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ROGERS COMMUNICATIONS
WE ARE ENGAGED IN THREE PRIMARY LINES OF BUSINESS:

Rogers is publicly traded on the Toronto Stock Exchange (TSX: RCI)  

and on the New York Stock Exchange (NYSE: RCI).

Our Business Objective

To maximize subscribers, revenue, operating profit and return  

on invested capital by enhancing our position as one of Canada’s 

leading diversified communications and media companies. 

Our Business Strategy

To be the leading and preferred provider of innovative 

communications, entertainment and information services 

to Canadians. How? By leveraging our advanced networks, 

infrastructure, sales channels, brands and marketing resources  

across the Rogers group of companies to create value for our 

customers and shareholders.  

Rogers Wireless is Canada’s largest 

wireless voice and data communications 

services provider, with approximately 

9 million customers under the Rogers 

Wireless, Fido and chatr brands.  

Rogers Cable is a leading Canadian  

cable services provider, offering cable 

television, high-speed Internet access  

and telephony services for residential  

and business customers.

Rogers Media is engaged in radio and 

television broadcasting; digital media; 

televised shopping; consumer, trade  

and professional publications; and  

sports entertainment.

ROGERS WIRELESS ROGERS CABLE ROGERS MEDIA

HEADQUARTERED IN TORONTO, ROGERS IS A 
DIVERSIFIED CANADIAN COMMUNICATIONS AND 
MEDIA COMPANY WITH OUR OPERATIONS AND 
SALES SUBSTANTIALLY IN CANADA. 
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Report Profile 

Published in October 2012, this report communicates our social, 

environmental and economic impacts and performance in 

Canada for the 2011 calendar year. Content is focused on areas 

we believe are most material and relevant to our stakeholders. 

To minimize our environmental footprint, we use an 
online reporting format: 

•		Online report: Highlights of the 2011 CSR  

report are available online in HTML format.  

•		Full report: Our full report is available  

as a downloadable PDF only.

•		Past reports: These are available as  

downloadable PDFs in the report archive.

Report Quality

For this report, subject matter experts across the company 

were responsible for compiling and providing information 

and verifying its accuracy and reliability. Members of Rogers’ 

management team, including the CSR Governance Committee, 

reviewed and approved content. This report was not externally 

audited.

For our key performance indicators, we have provided three 

consecutive years of data, where possible. There are no 

significant changes from our 2010 report, which was released  

in October 2011; any restatements of data compared to prior 

years are noted in the section where they appear. 

We asked Canadian Business for Social Responsibility to  

review our 2010 CSR report and tell us ways to build upon  

our reporting. Their feedback helped inform the development  

of this report. 

External Standards

As a framework for preparing this report, we have followed  

the Global Reporting Initiative (GRI) G3 Guidelines, at a self-

checked application level of C. These standards are outlined  

in our GRI Index. 

Feedback 

We encourage your ideas and comments to help us improve  

our reporting. 

Email us at csr@rci.rogers.com

ABOUT  
THIS REPORT
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Each year, Rogers produces a corporate social responsibility (CSR) 
report, and together with our Annual Report to Shareholders, 
Management Proxy Circular and corporate website, these 
represent our total reporting on Rogers’ CSR activities.

mailto:csr%40rci.rogers.com?subject=Rogers%20CSR%202011
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“ Strong citizenship enhances Rogers’ corporate value, and is integral to 

our business strategy to be Canada’s leading provider of diversified 

communications, entertainment and information services.”

Nadir Mohamed, FCA 
President and Chief Executive Officer 
Rogers Communications Inc.
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A MESSAGE FROM  
NADIR MOHAMED

Our long-standing commitment to corporate social 

responsibility (CSR) doesn’t take a back seat to financial 

results. In fact, it’s becoming ever more important to our 

growth, competitive advantage and connections with 

stakeholders. 

Rogers has been reporting on our CSR for several years now. 

We have worked to continuously improve our reporting to 

give stakeholders information and proof that we’re creating a 

sustainable business and contributing to a better world. 

With the release of this report, we’ve taken another significant 

stride forward – giving enhanced insights into our performance, 

challenges and the ways we’ve entrenched the tenets of CSR 

throughout Rogers.

Connections come alive with CSR 

As a leading communications company, we ourselves need to 

exemplify the essence of openness and connectivity. That's why 

we strive to forge close relationships with our stakeholders and 

use many forms of two-way communication to do that, which 

are discussed in this report. 

In my view, connections with our stakeholders come alive with 

CSR – becoming deeper, more meaningful and multi-layered. 

I want honest opinions about our products and our efforts to 

address stakeholders’ top-of-mind issues, like service reliability, 

transparency and what Rogers is doing to enrich communities 

and the environment. I want to hear about our shortcomings as 

much as our successes. An open-door approach enables us to 

have constructive dialogue that benefits all.

What's so terrific about this "social era" is that if something goes 

wrong, we'll know about it within minutes. If stakeholders tell 

us we're off track, we can quickly shift course. Rogers has to be 

more adaptive than ever before in today's fast-paced world of 

technological change, otherwise we risk irrelevance. 

Delivering results in 2011 

This report is full of examples of the actions we took in 2011  

to be a better company for our stakeholders. I know our  

efforts are having a positive impact. Let me point out a  

few achievements.

Rogers has a proud history of being first to deliver innovation 

and game-changing products to Canadians. Following a 

successful technical trial in 2010, last year we launched our  

Long Term Evolution (LTE) wireless network. The gold standard  

in next generation wireless technology, LTE enables more 

efficient use of spectrum and lightening-fast experiences 

through the mobile Internet, with virtually no delays or 

buffering. For Rogers customers, it truly opens up life in the 

digital fast lane, significantly enhancing accessibility, reliability 

and quality – key reasons why customers say they choose us. 

We continued to proactively manage the environmental aspects 

of our business. Despite the tremendous growth in our business 

operations, we reduced our operational footprint in many areas. 

I am pleased to report, for instance, a 19% drop in our internal 

paper consumption last year, and more than a third of our overall 

customer base (35%) used e-billing, a giant leap from 25% in 

2010. We added muscle to our Environmental Management  
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THIS REPORT IS FULL OF EXAMPLES  
OF THE ACTIONS WE TOOK IN 2011  
TO BE A BETTER COMPANY FOR  
OUR STAKEHOLDERS.
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System with improvements to procedures, training and data 

collection. And we increased our efforts to drive sustainability 

in our supply chain, by sharpening our criteria and due diligence 

process to ensure we use suppliers who demonstrate socially  

and environmentally responsible practices. 

Every day, we work hard to create a workplace that people want 

to join, and where they are inspired to stay. Over the past year 

our investment in employee training and career development 

swelled to nearly $50 million, up from $42.7 in 2010. We moved 

forward with a number of initiatives to recognize our employees 

who best exemplify our values through our enhanced Rogers 

Corporate Recognition Program. Our progressive workplace 

practices were recognized last year, with Rogers named among 

the 50 most engaged workplaces and one of Canada’s top 

employees for young people. 

Late in 2011, we proudly introduced the Rogers Youth Fund,  

a corporate initiative focused on empowering at-risk Canadian 

youth through education. Working with partners across the 

country, the fund supports groundbreaking initiatives from  

after-school homework clubs, to tutoring programs to 

technology centres. Through this program we can help change 

people's lives, giving our young people the brightest future 

possible. This is incredibly powerful and I'm personally very 

excited about this program. 

What’s next 

As we continue to develop our CSR approach and initiatives, 

there’s no question that Rogers faces some tough challenges 

ahead. Our industry will change much more profoundly in the 

future than it has in the past. The lines between wireline and 

wireless are blurring, competition from new and traditional 

players is increasing, customer needs are changing and there is 

intense competition for workforce talent. 

We’re evolving our business in response and our CSR priorities – 

from engaging employees to developing responsible products, 

investing in communities and tackling climate change – remain 

intact. Our history shows the depth of our CSR commitment. 

Strong corporate citizenship enhances Rogers’ corporate value, 

and is integral to our business strategy to be Canada’s leading 

provider of diversified communications, entertainment and 

information services. 

“  LATE IN 2011, WE PROUDLY INTRODUCED THE 
ROGERS YOUTH FUND, A CORPORATE INITIATIVE 
FOCUSED ON EMPOWERING AT-RISK CANADIAN 
YOUTH THROUGH EDUCATION.”

 
 
A MESSAGE FROM 
NADIR HOHAMED CONTINUED

 

NADIR MOHAMED 
President and Chief Executive Officer 

Rogers Communications Inc.
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OVERVIEW

2011 CSR
HIGHLIGHTS

Of paper purchased for 
all Rogers magazines 
certified by the Forestry 
Stewardship Council

100%
Of employees are  
visible minorities

31.6%

Raised by employees  
for the annual  
United Way campaign

$1.25  
MILLION

Of telecom and IT-related 
products recycled, a 57% 
increase over 2010

375  
TONNES Employee  

Engagement  
score

76%
Employees with disabilities  
benefitted from workplace 
accommodations

346

Took part in the annual  
‘bWell’ corporate challenge,  
a friendly competition around  
living a healthier lifestyle

EMPLOYEES
717  

Contributed to build stronger 
Canadian communities

$71.4  
MILLION Of supplier spend with  

Canadian companies or  
those with offices in Canada

97.3%

Registered with e-billing,  
up from 25% in 2010

35%
OF CUSTOMERS

Invested in employee training  
and career development,  
up from $42.7 Million

$49.3  
MILLION YOUTH FUND

New national initiative to 
empower at-risk youth 
through education

ROGERS
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OVERVIEW

Our day-to-day business activities make a substantial 
contribution to the development and prosperity of local 
communities across Canada, as well as to the national economy. 

ECONOMIC  
IMPACTS

Creating Jobs, Investing in Careers 

In 2011, we employed 30,213 people across Canada, invested 

$49.3 million in employee training and development and paid 

$1.81 billion in employee compensation. As a large purchaser  

of products and services – Rogers worked with more than 

37,000 suppliers last year – we support thousands of jobs in 

supplier companies. 

Connecting Customers

Through the power of technology, we continued to make our 

customers’ lives easier and more enjoyable. Across multiple 

devices and screens – whether by smartphone, TV, PC or tablet 

– Rogers connected its customers to innovative communications, 

information and entertainment experiences.

Improving Business Productivity 

Rogers makes businesses more productive, providing today’s 

workers with seamless access to critical information and 

communications at the office, at home and on the road.  

We support small businesses with access to technologies and 

resources that help them manage and grow their companies.

Developing Communities

In 2011, we contributed $71.4 million in charitable donations  

and gifts-in-kind to enrich our communities.

Fostering Innovation

Each year we invest significantly in technology (“capital 

expenditures”), including in our broadband and wireless 

networks across Canada, to ensure extensive coverage in both 

urban and rural areas. Over the past three years alone we  

have made $5.6 billion in technology investments.

In December 2011, we launched the Rogers Innovation Report, 

a regular survey we conduct to explore Canadians’ habits and 

views on technological innovations. 

Shareholder Value Creation

Rogers is a public corporation committed to delivering value  

to our shareholders. In 2011, our annualized dividend per  

share increased to $1.42, up from $1.28 the previous year.  

Learn more about our financial and economic performance  

in Rogers’ 2011 Annual Report to Shareholders. 

MARKET PRESENCE
   2011

 Rogers owned, dealer and retail outlets  3,400+

 Rogers TV Cable stations  34

 Radio stations  55

 Consumer magazines and trade publications 54

“  EACH YEAR ROGERS INVESTS BILLIONS OF DOLLARS 
IN ITS NETWORKS AND IS AMONG THE TOP R&D 
SPENDERS IN CANADA; INCREASING THEIR RESEARCH 
AND DEVELOPMENT BUDGET THROUGH THE RECENT 
ECONOMIC DOWNTURN.”

   
Brian Masse, NDP Member of Parliament from Windsor West,  
during a special recognition by federal MPs to celebrate  
Rogers’ 50-year anniversary.

http://rogers.createsend.com/t/y-BAA75204C642655B
http://www.rogers.com/cms/investor_relations/annual_html/2011/images/Rogers_Communications-AR2011.pdf
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AWARDS &  
RECOGNITION IN 2011

Employee Engagement

•		Rogers	was	recognized	as	one	of	Greater Toronto’s Top 
Employers. This designation acknowledges employers that 

lead their industries in offering exceptional places to work 

through progressive programs across a range of categories.

•		For	the	second	year	in	a	row,	Rogers	was	named	one	of	

Canada’s Top Employers for Young People. The distinction 

recognizes employers that offer the nation’s best benefits for 

younger workers and are leaders in attracting and retaining 

younger employees.

•		Recognized	as	one	of	the	50 Most Engaged WorkplacesTM 
in Canada by “I Love Rewards”, a leader in employee reward 

and recognition solutions for companies across North America. 

Community and Corporate Responsibility

•		United	Way	presented	Rogers	with	a	Thanks a Million 
Award, which recognizes organizations that  contributed of 

more than $1 million in 2011. 

•		Rogers	was	recognized	with	a	2011 United Way Exemplary 
Award based on our employees’ generosity in supporting the 

community through the annual United Way campaign. Rogers 

was in the top 10% of all employee workplace campaigns that 

ran in 2011.

•		Rogers	continues	to	be	included	the	FTSE4Good Index, an 

index that recognizes companies for their corporate responsibility 

records, and we are distinguished as a North American leader, 

ranking ninth among companies across the continent.

Leadership & Innovation

•		Carol	Ring,	Rogers’	Vice	President,	Strategic	Initiatives,	received	

the Woman of the Year Award by Canadian Women in 

Communications. The honour recognizes an outstanding 

woman who has made a significant contribution to the 

communications industry throughout her career, and who has 

contributed materially to the advancement of women within 

the industry. 

