rights policies and procedures l Pg. 12, 54
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aspect: non-discrimination

HR4 Incidents of discrimination and actions taken l Pg. 54

aspect: freedom of association and Collective bargaining

HR5 Operations in which the right to exercise freedom of association and collective bargaining  
may be at significant risk

l Pg. 29

aspect: Child labour

HR6 Operations having significant risk for incidents of child labour l Pg. 29

aspect: forced and Compulsory labour

HR7 Operations having significant risk for incidents of forced or compulsory labour l Pg. 29

aspect: Security practices

HR8 Security personnel trained on human rights policies or procedures l Pg. 29

aspect: Indigenous rights

HR9 Incidents of violations involving rights of indigenous people l Pg. 54

Society

DMA Management approach, goals and performance, policies and contextual information l Pg. 10, 12, 13–15, 42–47

aspect: Community

SO1 Programs and practices that assess and manage the impacts of operations on communities l Throughout report

aspect: Corruption

SO2 Business units analyzed for risks related to corruption l Pg. 54

SO3 Employees trained on anti-corruption policies and procedures l Pg. 12, 54

SO4 Actions taken in response to incidents of corruption l Pg. 12

aspect: public policy

SO5 Participation in public policy development and lobbying l Pg. 46

SO6 Political donations l Pg. 46
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aspect: anti-competitive behaviour

SO7 Legal actions for anti-competitive behaviour, anti-trust and monopoly practices l Pg. 54

aspect: Compliance

SO8 Significant fines and non-monetary sanctions for non-compliance with laws and regulations l Pg. 54

product responsibility

DMA Management approach, goals and performance, policies and contextual information l Pg. 10, 12, 17–22, 37–40, 49

aspect: Customer Health and Safety

PR1 Life cycle stages in which health and safety impacts of products and services  
are assessed for improvement

l Pg. 20

PR2 Incidents of non-compliance with health and safety regulations and voluntary codes l Pg. 54

aspect: product and Service labeling

PR3 Product and service information required by procedures l Pg. 20

PR4 Incidents of non-compliance with regulations and voluntary codes concerning product  
and service information and labeling

l Pg. 54

PR5 Practices related to customer satisfaction  Pg. 14

aspect: Marketing Communications

PR6 Programs for adherence to laws, standards and voluntary codes related to marketing communications l Pg. 20

PR7 Incidents of non-compliance with regulations and voluntary codes concerning marketing communications l Pg. 54

aspect: Customer privacy

PR8 Substantiated complaints regarding breaches of customer privacy l Pg. 54

aspect: Compliance

PR9 Significant fines for non-compliance with laws and regulations concerning the provision  
and use of products and services

l Pg. 54
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telecommunications Sector Specific Indicators 

Category: Internal operatIonS

Investment

IO1 Capital investment in telecommunication network infrastructure l Pg. 8, 51

IO2 Net costs for service providers under the Universal Service Obligation when extending  
service to geographic locations and low-income groups, which are not profitable

Health and Safety

IO3 Practices to ensure health and safety of field personnel l Pg. 25

IO4 Compliance with International Commission on Non-Ionising Radiation Protection (ICNIRP)  
standards on exposure to radiofrequency emissions from handsets

IO5 Compliance with International Commission on Non-Ionising Radiation Protection (ICNIRP)  
standards on exposure to radiofrequency emissions from base stations 

IO6 Policies and practices with respect to Specific Absorption Rate (SAR) of handsets

Infrastructure 

IO7 Policies and practices on the siting of masts and transmission sites  CSR Website 

IO8 Number and percentage of stand-alone sites, shared sites, and sites on existing structures  Pg. 8, 33
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Category: provIdIng aCCeSS

access to telecommunication products and Services: bridging the digital divide

PA1 Policies and practices to enable the deployment of telecommunications infrastructure and access to 
telecommunications products and services in remote and low population density areas

l CSR Website 

PA2 Policies and practices to overcome barriers for access and use of telecommunication  
products and services 

l Pg. 19 
CSR Website

PA3 Policies and practices to ensure availability and reliability of telecommunications products and services l CSR Website 

PA4 Level of availability of telecommunications products and services in areas  
where the organization operates

l Pg.7–8, 20

PA5 Telecommunication products and services provided to and used by low- and no-income sectors  
of the population

l CSR Website 

PA6 Programs to provide and maintain telecommunication products and services in emergency situations  
and for disaster relief

l CSR Website 

Access to Content

PA7 Policies and practices to manage human rights issues relating to access and use of  
telecommunications products and services

l Pg. 19

Customer relations

PA8 Policies and practices to publicly communicate on EMF related issues 

PA9 Total amount invested in programs and activities in electromagnetic field research

PA10 Initiatives to ensure clarity of charges and tariffs l Pg. 20

PA11 Initiatives to inform customers about product features and applications that  
will promote responsible, efficient, cost effective and environmentally preferable use

l Pg. 40



ROGERS COMMUNICATIONS INC.   2010 CORPORATE SOCIAL RESPONSIBILITY REPORT  SECTION 3  /  67

Global Reporting Initiative (GRI) Index continued

grI # grI IndICator rogerS’ level loCatIon  
  DESCRIPTION OF REPORTING OF INFORMATION

Category: teCHnology applICatIonS

resource efficiency

TA1 Examples of the resource efficiency of telecommunication products and services delivered l Pg. 18, 21, 37, 40

TA2 Examples of telecommunication products, services and applications that have the potential  
to replace physical objectives (e.g., videoconferencing)

l Pg. 37, 39

TA3 Measures of transport and/or resource changes of customer use of the telecommunication  
products and services listed above

l Pg. 37

TA4 Estimates of the rebound effect (indirect consequences) of customer use of the products  
and services listed above, and lessons learned for future development

TA5 Practices relating to intellectual property rights and open source technologies



Contact Us

We invite your feedback and questions about this report. 
Please email us at csr@rci.rogers.com

Discover more about our corporate social responsibility:
www.rogers.com/web/content/CSR
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