•		John	Hinnen,	680News	VP	and	General	Manager,	and	VP	of	

Radio News Programming for Rogers Broadcasting, received 

the prestigious RTNDA President’s Award, the highest 

honour given annually by the Radio-Television News Directors 

Association of Canada. The award recognizes those who have 

made major contributions to broadcast journalism. 

•		The	Parliament of Canada recognized and celebrated Rogers 

for 50 years of driving Canadian innovation. 

Environment

•		Rogers	was	recognized	by	the	Carbon Disclosure Project (CDP) 

and Accenture as a sector leader in their 2011 Canada 200 

Report.

Investor Relations

•		Rogers	won	three	awards	at	the	IR	Magazine	Canada	Awards,	

the leading international awards honoring excellence and 

leadership in investor relations: Best Investor Relations 
in the Technology and Telecom Sector; Best Earnings 
Conference Calls and Best Investor Relations Officer – 
Large Cap.

Launched in 2001, the FTSE4Good Index Series is a series of benchmark and tradable indices for responsible investors. The index series is derived from

the globally recognised FTSE Global Equity Index Series, offering FTSE’s world-famous hallmark of cutting-edge index design and calculation technology.

The FTSE4Good criteria is applied to the FTSE Developed Index Series, which covers 23 markets and over 2,000 potential constituents. In the UK, the universe

of eligible constituents is drawn from the FTSE All-Share Index. The series consists of five benchmark indices covering the Global and European regions, the US,

Japan and the UK. An additional four tradable indices have been specially designed to provide asset managers with a cheap and efficient basis for investment

products. These cover the UK, US, European and Global regions, as well as the FTSE4Good Environmental Leaders Europe 40 Index which focuses specifically

on European companies within the FTSE4Good universe that demonstrate leading environmental practices.

MEETING THE NEEDS OF INVESTORS

The FTSE4Good Indices appeal to a broad range of institutional and retail investors who are looking to:

• Only invest in companies that demonstrate good standards in corporate responsibility

• Minimise the social and environmental risks within their portfolios

• Capitalise on the benefits of good corporate responsibility (e.g. eco-efficiencies, improved brand image etc)

• Avoid investing in traditionally excluded sectors such as tobacco and defence

• Actively encourage companies to be more responsible

The indices are used as a basis for regional and global index tracker funds, a range of structured products, and as a stock selection universe for actively

managed funds.

FACTSHEET

FTSE4GOOD INDEX SERIES

BUILT-IN SCREENING

Keeping in step with the continually evolving corporate responsibility landscape and the changing nature of extra-

financial risks can be an expensive and time consuming undertaking. The index inclusion criteria have been designed

to identify companies that meet globally recognised and accepted responsible investment criteria as they evolve.

By using the FTSE4Good Index Series as an investment universe, investors can be assured that companies in their

portfolios are also evolving to meet new challenges as they arise.

Helping investors to navigate

through the plethora of

corporate social responsibility

(CSR) codes and standards

around the world.

FTSE4GOOD INCLUSION CRITERIA

Criteria are developed using an extensive market consultation process and are approved by an independent

committee of experts. A broad range of stakeholders help shape the criteria, including NGOs, governmental bodies,

consultants, academics, the investment community and the corporate sector.

To remain consistent with market expectations and developments in CSR practice, the inclusion criteria are revised

regularly. Since launch this has included tougher environmental and human rights criteria as well as new supply

chain labour standards and countering bribery requirements. FTSE then engages with companies to ensure that

they understand the new requirements. Companies that do not meet the standards are deleted from the index

series.

The criteria have been designed to help investors minimise social and environmental risks. Companies with the

largest risks and impacts have to meet more challenging requirements.

Globally accepted and

continually evolving

standards
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“ We’re always working to be better for our stakeholders, so they 

view us as a great company with which to do business, a leading 

employer and a valued community partner.”

Rob Bruce 
President, Communications 
Chair, CSR Governance Committee

CSR AT ROGERS



Our vision is to be the leading and preferred provider of 

innovative communications, entertainment and information 

services to Canadians, across any device, place or time. 

Achieving leadership in our industry and the privilege of being 

Canadians’ company-of-choice entails more than offering 

competitive prices, cool gadgets and dependable networks.  

We are diligent on many fronts to:

•		Be	the	best	at	what	we	do	in	our	three	main	lines	of	business	–	

delivering reliable, safe, state-of-the-art products and services 

to the marketplace;

•		Uphold	the	highest	ethical	standards	and	demonstrate	

transparency;

•	Be	a	best-in-class	employer;

•		Be	a	positive	force	in	the	community;	and

•	Be	a	steward	of	the	environment.	

Our commitment to CSR is threaded throughout our 

organization, woven into our company policies, values, 

governance structure and stakeholder engagement channels  

– influencing everything from how we treat our customers  

and employees to the way we source, develop and advertise  

our products.

We align our business objectives with the hallmarks of strong 
citizenship to improve our bottom line while creating economic, 
social and environmental benefits for Rogers’ stakeholders.

VISION &  
STRATEGY

CSR AT ROGERS

“  TO ACHIEVE OUR BUSINESS STRATEGY, WE FOCUS 
ON DELIVERING THE BEST INNOVATIVE SERVICES 
WHILE BEING A RESPONSIBLE, SUSTAINABLE 
COMPANY. IT’S CERTAINLY AN ONGOING EFFORT, 
AND WE CONTINUALLY SEEK OUT OPPORTUNITIES 
TO EVOLVE OUR BUSINESS FOR THE BETTER.”

   
Nadir Mohamed 
President and CEO, Rogers
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The Rogers values are our guidelines for the way we work.  
They set us apart from the competition and help us reach our vision.

OUR 
VALUES

CUSTOMER FOCUS The customer is central in our balanced decision-making.

At Rogers, we are passionate about our customers, and our continued success depends on their loyalty. 
We listen and work to meet their expectations for simplicity, value, convenience and choice. We strive 
to provide a superior customer experience across all touch points.

TEAMWORK We build an environment based on collaboration, trust and transparency.

We strive for excellence and help our colleagues do the same. We work in a safe and challenging work 
environment that values and recognizes individual contributions and diversity.

COMMUNICATION We listen actively and have courageous conversations.

We are open and transparent in our actions and communications. We treat each other with respect, 
dignity and honesty. Communication is key to clarity and understanding, and it’s a two-way process – 
listening and understanding are every bit as important as speaking clearly and unambiguously.

ACCOUNTABILITY We drive our actions based on outcomes and focus on execution.

We act ethically and with integrity in everything we do, we keep our promises, and we are caring 
partners in the communities in which we live and work. Accountability is all about taking personal 
responsibility for the work we do, our actions and the decisions we make. Regardless of the job we 
do, we all play a role in Rogers’ success – and how we honour our commitments, and do what we say 
we’re going to do, is critical for our colleagues, our customers and our communities.

INNOVATION We foster first-to-market innovation and embrace calculated risk taking.

We anticipate and create change, and work with speed and agility to develop creative,  
new approaches, products and services that deliver growth and competitive advantage.

How we work is every bit as important as what we work on.  

As business and social norms continue to evolve, we can’t  

expect to raise our game by playing the way we always have. 

That’s why, in 2011, we defined a new set of core values.   

How We Chose Our Values

We defined what we expect from those we work for, among and 

with across the organization. We asked our employees to weigh 

in on which qualities and values are important and why, which 

yielded five clear themes that have become our core values. 

Embedding in Our Culture

Rogers employees identified them, and now it’s up to everyone 

throughout the organization – from those on the front line 

serving customers to executives focused on the strategic direction 

of the company – to live them. To help us hold each other and 

ourselves accountable, the Rogers values are now embedded 

into annual performance reviews and employee surveys, into the 

curriculum for our Managing Matters and Leadership Matters 
courses, and into our reward and recognition programs. 

12   ROGERS COMMUNICATIONS INC.   CSR REPORT 2011
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CSR AT ROGERS

•		Our	CSR Governance Committee sets strategic direction 

and oversees Rogers’ CSR performance and progress. Led 

by Rob Bruce, President of Communications, the committee 

meets several times a year and comprises representatives from 

relevant business units. There are six sub-committees, each led 

by a Rogers executive, which are focused on addressing our 

material issues.

•		The	Board of Directors is responsible for the stewardship 

of the company, including approving goals, objectives and 

strategies. Learn more

•		The	Corporate Governance Committee assists the board 

in developing, recommending and establishing corporate 

governance policies and practices and leads the board in 

its periodic review of the performance of the board and its 

committees. Learn more

CSR 
GOVERNANCE
CSR is embedded in our corporate structure and managed within our 
overall framework of strong governance and internal controls.

SU
B

C
O

M
M

IT
TE

ES

ENVIRONMENT

COMMUNITY

PRODUCT  
RESPONSIBILITY

CUSTOMER 
TRANSPARENCY

CSR GOVERNANCE COMMITTEE

SUPPLY CHAIN 
MANAGEMENT

EMPLOYEE 
ENGAGEMENT

http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowBoardDirectorsAction&_pageLabel=IR_LANDING 
http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=/portlets/consumer/investor/showGenericFlexibleZoneAction&investor_1_1subAction=showCGPracticesAction&_pageLabel=IR_LANDING
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MATERIAL 
ISSUES
What concerns are top-of-mind for our stakeholders? What 

issues have a high or potentially high impact on our business? 

By listening to and consulting with our stakeholders, we learn 

what matters most to them. We also research emerging CSR 

topics, stay abreast of global reporting standards and consider 

the risks and opportunities that will affect Rogers’ long-term 

sustainability. 

We have identified seven issues related to CSR, noted in 

the table below, that are most important to our business 

and stakeholders. These areas reflect Rogers’ major social, 

environmental and economic impacts, and they influence 

stakeholder assessments of and decisions made toward us.  

The composition and sub-committees of our CSR Governance 

Committee are aligned to these material issues and help us 

address them. Our material issues have not changed since 

Rogers’ last CSR report and have remained consistent over  

the past several years.

 
EMPLOYEE 
ENGAGEMENT

Working for a socially responsible company is important to current 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. Read more

COMMUNITY 
INVESTMENT

Community groups count on us for funding and volunteer support. Some of the toughest economic 
conditions in recent memory have made these needs more crucial than ever. Customers, employees 
and other stakeholders expect us to give back to the communities in which we live and operate.  
Read more

CUSTOMER 
TRANSPARENCY

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. Read more

PRODUCT 
RESPONSIBILITY

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. Read more

ETHICAL  
SUPPLY CHAIN

Stakeholders expect us to have relationships only with contractors and dealers who adhere to values 
and ethical standards of corporate conduct similar to ours. Prospective and existing suppliers expect us 
to have a fair selection process in place. Read more

CLIMATE CHANGE 
& ENVIRONMENT

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. Read more

CSR VISION, 
STRATEGY, 
SYSTEMS

Shareholders, investors, governments and community leaders expect us to be a good corporate citizen 
with a strong CSR framework, vision, strategy and management systems, in place. Read more

Material Issue Why It Matters
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CSR AT ROGERS

The Rogers Business Code of Conduct 

This comprehensive policy spells out the values, ethics and 

business conduct expected of Rogers employees in their 

dealings with customers, vendors, the public, fellow employees 

and other stakeholders. Available on our website, all Rogers 

employees must review, understand and fully comply with this 

policy, as well as complete annual online training to refresh 

their knowledge. We carefully monitor training completion rates 

and perform audits to verify that our employees are compliant. 

Failure to adhere to any and all provisions of the Rogers Business 

Code of Conduct may result in discipline up to and including 

termination of employment and/or legal action.

We also have a separate Directors Code of Conduct and Ethics 

for directors of the company. 

Whistleblower Program

We have a strong whistleblower program in place. Employees 

are expected to report any suspected business, ethical or 

financial misconduct to the Rogers STAR Hotline. To ensure 

complete anonymity, an independent service provider handles 

every contact with the Rogers STAR Hotline confidentially. 

Management carefully investigates all reported incidents, 

regardless of the employee’s status. 

Prevention, Detection and Response

Our corporate fraud and risk management approach is focused 

on three objectives: prevention, detection and response. We 

perform various audits and reviews to detect instances of 

unauthorized account access, fictitious invoices and fraudulent 

expense claims, along with many other types of fraud and 

misconduct. Departments such as Corporate Investigations, 

Fraud Management, Retail Loss Prevention and Internal Audit 

are just some of those involved in helping to detect and prevent 

fraud at Rogers. Our Corporate Investigations team probes all 

instances of fraud and misconduct. 

ETHICS &  
INTEGRITY
We are firmly committed to maintaining our long-standing reputation 
for the highest standards of integrity, ethical behaviour and good 
corporate citizenship. 

•		Respect	and	dignity	in	the	workplace

•	Adherence	to	the	law

•	Protection	and	proper	use	of	company	assets

•	Health	and	safety

•	Environmental	responsibility

•	Computer	access	and	use	of	electronic	media

•	Confidentiality

•	Anti-corruption	procedures

•	Conflicts	of	interest

•	Public	disclosure	and	insider	trading

THE CODE COVERS TOPICS INCLUDING:

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://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://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://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowGenericFlexibleZoneAction&investor_1_1subAction=showCGConductEthicsAction&_pageLabel=IR_LANDING
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OUR  
STAKEHOLDERS
Our stakeholders represent a constellation of diverse interests.  
We believe their honest feedback and ideas keep us healthy, 
connected and cutting-edge.

Forging and maintaining healthy 

relations with our stakeholders is about 

listening, understanding and respecting 

their diverse needs and interests, and 

responding in ways that are meaningful 

and transparent.

Engaging with stakeholders:

•		Fosters	open	dialogue,	builds	trust	 

and helps us develop strong, long-term 

relationships;

•		Allows	us	to	understand	and	deliver	 

the programs, products and services 

they want;

•		Tells	us	what	we’re	doing	right,	while	

bringing problems or concerns to the 

surface;

•		Tests	our	prevailing	assumptions	and	

refreshes our mindsets so that we 

remain innovative, responsive and 

focused on continuous improvement; 

and

•		Allows	us	to	better	target	our	CSR	

investments for maximum impact.

CUSTOMERS •	Office	of	the	Ombudsman

•	Customer	Satisfaction	surveys	(CSAT)

•	 Focus	groups

•	Emails,	letters,	telephone	calls

•	Complaint	resolution	process

•	Social	media	sites

EMPLOYEES •	 	Employee	surveys	and	focus	groups,	including	
the R10 engagement survey twice annually.

•	 	One-on-one	employee/manager	discussions

•	360-degree	feedback	process

•	Online	live	chats	with	executives

•	Town	halls

•	Employee	intranet,	blogs,	forums

ENVIRONMENT •	 	Engagement	with	environmental	consultants

•	Meetings	with	environmental	groups

•	Emails,	letters,	telephone	calls

•	Employee	participation

COMMUNITY •	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

SUPPLIERS •	 	Interaction	with	the	Rogers	 
Procurement team

•	Emails,	letters,	telephone	calls

•	Site	visits	to	factories	and	supplier	offices

INVESTORS •	 	Meetings	and	feedback	sessions	with	
mainstream and socially responsible  
investor groups

•	Shareholder	information	events

•	 Investor	surveys	and	consultations

•	Emails,	letters,	telephone	calls

Main Stakeholders Forms of Engagement

      CLICK TO LEARN MORE

> Customer Feedback 
> Employee Feedback
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CSR AT ROGERS

 
PARTNERSHIPS

Rogers has many partnerships and affiliations in an effort to be a 
strong, involved corporate citizen. Some examples include:
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We believe in contributing to the development of sound 
public policy affecting Canada’s communications sector.

Rogers operates in a highly regulated industry, and we are 

therefore actively involved with governments and regulators 

in Canada. We participate in public policy processes and 

Rogers 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 corporate 

contributions to political parties or politicians at the federal level, 

but do so in provinces where permitted and ensure that the 

contributions conform to provincial guidelines. Rogers does not 

receive significant financial assistance from government.

PUBLIC
POLICY



OVERVIEW

CSR AT ROGERS

PRODUCT STEWARDSHIP

EMPLOYEE ENGAGEMENT

COMMUNITY

ENVIRONMENT

SUPPLY CHAIN

IN DEPTH

Raj Doshi 
Vice President, Products

PRODUCT STEWARDSHIP

“ Our commitment to responsible business means that we address 

social and environmental aspects across the product life cycle.”



PRODUCT STEWARDSHIP
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Our mission is to enrich and simplify the lives of our customers, 

connecting them to innovative communications, information 

and entertainment experiences. This entails much more than 

introducing the newest and fastest devices to the marketplace. 

We strive to bring people, content and devices together in 

seamless, reliable ways that people depend on in their home 

and work lives. Further, we strive to bring these innovative 

experiences to Canadians first, before any other carrier in the 

country.

Across the product life cycle – from design, manufacturing  

and transport to packaging, usage and end-of-life – we take 

health, safety, environmental and other issues into account.  

This holistic approach is most relevant to our wireless and media 

businesses, which sell tangible products such as cell phones and 

publications. We focus on ensuring our offerings meet customer 

and community expectations, as well as our own criteria for 

quality, social responsibility and environmental respect. 

Management

Two sub-committees of the Rogers CSR Governance Committee 

are responsible for reviewing and directing matters related to 

product stewardship:

•		The	Product Responsibility Sub-Committee oversees 

company-wide policies, processes and systems designed to 

ensure we offer products and services in a responsible fashion.

•		The	Customer Transparency Sub-Committee oversees 

Rogers’ communication and disclosure practices to ensure they 

are clear, transparent and accurate.

Our Customer Commitment

The Rogers Customer Commitment is our pledge – developed 

with customer and employee input – stating clearly what 

Canadians can expect from their experience with us. Updated 

in 2011, it’s a living document that evolves as customer needs 

change and our capabilities expand, demonstrating our desire  

to constantly improve.

“ You don’t need big words and fancy charts to build a business.  
You need to know what the customer wants and give it to them.”

  Ted Rogers

OUR  
APPROACH

ROAMING COSTS

Roaming costs have been an ongoing concern for 
customers, who told us they don’t have a true sense of 
how much data they use when travelling abroad. 

Rogers Wireless launched Canada’s first real-time usage alerts to help 
customers manage their data usage while travelling outside the country. 
The alerts take the guesswork out of roaming. We also introduced new 
data passes to offer more choice and ways to save, creating a worry-free 
travel experience.

UNLOCKING PHONES

We received customer feedback that they would like to 
have the option of unlocking their phones at the end of 
their contracts.

We now offer the option to unlock phones for customers whose 
contracts have expired or who received no subsidy towards the initial 
purchase of their phone.

2011 Challenges/Issues Our Response

http://www.rogers.com/web/content/CustomerCommitment?utm_source=social&utm_medium=redboard&utm_content=miranda&utm_campaign=commitment
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Compliance is Only the Starting Point

Our meticulous attention to product responsibility, from 

packaging and transport to product advertising and disclosure, 

begins by complying with all applicable regulations.  

Respecting the Environment

As detailed in the Environment and Supply Chain sections of this 

report, we consider environmental outcomes across the product 

life cycle and look for opportunities to avoid or minimize any 

negative impacts. Our Phones for Food program, for example,  

is one way we demonstrate responsible recycling and disposal  

of cell phones at end-of-life. 

A Comprehensive Approach to Health and Safety

We treat customer health and safety very seriously, and will 

not sell or do anything unless it meets legislative requirements, 

industry best practices or our own high standards in this area. 

We evaluate the health and safety aspects of our products over 

the course of their life cycle. Internal product review plans are in 

place to address any product issues, such as recalls.

Through our website and information materials, we encourage 

our customers to make safe driving their first priority and avoid 

using cell phones unless in a hands-free position while behind 

the wheel. We are also sensitive to the safety concerns of 

families with young children. For example, Rogers Cable services 

include a four-digit code to prevent children from viewing age-

restricted video-on-demand services. 

Ensuring Customer Privacy and Security

We uphold strong privacy practices and provide our employees 

with privacy training. Compliance with the Rogers Privacy Policy 
is a condition of employment. 

Technology is constantly changing – and Internet hackers are 

getting smarter. That is why we use the most up-to-date security 

technology and our security systems are regularly reviewed to 

ensure that our standards are maintained. In addition, customers 

can shop with confidence at www.rogers.com with protection 

by our Secure Shopping Guarantee. 

We work hard to make sure our products and services conform 
to the best possible standards, produce minimal impact on the 
environment and don’t compromise the well-being of our customers.

RESPONSIBLE  
PRODUCTS

ADDRESSING CONCERNS ABOUT RADIO FREQUENCY FIELDS

The issue

With the exploding popularity of 

wireless devices such as smartphones 

and tablets, we are aware that there 

are public concerns about the safety of 

exposure to radio frequency (RF) fields 

(also known as electro-magnetic fields) 

and microwave radiation emitted from 

mobile communication devices and 

cell towers. Mobile communication 

devices use RF to transmit data and 

rely on a network of towers to relay 

information between users. 

How Rogers is responding

Numerous studies over the years and ongoing monitoring by the World Health 

Organization (WHO) show no evidence of any health risks for adults or children. Rogers 

follows all Canadian government standards and requirements, including Health Canada’s 

Safety Code 6, as they relate to wireless device signals and antenna towers. Canada was 

among the first industrialized countries to develop RF exposure guidelines, in the form of 

Safety Code 6, in 1979. This code is updated regularly, with the latest revision in 2009.   

Industry Canada conducts assessments on broadcasting and telecommunications 

devices, including those operated and/or offered by Rogers, to ensure compliance with 

Safety Code 6.

Rogers is committed to continuous learning in this area and staying up to date on 

research developments.

http://www.rogers.com/web/content/wireless-safe
http://www.rogers.com/web/content/Commitment-to-Privacy
http://your.rogers.com/about/security2.asp
http://www.hc-sc.gc.ca/ewh-semt/pubs/radiation/radio_guide-lignes_direct-eng.php#sc6
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Clear Communication

Enshrined in the Rogers Business Code of Conduct 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. 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. 

Responsible Marketing

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. 

To ensure 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.

Consumer Protection Legislation

Rogers is leading the charge for a national consumer protection 

code to be enacted and enforced by the Canadian Radio-

television and Telecommunications Commission (CRTC). This will 

provide a harmonized consumer protection code for Canadians.

Service Reliability

Rogers is dedicated to maintaining service availability during 

emergencies or unexpected events. We regularly upgrade 

our infrastructure and build back-up systems to improve their 

reliability. We also develop plans to communicate with our 

customers and to restore service – or offer additional service 

support – when major incidents, including extreme weather, 

affect the communities where we operate.

CUSTOMER  
TRANSPARENCY

“  CONSUMER RULES, IF SENSIBLY INTRODUCED, CAN MAKE 
WIRELESS AGREEMENTS SIMPLER FOR CONSUMERS AND 
MAKE IT EASIER FOR THEM TO ENJOY THE BENEFITS 
OF WIRELESS TECHNOLOGY. ROGERS IS COMMITTED 
TO MAKING A LEGALLY BINDING CONSUMER CODE 
AVAILABLE TO ALL CANADIANS. THE IDEAL SOLUTION IS 
A SINGLE COMPREHENSIVE NATIONAL CONSUMER CODE 
THAT WILL PROTECT CONSUMERS IN A REASONABLE 
AND CONSISTENT MANNER.”

   
Ken Engelhart,  
Rogers’ Senior Vice President, Regulatory

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://www.laws.justice.gc.ca/eng/acts/C-38/page-1.html
http://laws-lois.justice.gc.ca/eng/acts/C-34/page-1.html
http://www.the-cma.org/


Customer Satisfaction (CSAT) surveys

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 a service installation provided 

by a technician. 

 

 

 

 

 

Blogs

Redboard and FilRouge are our official English and French blogs, 

respectively, where we geek out about the latest technology, 

explain our services and policies, and answer customer 

questions. Customers participate by sharing their feedback – 

both the good and the bad.

Community Forums

In 2011, we launched two online forums: Rogers Community 
and Fido Community. These are places for customers to discuss 

technical issues related to Rogers’ and Fido’s products and 

services. Because forums are peer-driven sites, our customers 

are helping each other out every day. Since launching, close to 

75,000 users have registered with the forums and 17 million 

messages have been viewed.

Social@Rogers

Rogers has a dedicated social media team to engage with 

customers, with the Social@Rogers site as our central hub for 

all of our social sites, including our blogs, Twitter, Facebook, 

YouTube and community forums. When customers tweet their 

issue or want product and service details, we’re there to deliver 

helpful information. No other Canadian telecom company is 

leveraging social media on this level. Plus, we’ve never been 

closer to our customers, on or offline.

Office of the Ombudsman

As another communication channel, customers can contact our 

Office of the Ombudsman if they have unresolved problems.

We constantly communicate with our customers, and give them easy-
to-use tools to provide candid feedback and insights.

CUSTOMER  
FEEDBACK
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http://redboard.rogers.com/
http://filrouge.rogers.com/
http://communityforums.rogers.com/t5/community/categorypage/category-id/EnglishCommunity?profile.language=en
http://forums.fido.ca/t5/community/categorypage/category-id/EnglishCommunity
http://social.rogers.com/
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Our goal is to reduce or eliminate the problems that most 

significantly impact customers by:

•		Ensuring	customers	only	need	to	contact	Rogers	once	to	get	

an issue resolved.

•		Ensuring	they	only	have	to	provide	their	problem	or	issue	once.

•		Following	up	with	them	to	resolve	a	problem	when	it	is	not	

fixed the first time.

•		Taking	ownership	to	solve	their	problem.

•		Resolving	their	issue	quickly.

Putting Problem Resolution for Customers First

Customers have told us what their issues are and employees 

have weighed in providing great feedback on how we can help 

resolve them. In 2011, we introduced new problem resolution 

tools and processes to make the kind of improvements our 

customers want to see. 

•		Callbacks	and	Follow	Ups	is	a	new	process	designed	to	

save our customers time and eliminate their frustration by 

empowering our front line teams. Front line agents can now 

take time off the phones to investigate an issue that can’t be 

resolved right away, and call the customer back to follow up 

with a solution. Our employees tell us they are happy with 

the process because it allows them to concentrate on the 

customer and take more ownership, especially when resolving 

a complicated customer issue.

•		We	launched	a	new	and	improved	knowledge	management	

tool, named IQ, for our front line employees. It’s loaded with 

all of the information they need to answer our customers’ 

questions and resolve their issues. IQ was designed with 

feedback and input from call centre employees through 

forums, surveys and interviews. 

Office of the Ombudsman

While the vast majority of customer service inquiries are 

resolved by our front line employees, the Rogers Office of the 

Ombudsman acts as our highest level of support for customer 

escalation. The office was created in 2009 and we are the first 

and only carrier in North America to have an internal body for 

problem resolution. 

As a neutral body that works independently from Rogers' 

Customer Support teams, the Ombudsman attempts to resolve 

customer complaints for all Rogers’ businesses by investigating 

both sides of an issue and assisting the parties in reaching a fair 

and reasonable resolution. Most disputes are handled within  

30 days of receiving the complaint.

In 2011, the Ombudsman’s office received 2,762 customer 

complaints. Most of these were forwarded to Rogers’ Office  

of the President for resolution, with the Ombudsman handling 

265 customer cases that required an in-depth investigation.

If we’re serious about our commitment to the customer experience,  
we have to get the basics right. And that starts with resolving the 
problems we know are customers’ biggest pain points. 

PROBLEM 
RESOLUTION

“  I AM COMMITTED TO REVIEWING ALL CUSTOMER 
SUBMISSIONS AND BRINGING FAIR AND REASONABLE 
SOLUTIONS TO ROGERS CUSTOMERS.”

   
Kim Walker, Ombudsman

      CLICK TO LEARN MORE

>    Read the Ombudsman’s 
2011 Annual Report

http://www.rogers.com/cms/images/en/AboutRogers/CorporateSocialResponsibilty/pdf/Rogers_Ombudsman_2012.pdf
http://www.rogers.com/cms/images/en/AboutRogers/CorporateSocialResponsibilty/pdf/Rogers_Ombudsman_2012.pdf
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Multicultural Marketing Council

Our Multicultural Marketing Council, in its second year of 

operation, continued to advance strategies for reaching out 

to diverse communities. The council is made up of about 

200 Rogers employees who collectively speak more than 35 

languages and provide valuable insights into different cultures.

Multicultural Programming

Through the Rogers Media network of television and radio 

stations, we produce and broadcast multicultural programming 

in a wide variety of languages. One example is the weekly 

Aboriginal radio program Bamoseda (“walking together” in the 

Anishinabe language), which discusses important issues from a 

First Nations perspective.

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.

Connecting Rural Communities

Technology plays a vital role in connecting many remote 

and low-population communities. Access to information 

and communications is essential to help these areas develop 

economically, so we are proud of the network coverage provided 

by Rogers - the Canadian population covered is 95% by GSM, 

90% 4G HSPA+. 

Affordable options

We are committed to ensuring all customers, including students 

and lower-income customers, have affordable pricing and service 

package options. Our budget-friendly chatr wireless brand, for 

example, offers no-frills unlimited wireless talk and text services 

for a low monthly cost.

Accessible Products and Services

Our goal is to make all customer touch points as accessible as 

possible so everyone, including older or disabled customers, 

can benefit. To that end, we integrate inclusive design and 

accessibility features into our products, services, stores and 

technologies. A Special Needs section on our website outlines  

all of our accessible product and service offerings, which include: 

•		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;

•		Rogers	on	Demand	Online,	providing	accessibility	with	 

“TV Everywhere” functionality; and

•		Phones	with	accessibility	features	such	as	screen	reader	

software, touch screens, TTV and hearing aid compatibility, 

and voice commands. Canada’s first mobile phone designed 

specifically with seniors in mind, the Doro PhoneEasy, 

features a large keypad with separated keys, a programmable 

emergency key and an easy-to-read colour display.

Rogers has customer service representatives who are able to 

interact with customers in Cantonese and Mandarin, as well as 

French and English.

Rogers’ customers truly represent Canada’s rich diversity.  
We tailor our offerings to meet a variety of language and  
cultural preferences, as well as special needs.

DIVERSE  
NEEDS

http://www.rogers.com/web/content/special-needs
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The scorecard below summarizes our progress  
in meeting the priorities we set for 2011.

 
SCORECARD 

WHAT WE SAID WHAT WE DID PROGRESS

•	Consistently	improve	customer	service. •		Introduced	new	problem	resolution	tools	and	processes,	such	as	
Callbacks and Follow Ups, to empower our front line teams to 
resolve issues and save our customers time. 

•		Deployed	Canada's	first	4G	LTE	wireless	network	and	made	
significant progress on the deployment of DOCSIS 3.0 Internet 
capabilities across our cable TV footprint..

•		Updated	the	Rogers Customer Commitment to articulate what 
customers can expect from us.

•		Provide	a	safe	and	healthy	environment	
in stores. 

•	Maintained	high	health	and	safety	standards	in	all	of	our	stores.

•	Protect	privacy	at	all	times. •	 	Maintained	strong	privacy	and	information	security	policies,	
practices and training.

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

•		Launched	Small	Business	Specialist	program	to	give	owners	 
direct access to in-store trained specialists at 157 retail locations 
across Canada.

•		Deployed	SpeedBoost	technology,	giving	high-speed	Internet	
subscribers a faster, superior online experience.

•	 	Launched	roaming	services	with	over	650	operator	networks	in	
more than 220 destinations so customers can use their wireless 
device to stay connected around the planet.

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

•	 	Made	significant	progress	in	simplifing	rate	cards	and	contracts,	
including through clearly articulated and transparent charges, 
pricing and information

•	 	Introduced	Roaming	Data	Passes,	giving	cost	certainty	and	 
peace of mind.

•	 	Made	progress	in	enhancing	customer	flexibility.	Examples	include	
sharing of data across plans and devices and launch of Rogers 
AnyPlace TV, which allows subscribers to consume content across 
TV, PC, tablets and smartphones.

CSR SCORECARD 2011: PRODUCT RESPONSIBILITY







º

º

 Achieved      º Made Progress       Not Achieved

CSR REPORT 2011   ROGERS COMMUNICATIONS INC.   25



OVERVIEW

CSR AT ROGERS

PRODUCT STEWARDSHIP

EMPLOYEE ENGAGEMENT

COMMUNITY

ENVIRONMENT

SUPPLY CHAIN

IN DEPTH

“ We are constantly working to build a place where our talented 

employees are enthusiastic, comfortable and inspired to work.”

Tony Cimino 
Vice President,  
HR Services & Total Rewards

EMPLOYEE ENGAGEMENT
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EMPLOYEE ENGAGEMENT

We want Rogers to be a place in which employees feel proud, 

where they look forward to making a contribution, and where 

each has the chance to do their best work every day. 

To achieve that, we work hard to:

•		Create	a	culture	of	employee	engagement;

•	Encourage	and	respect	diversity;	and

•		Provide	leading	workplace	programs	and	practices,	from	far-

reaching benefits to customized training, development and 

personal assistance programs. 

No other Canadian company has career opportunities that 

include producing television and radio programming, creating 

magazine content and providing cable and wireless services.

We know that investing in our people and fostering a great 

employee experience contributes to job satisfaction, increased 

productivity and personal development. 

Employee feedback, along with external recognition as a top 

employer, is proof that we’re doing the right things. But the only 

thing consistent around here is change. We are always looking 

for ways to be even better. 

Success, innovation and development are all borne of momentum, 
and momentum comes from the people who drive it.

OUR
APPROACH

2011 WORKFORCE*

BY REGION

 Full-time employees 24,332

 Part-time and contract employees 5,881

 TOTAL EMPLOYEES 30,213

 Alberta 933

 British Columbia 1,981

 Manitoba 239

 New Brunswick 1,398

 Newfoundland 218

 Noca Scotia 97

 Ontario 21,660

 PEI 6

 Quebec 3,446

 Saskatchewan 70

 Yukon 12

 US & UK 153

 TOTAL 30,213

* Includes full-time, part-time and contract employees

DRIVING	BEST-IN-CLASS	EMPLOYEE	ENGAGEMENT We developed and launched the new R10 engagement survey twice a 
year. The results from our first survey in October 2011 showed a growth 
in both employee participation and engagement.

ATTRACTING A LARGE NUMBER OF TALENT  
AND OVERALL SOURCING FOR CRITICAL ROLES

We hired over 11,000 people in 2011. Rogers was chosen as one of 
Canada’s Top Employers for Young People and won the Innovation in 
Employment Branding Award from the Human Resources Professionals 
Association for our sourcing and attraction strategies.

2011 Challenges/Issues Our Response

http://www.canadastop100.com/young_people/
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Comprehensive Benefits

Rogers offers a comprehensive benefits plan and wealth 

accumulation program 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 of continuous service for part-time 

employees. 

Competitive Compensation

We participate in outside salary surveys annually to ensure 

compensation levels at Rogers remain competitive. We believe 

in a pay-for-performance culture and have incentive programs 

that are tied to each individual’s achievement, the success of 

departments, and to the overall company reaching its goals. 

Recognition 

In 2011, we expanded our recognition program to help us more 

broadly acknowledge the achievements of our people. There are 

three categories of recognition, awarded three times annually: 

•		Business Impact Awards recognize employees whose 

commitment to innovation results in approaches, services or 

products that advance our business and help us deliver on our 

business strategy. 

•		Community Involvement Awards celebrate employees who 

invest their time and commitment in the communities where 

we live and work. 

•		Customer 1st Awards, our original reward program, honour 

those who go above and beyond to strengthen the customer 

experience. 

The top winners in each of these three categories annually are 

given an Employee of the Year Award. Our CEO then picks 

from among the Employees of the Year to receive a CEO Award, 

a new honour rewarding outstanding achievement. 

We know that rewarding our people is a valuable investment in our own 
success. So we back up that commitment with an integrated package that 
rewards initiative, innovation, leadership, teamwork and outstanding service. 

TOTAL  
REWARDS

•		A	health	benefits	plan	in	which	employees	can	customize	
their	coverage	and	Rogers	pays	75%	of	the	premiums.	

•		A	defined	benefit	pension	plan	for	new	employees,	 
with	company	contributions	to	4%	of	salary.

•		A	share	purchase	plan	for	all	employees	(up	to	10%	 
of	annual	pay),	with	graduated	company	match.

•		Group	RRSP

•		Preferred	rates	and	placement	for	child	care	and	elder	care.

•		Discount	of	up	to	50%	on	most	Rogers	products	and	 
services,	including	cable,	wireless,	Internet,	home	phone,	
movie	rentals	and	Toronto	Blue	Jays	tickets.

•		Special	third	party	deal	on	car	rentals,	hotel	stays,	
amusement	parks,	gym	memberships	and	more.

BENEFITS AT ROGERS INCLUDE:
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Channels for Feedback and Input 

Employees have opportunities to express their thoughts, ideas 

and feedback to management at all levels in the company. Some 

examples include:

•		Online live chats with executives: Scheduled throughout 

the year, these real-time chats with senior leaders, including 

the CEO, allow employees to ask questions and receive 

answers directly.

•		Online employee jams: These online sessions allow our 

people to provide candid thoughts and insights into specific 

issues facing the company, such as ways to improve costs and 

productivity. Within a week of each online jam, we close the 

loop by providing a short summary of the feedback and what 

is being done with it. 

•		Town halls: Across Canada, we host town hall sessions where 

employees can listen to our senior leaders speak about the 

company’s strategic direction and priorities, and about broad 

industry issues.

•		Blogs: A number of senior leaders, including the President of 

Communications, maintain internal blogs that discuss a range 

of topics. Employees can comment and rate each blog.

•		360-degree feedback program: We use a 30-question, 

customized, 360-degree assessment that is based on the 

leadership behaviours that support our corporate values. 

Measuring Employee Engagement 

In 2011, we launched a new employee engagement survey called 

R10. This 10-question confidential survey process, held twice 

yearly, helps us collect feedback on critical questions. Employees 

respond on a five-point agreement scale to statements such as 

“I am proud to say that I work for Rogers” and “Overall, I am 

extremely satisfied with Rogers as a place to work.”

Our most recent survey was conducted in October 2011, 

resulting in a participation rate of 71%, or 21,474 respondents, 

and an engagement score of 76%.

We act on what employees tell us right away. The Rogers senior 

leadership team is presented with the results and managers are 

able to view the results online. Executives and managers must 

develop action plans to address gaps and issues identified in  

the findings. 

Entrepreneurial spirit is the foundation of Rogers and our culture 
thrives on the sharing of ideas and two-way communication.

EMPLOYEE  
FEEDBACK



Health and Safety

Rogers is dedicated to providing a safe and healthy work 

environment for our employees, as well as contractors, 

volunteers and the general public.

•		We	maintain	a	Health & Safety (H&S) Policy, as well as a 

number of related procedures to recognize 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 programs.

•		Employees	complete	a	wide	variety	of	safety	training	programs,	

including courses through e-learning, to ensure 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 our technicians and field staff.

•		We	set	performance	goals	and	targets	for	each	Rogers	

business and evaluate our performance on an annual basis.

Overall Wellness

•		Now	in	its	fourth	year,	bWell is our comprehensive wellness 

program that covers the entire spectrum of employee health at 

Rogers. Through the program we offer:

•		A	dedicated	bWell	website	that	provides	articles	on	nutrition,	

stress, fitness and other topics; contact details for Rogers 

wellness representatives in each city; and health tools, 

including a calorie calculator, body mass index calculator and 

heart rate calculator;

•		Health	and	wellness	initiatives	during	National	Wellness	Day	 

in September;

•		Complimentary	flu	shots	–	in	2011,	2,096	employees	received	

vaccinations; and 

•		Friendly	health	challenges	at	work,	like	the	Fruit	and	Veggie	

Chase, whereby 717 Rogers employees participated on 177 

teams, competing toward a healthier lifestyle.

•		At	our	headquarters	in	Toronto	and	at	Rogers	Park	in	

Brampton, employees can use dedicated fitness facilities and 

take exercise classes such as spinning, yoga and aerobics. At 

these locations we also have medical centres staffed with 

general practitioners, nurses, chiropractors, physiotherapists 

and a registered massage therapist. 

•		We	host	an	annual	Health	and	Safety	Fair	to	deliver	guidance	

on personal health and wellness.

•		Every	Wednesday	during	the	summer	months,	we	host	a	

farmers market, where employees can buy organic and locally 

grown produce, breads, meats, and baked goods.

In addition, we offer the voluntary Employee and Family 
Assistance Program (EFAP), which provides confidential 

counselling and referral services on a variety of personal, work-

related and health concerns, including serious diseases. 

In 2011, we introduced the FLASH Hotline to offer the latest 

health alerts and severe weather updates so all employees 

can stay informed and avoid traveling to work in potentially 

dangerous conditions. 

Flexible Work Options

Employees can choose among a variety of flexible work 

arrangements, including flexible start and finish hours, 

telecommuting and a shortened work week. Employees can 

also request an unpaid leave of absence, whether for education, 

taking time to care for a terminally ill family member, or looking 

forward to spending time with family. Rogers administers 

approximately 8,000 employee leaves of absence annually, and 

in 2011, we launched a new online tool to make the process 

simpler for managers and employees. 

Rogers takes the overall physical, mental and emotional 
well-being of our employees seriously.

HEALTH &  
WELLNESS

EMPLOYEE ENGAGEMENT
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Learning at Rogers

The Learning Team at Rogers focuses on preparing employees for 

the future by creating tailor-made initiatives relevant to employees’ 

needs and development. Core training programs include:

•		Managing Matters, our management development 

curriculum;

•		Emerging Leaders, a program to support first-time managers 

through the first six months of their transition into becoming a 

people leader;

•	Leadership Matters, for director-level employees; and

•	Stellar Service, for our customer service representatives.

My E-Learning is our online training hub where employees can 

access 6,500 on-demand courses, focused on the Rogers core 

competencies of customer focus, teamwork, communication, 

accountability and innovation.  

 

 

 

 

 

 

 

 

 

 

 

 

Walk a Mile in My Shoes is a unique program that allows 

employees to work within different roles across the company to 

experience the customer from a different perspective. Employees 

may choose from 62 positions and, in 2011 alone, over 1,300 

Walk a Mile sessions were completed. Since inception, over 6,600 

sessions have been held, enabling cross-pollination of company 

practices and learnings, which positively impact our customers. 

Participant feedback surveys are conducted regularly, with an 

almost 90% favourable rating.

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Educational Assistance Policy

We 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.

Performance Management

SuccessFactors is our online performance management system 

to drive alignment of objectives throughout the company and to 

improve employee feedback on performance and 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 online base and bonus tool to 

help determine appropriate pay increases and bonus levels for 

individual employees.

To develop their potential, we provide our employees with a vast 
array of learning opportunities and career development tools.

PERFORMANCE  
& DEVELOPMENT

BUILDING FINANCIAL LITERACY

  Recently, Canada’s Task Force on Financial Literacy brought 

attention to the importance of financial literacy and its link to 

personal well-being. 

  We’re committed to helping our employees grasp money 

matters, particularly retirement planning and getting the most 

from the Rogers Wealth Accumulation Plan. 

  In 2011, we engaged popular financial writer and TV host 

Gail Vaz-Oxlade to lead a series of live webcasts for Rogers 

employees to learn more about preparing for retirement, 

getting out of debt, finding money to save and other topics.
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In 2011, we created a new three-year employment equity plan 

and formed two committees to drive its implementation:

•		An	Employment Equity Steering Committee, headed by 

our Chief HR Officer and made up of senior executives, to lead 

the direction of the plan; and

•		An	Employment Equity Working Committee, consisting 

of employees across our business, to contribute ideas and 

feedback on implementing the plan. 

The employment equity plan is part of our broader Diversity 

Management Program, which is designed to foster workplace 

diversity and inclusiveness. We have diversity-related policies, 

practices and procedures that relate to hiring, recruitment, job 

evaluation, compensation, training opportunities, promotions, 

transfers and terminations. 

Our Workplace Profile

Rogers submits an Employee Equity Narrative Report annually 

to the Federal Government describing the representation of 

Canada’s designated groups within our workforce and our 

efforts to attract, support and promote members of these 

groups. The employment equity data we collect helps direct our 

efforts to develop recruitment, retention, awareness plans, and 

supportive polices to improve our performance. See our 2011 

employment equity results in the Key Performance Indicators 

section of this report.

Diversity Training and Communications

Employees receive comprehensive diversity training, including 

such topics as cross-cultural issues and accommodation, through 

two professional education programs. 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.

•		The	Rogers	Media	Entrance	Award	is	open	to	all	African	

Nova Scotian and First Nations students entering the Radio 

& Television Arts program at the Nova Scotia Community 

College.

•		Through	our	partnership	with	Catalyst,	an	organization	

dedicated to expanding opportunities for women in business, 

we provide consultation and guidance in building inclusive 

workplaces. In 2011, we focused on defining the strategy 

around Catalyst and how we can leverage the relationship 

more fully to drive initiatives related to the Rogers Women’s 

Network.

•		Rogers	Media	funded	the	Canadian	Broadcasting	Standards	

Council (CBSC)’s Ethnocultural Outreach and Positive Portrayal 

Initiative, whose objective is to increase public awareness of 

broadcast standards and ensure the widest possible contact 

with multilingual societies. CBSC information is now available 

in over 40 languages. 

•		Rogers	Media	partnered	with	the	Canadian	Women’s	

Foundation for the seventh year in a row to raise funds for 

Shelter from the Storm, the largest annual campaign dedicated 

to ending violence against women.

•		The	National	Vice	President	of	OMNI	moderated	the	

International Women in Digital Media Summit Panel on 

“Women and Technology.”

Serving many communities in one of the world’s most diverse countries, 
we consistently strive to build a team that reflects the profile of our 
customers and Canada’s cultural mosaic.

DIVERSITY  
& INCLUSION

ROGERS IS A LEADING EMPLOYER OF VISIBLE MINORITIES: 

31.6% OF OUR EMPLOYEES IN 2011 WERE MEMBERS OF 

A VISIBLE MINORITY GROUP, EXCEEDING THE RELEVANT 

LABOUR FORCE AVAILABILITY OF 23.1%. 
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Rogers abides by the Canadian Human Rights Act across our 

operations. The Rogers Business Code of Conduct clearly states 

that we will not tolerate discriminatory acts or practices by any 

of our employees on the grounds of race, national or ethnic 

origin, colour, religion, age, sex, marital status, family status, 

sexual orientation, pardoned conviction or disability. 

We respect employees’ right to exercise freedom of association 

and collective bargaining. All of 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 

2011, Rogers had 30,213 employees, of which approximately 

6.4% were unionized.

•		Through	our	ongoing	partnership	with	Career	Edge,	we	

provided roles to six internationally qualified professionals  

last year. 

•		Rogers	Publishing	hired	over	30	interns	and	editorial	

apprentices last summer, working at well-known Canadian 

magazines including Maclean’s and Canadian Business.

The Rogers Women’s Network

To help women achieve their maximum potential, we offer 

the Rogers Women’s Network (RWN). The RWN promotes 

information sharing and networking, and works in conjunction 

with the Rotman School of Management’s Initiative for Women 
in Business to provide multi-day skill-building programs. Initially 

comprising women at the director level and above, the RWN 

began a pilot program in 2011 to expand the target audience to 

also include female managers at Rogers.

The Rogers Buddy Program

To help new hires understand our workplace and culture, we’ve 

set up the Rogers Buddy Program. Buddies create positive, 

welcoming experiences 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 2011, we 

implemented 346 accommodations for employees with 

disabilities; provided pregnant women with modified work 

schedules and tasks, as well as ergonomic chairs/stools for 

healthier physical support; and maintained faith rooms for 

private observance at several locations. These accommodations 

helped remove barriers for designated groups and improved 

their working environment.

We have policies and programs to respect, promote and protect  
the human rights of our employees. 

HUMAN  
RIGHTS

 
 
DIVERSITY 
& INCLUSION CONTINUED

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
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The scorecard below summarizes our progress  
in meeting the priorities we set for 2011.

 
SCORECARD

WHAT WE SAID WHAT WE DID PROGRESS

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

•		The	Employment	Equity	Steering	Committee	was	created	in	2011	to	
lead the direction of the employment equity plan. The committee 
consists of senior executives who communicate the importance of 
diversity organization-wide. It is headed by Rogers’ Chief Human 
Resources Officer and the National Vice President of OMNI.

•	 	The	Employment	Equity	Working	Committee	consists	of	employees	
from a variety of levels and business functions and represents all 
designated groups. Its purpose is to drive the employment equity 
plan and encourage employee feedback.

Implement a new three-year employment 
equity plan.

•	 	Established	new	employment	equity	plan	for	2011	to	2013.	

•	Created	two	employment	equity	committees	to	drive	the	plan.	

•	 	Implemented	a	new	data	collection	system	for	improved	tracking	
and measurement. 

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

•	 	Began	pilot	program	to	expand	the	target	audience	to	include	all	
female managers at Rogers, in addition to director level and above. 

•	 	Held	several	networking	events	and	guest	speaker	presentations	
delivered by female executives across different Canadian businesses. 

•	 	Worked	with	the	Rotman	School	of	Management	to	provide	career	
development programs for RWN members, such as the Emerging 
Leaders Program and the Athena Program.

CSR SCORECARD 2011: EMPLOYEE ENGAGEMENT
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WHAT WE SAID WHAT WE DID PROGRESS

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

•	 	Participated	in	National	Wellness	Day	(September	21,	2011),	with	
employees involved in different health and wellness initiatives 
throughout the day. 

•	Offered	complimentary	flu	shots	at	work	for	2,096	employees.

•	Continued	to	offer	a	national,	online	fitness	challenge	to	employees.

•	 	Piloted	bWell	nutritional	guidelines	for	foods	in	the	cafeteria	at	the	
Brampton and Toronto sites.

•	 	Established	a	Wellness	Steering	Committee	for	better	integration	of	
wellness programs across the organization.

•	 	Completed	an	organization-wide	Health	Risk	Assessment	and	
Integrated Health Data Analysis to better tailor wellness programs 
to employees. 

•	 	Added	bWell	Connected,	a	wellness	email	newslist,	to	the	bWell	
website so employees can stay informed on wellness initiatives.

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

•	 	Implemented	new	workplace	survey	process	called	R10,	 
a 10-question confidential survey held twice annually.  

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

•	 	Expanded	our	recognition	program	with	the	new	awards,	 
as well as the new CEO Award. 

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

•	 	Built	the	strategy,	governance	model	and	infrastructure	for	the	new	
employee portal.

•	Company-wide	launch	of	the	portal	is	currently	being	scheduled.

CSR SCORECARD 2011: EMPLOYEE ENGAGEMENT
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IN DEPTH

“ Since our founding, we’ve proudly supported Canadian 

communities and young people in particular. I’m excited that we’re 

taking this to a whole new level with the Rogers Youth Fund.”

Edward Rogers 
Deputy Chairman; Executive Vice President, Emerging Business, Corporate Development;  
and Chair, Community Sub-Committee of the CSR Governance Committee

COMMUNITY
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As one of Canada’s largest employers, caring for and giving 

back to our communities is vital. We stand by the principles of 

corporate citizenship and benchmarks for community investment 

established by Imagine Canada, committing at least 1% of our 

net earnings before taxes annually to charities and non-profit 

organizations. Society benefits. People benefit. And we at 

Rogers benefit – our business is only as vibrant and strong as  

the communities in which we operate. 

Our Priorities

A Community Investment Steering Committee, consisting of 

members from various departments, sets and oversees the 

strategic direction of our community giving.

Our community investments focus on areas that reflect Rogers’ 

core principles and culture:

•		The Rogers Youth Fund – Supporting youth education has 

been an ongoing legacy for us, and in 2011, we created the 

Rogers Youth Fund to provide a more targeted, integrated 

approach to maximize our impact. 

•		Community giving – We contribute to causes that enrich  

our communities, especially arts and culture, sports and 

fitness, and building healthy communities. 

•		Media production – As a uniquely Canadian company, 

Rogers supports content made in our home and native land.

•		Employee giving – Rogers supports the volunteer and 

fundraising efforts of employees dedicated to making a 

difference in their communities. 

Community involvement is a value espoused passionately  
by Ted Rogers when he founded Rogers over 50 years ago.  
Our company and employees continue to proudly embrace this spirit.  

OUR
APPROACH

Donated in 2011  
to more than 1,000 
Canadian charities  
and not-for-profits

$71.4
MILLION

WE WANTED TO ENSURE THAT OUR COMMUNITY 
CONTRIBUTIONS WERE REACHING OUR TARGET AND 
WERE HAVING A MEANINGFUL IMPACT.

We developed a comprehensive, twice-annual evaluation framework 
that measures partner programs. We also annually visit all of our partner 
locations.

2011 Challenges/Issues Our Response

http://www.imaginecanada.ca/
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Supporting Our Communities

•		Support	and	empower	Canadian	youth	through	education	(Rogers	Youth	Fund)

•		Enrich	society	by	investing	in	arts	and	culture,	media	production,	sports	and	healthy	communities

•		Support	critical	community	needs	(e.g.,	food	banks)

•		Encourage,	facilitate	and	recognize	employees	community	involvement

•		Engage	customers	and	other	stakeholders	to	help	create	better	communities

•		Cash	donations,	sponsorships	and	gifts-in-kind

•	Employee	volunteering

•	Community	partnerships

•		Free	airtime	on	Rogers-owned	television	and	radio	stations

•		Complimentary	print	ads	in	Rogers’	suite	of	consumer	magazines

MAKE A POSITIVE AND LASTING  

CONTRIBUTION TO OUR COMMUNITIES

 
 
OUR 
APPROACH CONTINUED

MISSION

ACTIVITIES

STRATEGY
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As a company always looking to bring innovative technologies to Canadians, it is only 

natural that we want to support children and youth who represent the future of our 

society. Rogers believes that every young person can have a brilliant tomorrow, and 

that education is the key to helping them realize it. 

In 2011, we proudly introduced the Rogers Youth Fund to help Canadian students get 

the most out of their education. We’re funding programs offered by our charitable 

partners across the country, such as the Boys and Girls Clubs of Canada, which provide 

educational support to youth, especially those who are at-risk due to poverty, isolation, 

having to adjust to a new language and culture, or who are facing challenges at home. 

Our Community Investment Committee, chaired by our Deputy Chairman, manages 

the Rogers Youth Fund. Types of programs we fund include after-school homework 

clubs, tutoring and mentoring programs, and alternative schooling. Part of the fund’s 

mandate is to close the gap between technology and education. For many youth, 

access to the latest technology and high-speed networks is not possible, so we are 

refurbishing or creating new technology centres throughout Canada. 

WHY EDUCATION MATTERS 
This national commitment was developed after extensive research into the needs of our 

communities and the interests of our stakeholders. We discovered that far too many  

Canadians students are falling behind in school: 

•		Four	in	10	students	can’t	read	at	the	required	level;

•		Over	30%	of	students	need	extra	educational	support	just	to	reach	basic	competency	

levels, but many students, especially those from lower income households and new 

Canadians, can’t access or afford homework clubs and tutors; and

•		40,000	students	drop	out	of	high	school	every	year.		

Failing to complete high school sets kids up for a lifetime of challenges. Additional 

educational support can make all the difference, and that’s why we took action by 

establishing the Rogers Youth Fund. More has to be done to ensure that every student, 

despite his or her background, has the best chance to succeed in school – and in life. 

Successful students drive Canada’s growth because they are our future 
innovators. The Rogers Youth Fund is our national commitment to help 
Canada’s youth overcome barriers to education so they can succeed in 
the classroom and beyond. 

THE ROGERS  
YOUTH FUND

         CLICK TO WATCH VIDEO

>    Meet some of the people 
who are making it possible

http://www.rogersyouthfund.com/
http://www.rogersyouthfund.com/charitable-partners.html
http://www.rogersyouthfund.com/charitable-partners.html
http://www.bgccan.com/EN/Pages/default.aspx
http://www.rogersyouthfund.com/ryf-video.html
http://www.rogersyouthfund.com/ryf-video.html


Here	are	highlights	from	the	past	year:

Arts and Culture

•		Honouring	the	best	in	Canadian	fiction,	we	have	sponsored	

the Rogers Writers’ Trust Fiction Prize for the past 15 years. 

Last year, Patrick deWitt’s novel The Sisters Brothers was 

announced as the winner of the $25,000 award. 

•		We	supported	film	festivals	across	Canada,	including	the	

Vancouver International Film Festival, the Atlantic Film Festival, 

the Banff World Media Festival, Hot Docs and the Toronto 

International Film Festival.  

•		We	honoured	the	best	in	Canadian	filmmaking	with	the	

Rogers Best Canadian Film Award at the Toronto Film Critics 

Association’s award gala. The $15,000 prize was awarded 

to director Denis Villeneuve for his movie Incendies, about 

Quebec siblings who uncover their immigrant mother’s 

tortured history.

Sports and Fitness

•		Rogers	Sportsnet	partnered	with	KidSport	Canada	for	 

three years to help fundraise and organize sport activities 

across Canada. 

•		Serving	more	than	10,000	kids	in	need,	the	Jays	Care	

Foundation invested more than $1.4 million in outreach 

programs that support physical activity, education and  

life-skill development.

Healthy Communities

•		We	sponsored	events	in	support	of	healthy	communities	

throughout Canada, including for the Toronto Hospital  

for Sick Children, the Easter Seals Society and the Herbie Fund.

Local Shelters and Food Banks

•		For	the	seventh	year	in	a	row,	we	partnered	with	the	Canadian	

Women’s Foundation to raise funds for Shelter from the Storm, 

the largest annual campaign devoted to ending violence 

against women. Money raised supported over 450 women’s 

shelters. 

•		Rogers	is	the	national	wireless	sponsor	of	the	Phones for Food 
program. The program allows customers to safely recycle  

used wireless devices and accessories, while raising funds for 

Food Banks Canada.

Diversity and Accessibility

•		Rogers	supported	Komodo	Labs,	a	not-just-for-profit	

corporation that works to make technologies such as 

smartphones accessible for people with disabilities. 

International Relief

•		In	the	wake	of	the	devastating	earthquake	and	tsunami	that	

hit	the	northern	part	of	Japan	in	March	2011,	Rogers	launched	

a	text-to-donate	campaign	and	made	TV	Japan	available	on	

free preview on Channel 829 to all digital cable customers. 

Every year, Rogers supports many worthy causes 
and organizations to help create vibrant, healthy, 
talent-rich communities. 

COMMUNITY 
GIVING

COMMUNITY
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In this area, our major production support comes through 

Rogers Television. Our 34 Rogers TV cable stations throughout 

Ontario, New Brunswick and Newfoundland produce thousands 

of hours of local programming involving over 29,000 community 

groups, donating coverage of local charitable events and 

advertising resources. 

Highlights	from	2011	include:

•		Rogers	TV	worked	with	community	groups	across	New	

Brunswick to broadcast nine telethons and TV auctions raising 

a total of $285,622 for local charities;

•		To	encourage	the	development	of	innovative	creative	content	

and to meet the needs of independent producers in the film 

and television industries, the Rogers Group of Funds – which 

includes the Rogers Documentary Fund, the Rogers Cable 

Network Fund and the Rogers Telefund, invested $31.2 million 

in 100 different productions; and

•		Over	725,000	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  

$18 million in exposure for the featured charities, causes and 

not-for-profit organizations.

Powered by Volunteers

Rogers TV is unique in that about 2,000 volunteer community 

members take an active role in conceptualizing and producing 

programming for local audiences. 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.

 

Rogers supports a number of unique funding programs to 
encourage the development of innovative and creative Canadian 
content for film, television and wireless mobile devices. 

MEDIA  
PRODUCTION

         CLICK TO WATCH VIDEO

>    A Rogers TV volunteer 
in action

http://www.rogersgroupoffunds.com/home.php
http://www.youtube.com/watch?feature=player_embedded&v=YvEN89Eabco
http://www.youtube.com/watch?feature=player_embedded&v=YvEN89Eabco


We are proud to have employees dedicated to making a 
real and tangible difference in their communities.

Rogers employees volunteer thousands of hours each year, 

participating in fundraising, community projects, and charitable 

boards and events committees. 

Highlights	from	the	past	year	include:

The Rogers United Way Campaign

Rogers employees have a long history of supporting the United 

Way, running campaigns every year to help build stronger 

communities	from	St.	John’s,	Newfoundland	to	Victoria,	B.C.	

In 2011, through corporate donations, personal donations 

deducted from their paycheques and fundraising events, Rogers 

employees raised $1.27 million for local United Way agencies 

across Canada. Rogers, and our employees, were recognized 

with the Exemplary Award for being among the top 10% 

fundraisers of all workplaces, the Thanks A Million Award for 

raising over one million dollars, and were nominated for the 

Corporate Support Spirit Award by United Way Toronto.

Greater Vancouver Food Bank Society

In Vancouver, more than 300 Rogers employees and members of 

the community volunteered for the eighth annual Rogers Santa 
Claus Parade. It’s one of the largest single food-raising events 

for the Greater Vancouver Food Bank Society.

Canucks for Kids Fund

In Burnaby, B.C., Rogers employees joined forces with a host of 

other community volunteers to dedicate their time to the 21st 

annual Canucks for Kids Fund Telethon. This was the first 

time it was hosted by Rogers. Answering 2,839 calls, employees 

successfully helped raise an incredible $261,079.60. The Canucks 

for Kids Fund’s mission is to help charities that support children’s 

health and wellness.

Jays Care Charity Home Run Derby

Our	own	Team	Rogers	hit	it	out	of	the	park	at	the	Jay	Care	

Charity Home Run Derby, held at the Rogers Centre in Toronto, 

helping to raise over $165,000 for children and youth in 

education, physical activity and life-skill development. 

Montego Bay High School for Girls

Each year the top performing front line sales staff at Rogers team 

up to fundraise for an international school in need as part of our 

Champions in Action program. Last year the employees selected 

Montego	Bay	High	School	for	Girls	in	Jamaica,	and	raised	the	single	

largest donation ever made to the school: $30,000. In addition, they 

donated 50 laptops and hundreds of books. The employees visited 

the school to present the donations and worked to replace parts of 

the school’s roof, repaint classrooms and hallways, catalogue the 

new books and help put together a new computer lab.

EMPLOYEE 
GIVING

COMMUNITY
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GOING ABOVE AND BEYOND

•		Carol	John,	who	collected	14	large	bags	of	donated	 

clothing, household items and gift certificates, along with 

two tablets, for the six families in southern Alberta who  

lost their homes to prairie fires.

•		Richard	Cloutier,	who	heard	about	the	plight	of	Victoria	

Francis, a visually impaired University of Ottawa student  

who was assaulted and had her iPhone stolen. She relied 

heavily on her phone, so Richard used his Rogers gift card, 

given to him for his 10 years of service, to purchase a new 

phone for Victoria.

•		Vicki	Wood,	who	has	operated	the	Knox	Youth	Dinner	 

and Food Bank with her husband since 1996, providing 

meals and support for marginalized and newly housed  

inner city youth in Toronto.

In 2011, we created the Community Involvement Award to recognize employees for their exceptional volunteer 
service and outstanding contributions to a charitable cause or organization. Winners from 2011 included:
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The scorecard below summarizes our progress  
in meeting the priorities we set for 2011.

 
SCORECARD

WHAT WE SAID WHAT WE DID PROGRESS

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

•	 	Donated	3.07%,	exceeding	the	target.

Launch the new Rogers Youth Fund. •	 	Rolled	out	the	Rogers	Youth	Fund	with	a	network	of	16	charitable	
partners and over $1.6 million in funding in 2011 for educational 
support programs across the country.

Further engage employees in community 
volunteering and fundraising.

•	 	Launched	the	Community	Involvement	Award	to	recognize	and	
encourage employee volunteerism. 

•	 	Organized	campaigns	with	partners	to	engage	employees	in	
various community causes and projects, including the United Way 
campaign, Canucks for Kids Telethon and the Rogers Pumpkin 
Patrol.

•	 	Created	the	Community	Investment	Steering	Committee,	which	
is exploring additional ways to engage employees in community 
volunteering and fundraising.

Contribute to public policy discussions  
that impact thtelecommunications and  
media sectors.

•	 	Participated	in	several	policy	discussions	and	processes	including	
the Canadian Telecom Summit, the Law Society Conference, CRTC 
proceedings on a wide range of topics and appearances before 
federal House of Commons committees.

CSR SCORECARD 2011: COMMUNITY INVESTMENT  Achieved      º Made Progress       Not Achieved
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IN DEPTH

“ Rogers is firmly committed to sustainability. We are 

partnering with our employees, suppliers, customers and 

communities to help preserve and protect the environment.”

Andrea Mason-Tulloch 
VP, Corporate Real Estate 
Chair, Environmental Steering Committee

ENVIRONMENT
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At Rogers, we remain focused on managing our environmental 

risk prudently while improving our environmental footprint. 

Maximizing our efficiencies – in essence doing ‘more with less’ – 

helps us contribute to the long-term health of Canada’s natural 

environment. In short, it’s about respecting our planet. 

Environmental Strategy

As a large diversified communications and media company, 

our environmental impacts range across our lines of business. 

As unique as our organization is, so too are the challenges in 

balancing our environmental strategy with multiple business 

objectives. To that end, the focus of our environmental strategy 

is threefold: 

•		To	reduce	the	impact	of	our	operational	footprint;

•		To	responsibly	manage	our	environmental	risks;	and

•		To	build	environmental	awareness	and	engagement	
among stakeholders, especially employees.

Thinking and Acting Sustainably: Our Progress

We are making good progress in the evolution of our 

environmental strategy. For example:

•		As	the	cornerstone	of	Rogers’	overall	environmental	program,	

our Environmental Management System (EMS) is helping us 

instill greater discipline around action plans, target setting and 

measurement. 

•		Our	environmental	governance	structure	is	effective,	with	

cross-functional environmental sub-committees meeting 

regularly.  

•		Despite	the	tremendous	growth	in	our	business,	we	have	

successfully reduced our environmental impacts in many areas. 

In 2011, for example: 

 -  Our internal office paper consumption declined by 19%;

 -  The percentage of Rogers customer invoices moved online 

through e-billing swelled to 35%; and 

 -  We recycled 2,557 tonnes of office waste from our facilities 

and 375 tonnes of telecom and IT-related products. 

While we have made important strides, there are some areas 

where we need to gain ground – such as tackling rising energy 

consumption. We recognize that environmental sustainability 

is not something we will achieve overnight. With each passing 

year, we refine our approach and strategy to address emerging 

issues while implementing new, innovative solutions. 

Our commitment to the environment is embedded in our culture 
as an organization and in the way we approach issues and 
decision-making.  

OUR  
APPROACH
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RISING ENERGY CONSUMPTION 

Rogers’ businesses continue to grow – and because of 
this, so does our energy consumption, despite the many 
reduction initiatives we have implemented.  

We worked with our service providers to conduct energy assessments 
across our office portfolio and identify further opportunities to increase 
energy efficiency.

ALIGNMENT OF OUR EMS EFFORTS ACROSS  
MULTIPLE BUSINESS GROUPS

As we formalize our EMS across multiple business groups, 
we have recognized the challenge of applying our 
efforts to ensure consistency and alignment to the ISO 
14001:2004 standard.

We initiated a standardized company-wide approach to our EMS efforts, 
and anticipate this will be in place across all business groups by 2014.

CORPORATE ENVIRONMENTAL TARGETS

Establishing consensus on the development of meaningful 
corporate environmental targets across our multiple 
business groups has proven to be a challenge. 

In alignment with our EMS, our Environmental Steering Committee is in 
the process of establishing company-wide environmental targets as well 
as targets specific to business lines.

IMPROVING OUR TOTAL WASTE DIVERSION RATES

It has been difficult to determine a baseline on our total 
waste and recycling efforts across a variety of service 
providers.

In partnership with our waste management service providers, we will 
conduct waste audits across our major office premises to capture a 
broader representation of waste generation and, in turn, build specific 
targets and objectives on our total waste diversion rate.

2011 Challenges/Issues Our Response

 
 
OUR 
APPROACH CONTINUED
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Environmental Governance

Our Environmental Steering Committee is responsible for driving 

our environmental strategy, practices and performance. Chaired 

by our Vice President, Corporate Real Estate, the committee 

comprises representatives from across our businesses and reports 

to the CSR Governance Committee.

To support the Environmental Steering Committee, there are  

four cross-functional sub-committees, and in 2011, we aligned 

them to our key environmental priorities:

•		Improve	energy	efficiency/reduction	of	associated	carbon	

emissions;

•		Use	less	paper	and	purchase	from	environmentally	responsible	

sources; 

•		Increase	recycling	and	strengthen	our	waste	management	

practices; and

•		Build	our	employee	engagement	and	awareness	strategy.

Environmental Values: Embedded in Our Culture

Our environmental values begin with the Rogers Business Code 

of Conduct. It outlines our commitment to conduct business in 

an environmentally conscious manner and makes respect for the 

environment a key responsibility for every employee.

Maintained since 1994 and updated in 2011, our Corporate 

Environmental Policy takes this a step further, articulating 

principles around minimizing waste, preventing pollution, 

efficiently using natural resources and conserving energy across 

our operations, among other areas. 

Environmental considerations are also integrated in policies 

for specific business activities. Examples include the Rogers 

Supplier Code of Conduct, Rogers Publishing Magazine Paper 

Procurement Policy and our Enterprise Print Policy.

ENVIRONMENTAL 
FRAMEWORK

ENERGY & CARBON 
REDUCTION 

SUBCOMMITTEE

WASTE MANAGEMENT  
& RECYCLING 

SUBCOMMITTEE

ENVIRONMENTAL 
STEERING 

COMMITTEE

CSR GOVERNANCE 
COMMITTEE

PAPER REDUCTION  
& SOURCING 

SUBCOMMITTEE

AWARENESS 
& ENGAGEMENT 
SUBCOMMITTEE

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://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://www.rogerspublishing.ca/about_us/environmental_policy.shtml
http://www.rogerspublishing.ca/about_us/environmental_policy.shtml


2011 Highlights

We continue to strengthen and add elements to our EMS. For 

example, we improved environmental procedures, training and 

data collection processes. In addition, we engaged with our 

many internal business areas to further align and standardize a 

company-wide approach for implementing our standards and 

procedures consistent with the principles of the internationally 

recognized ISO 14001 standard. This work is ongoing. 

We have 24 procedures in place to help us manage our key 

environmental aspects in a consistent manner, and these 

procedures are refined regularly to reflect operational changes 

and regulatory developments. In 2011, for example, we updated 

procedures in our Halocarbon Management Program to 

standardize how to perform annual leak tests, maintain records 

on all sites and properly affix leak tags on all units. 

We also launched enhanced training programs to build 

employees’ understanding and management of environmental 

issues, including:

•		Training	was	developed	and	rolled	out	to	all	technical	staff	

across Canada on requirements of the federal halocarbon 

regulations, roles and responsibilities of Rogers site 

managers and contractors, and government inspections and 

investigations;

•		To	manage	our	sites	that	contain	storage	tanks	using	backup	

generators, Rogers introduced training for technical staff that 

covers regulatory requirements, spill containment devices, 

requirements for routine inspection, inventory reconciliation 

and precision leak testing, among other areas; and

•		Rogers	developed	and	deployed	training	on	mould	

management to provide employees and key contractors 

with an overview on mould and water damage in buildings; 

potential health effects of indoor mould growth; and relevant 

standards, regulations and guidelines.

Rogers’ Environmental Management System (EMS) is our modus 
operandi – the processes and practices we’ve established to mitigate 
environmental risks, improve business efficiency and drive environmental 
progress toward improving our environmental performance.

ENVIRONMENTAL 
MANAGEMENT SYSTEM (EMS)

ENVIRONMENT
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ENERGY &  
CLIMATE CHANGE

We manage our energy use with a sharp eye on conservation, seeking opportunities to improve energy efficiencies 
across our business.

ENERGY USE

Rogers is undertaking a wide range of initiatives in an effort to increase our energy efficiency. 

In addition, we monitor and measure energy consumption and greenhouse gas (GHG) 

emissions to target areas where we need to improve our environmental performance. 

2011 Initiatives

•		We	invested	in	an	enterprise-wide	building	automation	

system at several facilities. The network allows us to set up 

a surveillance system that gives facility managers real-time 

monitoring of their facilities and the ability to remotely adjust 

set-point temperatures, receive alarms,  

identify equipment failures and more.

•		We	installed	smart	metering	systems	in	a	number	of	our	

Toronto locations.

•		At	our	York	Mills	campus,	a	lighting	retrofit	was	completed	

that included the installment of energy efficient lighting along 

with automated lighting controls. 

•		The	Rogers	Centre	launched	its	bowl	lighting	replacement	

initiative to implement a more efficient field lighting system. 

Learn more in the Case Study – Investing in Green at  

Rogers Centre. 

•		We	installed	a	new	pilot	technology	called	EnviroGrid	at	one	

of our locations. It utilizes REGEN Energy’s patented swarm 

logic, which provides load management on HVAC rooftop 

units. The EnviroGrid wireless load controllers, combined with 

a monitoring and control portal, dramatically simplify the cost 

and complexity of an energy management system.

•		We	continue	to	identify	opportunities	to	improve	efficiencies	 

in our IT infrastructure, including the consolidation of a 

number of our servers in 2011.

•		We	initiated	a	program	to	reduce	the	power	consumption	 

of cell tower electrical boxes by safely raising the shelter sites' 

operating temperature by 15% without sacrificing network 

reliability.

Given the growing magnitude of our real estate portfolio across Canada, 
rising costs and environmental impacts associated with our use of energy, 
identifying and capitalizing on efficiencies is one of our key priorities. 

IN THIS SECTION

> Energy Use 

> Our Carbon Footprint

> Fleet and Travel
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Performance in 2011

Rogers’ total energy use from our facilities across Canada – 

which comprise owned and leased offices/network buildings, 

retail stores, cell sites, power stations and the Rogers Centre – 

was	approximately	3.5	million	GJ	in	2011.	

As a result of our third party outsourcing of real estate 

services, improvements were made to the robustness and 

completeness of certain portions of our data, in particular, 

data from our leased office and network buildings, as well as 

for our transmission sites. Additionally, in 2011, we were able 

to collect more actual energy data for many of our leased 

buildings, whereas in prior years, certain portions of the data 

were extrapolated. For these reasons, we feel that our 2011 

Energy Use data is not directly comparable with previous years.

We do acknowledge that there is growth in our performance, 

attributed to the following key factors: 

•		Upsurge in media production: Many of our buildings 

contain energy-intensive broadcasting and television/radio 

network operations, which are experiencing growth. 

•	 Increased business activities: There have been increases 

in equipment usage and operating hours of our businesses.

•		Customer demand: The exploding use of smartphones 

and tablets combined with Rogers implementing Canada’s 

first LTE network in 2011 have resulted in growing network 

traffic and data volume demands. 

•		Availability of additional data: Growing reported energy 

use can also be attributed to the development of more 

stringent data collection processes in 2011.

Where there is comparability specific to our real estate building 

portfolio, representing our office/network buildings and 

Rogers Centre, we are cognizant of the increase in our energy 

usage – up 6.5% from 2010.  From an energy intensity  

(GJ/square	feet	of	occupancy)	perspective,	our	buildings’	

energy intensity grew by 5.7%. 

 
 
ENERGY & 
CLIMATE CHANGE CONTINUED

2011	TOTAL	ENERGY	USE	(GJ)
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Measuring our Carbon Footprint

For each of the past five years, Rogers has conducted a carbon 

footprint assessment of our business activities to measure our 

greenhouse gas (GHG) emissions. GHG emissions are calculated 

in the form of carbon dioxide equivalent (CO2e).

This comprehensive annual review helps us analyze trends and 

evaluate the efficacy of our emission reduction initiatives. We 

also use this assessment to support our participation in the 

Carbon Disclosure Project (CDP), and are proud to have been 

recognized by the CDP and Accenture as a sector leader in their 

2011 Canada 200 Report.

Performance in 2011

Rogers’ GHG emissions in 2011 were 292,117 tonnes of CO2e, 

and are categorized in accordance with the three scopes 

identified by the Greenhouse Gas (GHG) Protocol. Similar to 

2010, Rogers’ transmission sites and power supply stations 

comprised the largest portion (33%) of our total emissions, 

followed by our building portfolio (28%), employee commuting 

(18%) and paper usage (11%). 

Our 2011 assessment was our most comprehensive to date.  

As described earlier in our Energy Use section, total GHG 

emissions date is not directly comparable to previous years’  

data due to more robustness and completeness of certain 

portions of our data.  

Climate change poses more than an environmental threat: it has serious economic and social ramifications for 
businesses and consumers. We are fully committed to understanding climate change issues, managing our risks and 
minimizing our carbon footprint. 
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OUR CARBON FOOTPRINT

 
 
ENERGY & 
CLIMATE CHANGE CONTINUED

https://www.cdproject.net/en-US/Pages/HomePage.aspx
https://www.cdproject.net/CDPResults/CDP-2011-Canada-Report-English.pdf
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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.

SCOPE 1 SCOPE 2 SCOPE 3

ROGERS 2011 GHG EMISSIONS BY SOURCE  

Source Scope 1 Scope 2 Scope 3 Total

 Buildings 1   19,813 61,561 - 81,374

 Transmission Sites and Power Supply Stations 475 98,258 - 98,733

 Fleet 2   18,581 - - 18,581

 Employee Business Travel 3  - - 4,689 4,689

 Employee Commuting   - - 51,158 51,158

 Building Waste   - - 6,354 6,354

 Paper Usage   - - 28,925 28,925

 Total   38,870 159,819 91,125 289,813

 

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 Jays travel and hotel.

Emissions (tonnes of CO2e)

 
 
ENERGY & 
CLIMATE CHANGE CONTINUED
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Fleet Efficiency

To lessen the environmental impact of our fleet, we:

•		Choose	greener	options	when	replacing	existing	vehicles.	

Rogers now has 88 hybrid vehicles. Our focus is on purchasing 

new vehicles with smaller, fuel-efficient engines. 

•		Continue	to	downsize	our	fleet	where	job	requirements	

permit, including the service and installation fleet, from full-

size cargo vans (V8 engine) to minivans (V6 engine), resulting 

in a 47% overall vehicle weight reduction. We anticipate a 

20% reduction in fuel usage with these new vehicles. Since 

starting the program in 2009, we have downsized 139 vehicles 

to more fuel-efficient models and continue to do so with each 

annual replacement order. This results in an estimated annual 

reduction of 312 tonnes of CO2 based on our vehicles’ annual 

average mileage.

•		Reconfigured	the	interiors	of	our	construction	and	

maintenance vans to lower the weight by 15%, which has  

a positive impact on fuel economy.

•		Installed	telematics	technology	in	more	than	half	of	our	

vehicles. In 2011, this was rolled out in the service vehicles for 

our wireless business. This technology provides reports on 

engine idle times and service notifications to help us use less 

fuel and lower vehicle emissions.

Performance in 2011

Compared to 2010, our total GHG emissions from our fleet, 

employee business travel and employee commuting increased by 

3.6%. However, emissions are 2% lower than our 2009 level.

Employee commuting represents the largest proportion of fleet 

and travel GHG emissions (51,000 tonnes) and rose by 4% over 

2010. GHG emissions from employee business travel was up 2% 

from 2010 due to greater usage of hotels and car rentals. 

In 2011, there were approximately 2,500 vehicles in the Rogers 

fleet, a reduction of 3% from 2010, and total fuel consumption 

was approximately 8.2 million litres, down nearly 6% from 2010. 

We track GHG emissions resulting from our transportation activities, which include employee business travel  
(including the Toronto Blue Jays), employee commuting to and from work, and service calls made with our vehicle fleet. 

FLEET & TRAVEL
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We give preference to elemental 
chlorine-free, totally chlorine-free 
paper. We do not knowingly purchase 
magazine paper with pulp bleached 
with chlorine gas. Our goal is to reduce 
the environmental impact of our 
magazine paper.

We engage with suppliers and 
key stakeholders to improve our 
understanding of issues related to 
high conservation value forests and 
management strategies intended to 
conserve or enhance high conservation 
value attributes.

We encourage efficient 
processes and strive to reduce 

waste in our activities.

Rogers purchases paper 
manufactured from certified well-
managed forests. We do not and 

will not knowingly purchase forest 
products that are illegally harvested 

or derived from areas that are legally 
protected against logging.

As owners of Canada’s largest publishing 

company, and with our extensive 

customer communications, administrative 

and documentation processes, paper is a 

core part of our business. 

In 2011, Rogers initiated a company-

wide print management strategy to 

minimize internal paper consumption. 

Most printers, copiers, fax and scanning 

machines were replaced with new 

multi-functional devices, resulting in 

lower energy usage, greater efficiency 

and cost savings. Our Enterprise Print 
Policy governs employee responsibilities 

associated with printing paper and using 

these new devices.

Paper Sourcing

We work with suppliers through our 

agreements, relationships and our 

Supplier Code of Conduct to assure 

adherence to and enhancement of sound 

sourcing, production and recycling 

standards. Rogers Publishing’s Paper 

Procurement Policy guides our paper 

purchases and addresses environmental 

issues in the context of the life cycle of a 

magazine. 

ELEMENTS OF OUR APPROACH INCLUDE: 

We are focused on identifying opportunities to use paper efficiently,  
while purchasing paper from environmentally and socially responsible sources.

PAPER 
USE

Improving 
paper 

efficiency

Paper 
production

High 
conservation 
value forests

Supporting 
responsible  

forest  
management

http://www.rogerspublishing.ca/about_us/environmental_policy.shtml
http://www.rogerspublishing.ca/about_us/environmental_policy.shtml
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Rogers Publishing maintains the Forest Stewardship Council 
(FSC) chain-of-custody certification. This is a guarantee to 

our customers that the development of our paper has been 

managed under strict conditions to ensure the protection of  

high conservation value forests, waterways, wildlife habitat  

and species.

As	of	July	2011,	100%	of	paper	purchased	by	Rogers	Publishing	

for the printing of magazines was on FSC-certified paper stock.  

Performance in 2011

We continue to monitor and report on paper used internally  

and for customer purposes (billing, marketing, etc.), and we  

are pleased that our efforts have led to paper reductions in  

both of these areas. Collectively, Rogers used approximately 

23,570 tonnes of paper, a 2% decrease from 2010.

Internally we use less paper for copying, printing and faxing, 

cutting back our consumption by 19% last year (27% since 

2009). Through promotion of Rogers’ e-billing to our customers, 

paper used for billing decreased by 7% last year (15% since 

2009). We also reduced the amount of paper used for marketing 

and communication purposes by 5% from 2010 (14% since 

2009).

While pleased with our progress, there is room for improvement. 

 
 
PAPER  
USE CONTINUED

INTERNAL	OFFICE	PAPER	USE	(TONNES)
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2009 2010 2011

PAPER	USE	BY	CATEGORY	(TONNES)

5,000

■ Publishing     ■ Marketing     ■ Billing

10,000

15,000

20,000

2009 2010 2011

1.  Reduce paper* usage by 5% below 2011 levels  
by the end of 2012.

2.  Increase the percentage of e-billing customers  
to 42% by 2012

*  Paper used primarily for marketing and communications, billing and 
internal office use.

IN 2011, OUR ENVIRONMENTAL STEERING COMMITTEE 
SET	THE	FOLLOWING	COMPANY-WIDE	TARGETS	ON	
PAPER REDUCTION:

http://www.fsccanada.org/
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Our waste management program is focused on reducing paper, 

non-paper and electronic waste (e-waste). Initiatives related to 

paper are discussed under Paper Use. 

Non-Paper Waste

We continue to enhance our program to reduce, track and 

report on our non-paper waste. Among our initiatives, we 

provide employees in our corporate offices 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. 

E-Waste 

In partnership with one of our key vendors, we have extensive 

programs in place for the recycling of our electronic equipment, 

including obsolete telecom equipment, computers, printers, 

phones and other devices. At our annual Green Fair, for  

example, employees can bring in their used electronics to  

be properly recycled. 

Performance in 2011

In 2010, we consolidated our waste management contracts 

across our facilities to decrease waste generation and move to a 

single-stream waste management process. In 2011, we worked 

with our vendors to further improve our ability to measure 

diversion rates on a national level and set measurable targets  

for reduction. 

Through our recycling and waste management activities, we 

continue to divert more of our total waste from landfills. In 2011:

•		2,557	tonnes	of	material	were	recycled	across	our	office	

buildings, up 11% from 2010;

•		88	tonnes	of	material	were	recycled	across	our	retail	stores	

(data not reported in 2010); and

•		375	tonnes	of	telecom	and	IT-related	products	were	recycled,	 

a 57% jump from the previous year. 

We work with our suppliers and employees to divert materials from 
our operations from landfills.

WASTE MANAGEMENT  
& RECYCLING
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GREEN  
BY DESIGN

In 2011, we established an Environmental Design Framework 

to ensure sustainable planning, design and purchasing is 

incorporated into our real estate building retrofits, interior 

renovations and new construction. This will allow us to improve 

the environmental performance of our properties across the 

country and find company-wide efficiencies.

Key Principles

Our Environmental Design Framework is based on several key 

principles, which are aligned to LEED (Leadership in Energy and 

Environmental Design) standards. For example: 

•		Materials and Products: Rogers will strive to use local, 

renewable and recycled products that are low- or zero-

emitting, preferably certified by third party organizations.

•		Energy Efficiency: Rogers will aim to minimize demand for 

electricity through efficient building design and best practices 

along with optimizing lighting and HVAC performance. 

•		Water Conservation: Rogers will strive to implement the use 

of high-efficiency water fixtures and appliances along with 

strategies for more water-efficient landscaping.

•		Waste Minimization: Rogers will look to reuse building 

materials wherever possible and will recycle those materials 

that cannot be reused. We are also committed to providing 

dedicated areas for the collection and storage of recycled 

materials in the workplace.

•		Indoor Comfort: Rogers will strive to provide more ventilation 

and temperature controls in our buildings. In addition, we will 

attempt to maximize daylight and exterior views in areas where 

employees work to provide direct lines of sight to the outside.

•		Outdoor Air Quality: Rogers will seek to support alternative 

forms of transportation.

•		Ecology: Rogers will aim to minimize light pollution from our 

buildings and encourage the planting of trees and vegetation 

on-site, which will support biodiversity in urban locations.

Green Design Initiatives

We applied our new framework to a number of building projects in 2011. Examples include:

In addition, we developed an environmental evaluation form for suppliers to complete, as well as other tools to enhance sustainable 

purchasing, as part of our real estate strategy. 

As part of our real estate strategy, Rogers is focused on incorporating 
green criteria into our building design and operating standards.

 

NEW CONSTRUCTION •	Used	low-emitting,	renewable	materials	(e.g.,	rubber,	carpet	fibres).	
•	Reused	existing	building	materials	and	refurbished	furniture.
•	 Installed	high-efficiency,	low-flow	fixtures	with	sensor	controls.	
•	Used	low	VOC	paints,	adhesives,	sealants	and	primers.	
•	Purchased	Greenguard	furniture.	
•	Deployed	automated	controls.

RENOVATIONS/RETROFITS  
TO EXISTING BUILDINGS

•	Purchased	only	EnergyStar	appliances.
•	 Installed	high-efficiency,	low-flow	fixtures	with	sensor	controls.
•	Reclaimed	and	reused	current	furniture	and	carpet	inventory.
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Engaging Employees in Environmental Stewardship

Our more than 30,000 employees will help us make the biggest 

impact toward shrinking Rogers’ environmental footprint. 

We promote earth-friendly values within our workplace, 

communicate our efforts to help the environment, and involve 

employees in reducing our impact. 

These are a few of our employee initiatives:

•		Strengthening	employee	training	on	key	aspects	of	

environmental management. 

•		Providing	bike	racks	at	many	of	our	office	locations	so	

employees can choose alternative methods of commuting  

to work. 

•		Offering	a	corporate	discount	to	our	Toronto-based	employees	

for Toronto Transit Commission (TTC) passes, providing a 

more affordable way to use public transportation and helping 

employees lower their own GHG emissions.

•		Hosting	a	Green	Fair	at	our	Toronto	head	office	and	Brampton	

campus in recognition of Earth Day each year. The event 

features a number of Rogers’ suppliers that promote green 

products, which employees can use either at work or at home. 

It also provides an opportunity for employees to bring in their 

used electronics to be properly recycled through Global Electric 

Electronic Processing (GEEP). 

•		Offering	telepresence	suites	at	our	offices	in	Toronto,	Montreal,	

Vancouver, Brampton and Edmonton, which provide real-time 

video meetings and diminish the need for business travel. 

•		Facilitating	opportunities	for	employees	to	get	involved	in	

community environmental projects. In 2011, for example,  

we held tree-planting events at Mont Royal Park in Montreal, 

Quebec;	King’s	Park	in	Brampton,	Ontario;	and	Jericho	Beach	

Park in Vancouver, B.C.

Helping Customers Reduce Their Impact

Our customers want options to go green. Rogers has offered 

environmentally-focused choices for several years now, and we 

continue to look for new ideas.  

•		We	launched	our	Smart	Home	Monitoring	in	2011,	which	

allows customers to automate and schedule their lights, 

appliances, thermostat and more to heighten the energy 

efficiency of their homes.

•		We	promote	e-billing	to	our	customers,	which	decreases	the	

amount of bills and envelopes we print, reducing both paper 

and energy usage. Over the course of 2011, we moved an 

additional 10% of consumer invoices to e-billing for a total of 

35% of all invoices.

•		Rogers	offers	fleet	management	solutions	for	businesses,	

enabling companies to minimize fuel consumption and  

travel times.

•		Rogers	telecommunication	products	and	services,	such	as	

teleconferencing solutions, provide ways for businesses and 

consumers to shrink their own environmental footprints.

•		Through	the	Phones for Food program, Rogers customers 

can drop off their phones and accessories for recycling in 

receptacles at Rogers and Fido store locations or directly  

mail to our recycler at no cost to the customer. 

Rogers has many environmental stakeholders, including our employees 
— our strongest environmental advocates.

AWARENESS  
& ENGAGEMENT 

http://foodbankscanada.ca/About-Us/Programs/Phones-for-Food.aspx
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Greening Our Communities

Rogers is not only taking steps to 

demonstrate environmental stewardship 

in our business. We also strive to 

green our communities by supporting 

environmental revitalization and 

protection efforts.

A great example is Fido’s ongoing 

partnership with Evergreen, a national 

charity helping to create sustainable cities 

(see sidebar). In 2011, Fido and Evergreen 

launched Share Your Care™, a campaign  

that distributed $100,000 among 20 local 

environmental and community projects, 

three of which were selected based 

on votes cast by Canadians. Initiatives 

supported included:

•		Improving	a	monarch	butterfly	way	

station in Ottawa, Ontario;

•		Restoring	the	Coves	sub-watershed	

in the urban core of London, Ontario, 

which is designated as environmentally 

significant due to rare plant 

communities and vital bird, amphibian 

and reptile habitats;

•		Expanding	a	gardening	program	

in Winnipeg, Manitoba that grows 

traditional produce sustainably; and

•		Supporting	Water	Watchdog,	a	hands-

on water monitoring program for 

youth in Saskatoon, Saskatchewan, 

that boosts awareness about water 

management issues and healthy 

ecosystems. 

 
 
AWARENESS  
& ENGAGEMENT CONTINUED

FIDO AND EVERGREEN: WORKING TOGETHER FOR THE ENVIRONMENT

Since 2009, Fido has been a proud supporter of Evergreen’s community greening programs, helping to bring nature back to school 

grounds, parks and other public spaces in communities across Canada. 

•	Planted	close	to	5,000	trees	and	shrubs	across	Canada

•	Engaged	more	than	34,000	volunteers

•	Delivered	more	than	475	community	greening	events	and	workshops

•	Supported	school	ground	greening	projects	at	260	schools

With Fido’s support Evergreen has:

http://www.evergreen.ca/
http://www.shareyourcare.ca/
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Rogers Centre	–	home	of	the	Toronto	Blue	Jays	and	host	to	

some of Canada’s biggest concerts, festivals and other events – 

is committed to taking a leadership position on environmental 

practices that benefit the venue, its guests and the community at 

large. Our management team continually monitors and evaluates 

every opportunity to be environmentally responsible. 

Bowl Lighting Replacement

While Rogers Centre has reduced its annual electrical 

consumption year-over-year since 2006 through lighting retrofits, 

a building automation system upgrade and more, further energy 

improvements were a major focus in 2011. A key challenge: 

replacing the original, energy-inefficient bowl lighting used to 

light the field.

Working with our partners, a total of 840 high-intensity 

discharge (HID) bowl lights were replaced with a more efficient 

lighting system. The new system uses 224 fewer fixtures and the 

lamps went from 2,000W to 1,500W. 

Other energy improvements in 2011 included linking digital 

thermostats throughout the facility into the building automation 

system, allowing for air conditioning and heating to be turned  

on only when the spaces are occupied. Special lighting controls 

were installed in the clubhouses so that lights can be controlled 

either through occupancy sensors or a timed scheduling. 

Recycle It!

Rogers Centre expanded its recycling program in 2011 to capture 

a larger number of materials for recycling. Through the support 

of our employees, vendors and thousands of guests in 2011, we 

recycled over 700 tonnes, an increase of 33% from 2010.

Among our many recycling initiatives, all of our concession 

kitchens and stands recycle organic waste. We also offer this 

organic program to promoters that have on-site catering for 

event load-ins and outs, in addition to our regular bottles, cans, 

paper	and	plastics	program.	The	Toronto	Blue	Jays,	Rogers	

Centre and our on-site food services company, Aramark, work 

with Second Harvest to donate leftover food items. Second 

Harvest is a not-for-profit with a mission to feed hungry people 

by picking up excess fresh food and delivering it daily to 

community groups. 

Rogers Centre participates in a cell phone recycling program 

throughout the year, and offers electronic waste recycling days 

for its staff to bring in items from home for recycling. Guests 

visiting Rogers Centre can deposit their old cell phones in our 

special collection bins for cell phone recycling at all of our guest 

service locations.

An Ongoing Effort

We’re making steady progress toward greening Rogers Centre. 

It’s a continuous journey that takes time and commitment. We 

will work to keep raising the bar in environmental improvements, 

while encouraging all guests to support the cause by 

participating in recycling. 

CASE STUDY: INVESTING
IN GREEN AT ROGERS CENTRE

OLD BOWL 
LIGHTING 
SYSTEM

NEW 
LIGHTING 
SYSTEM

 No. of HID Lamps 840 616

 Watts/lamp 2000 1500

 KW/lamp 2.2 1.564

http://www.rogerscentre.com/about/environment.jsp
http://secondharvest.ca/
http://secondharvest.ca/
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The scorecard below summarizes our progress  
in meeting the priorities we set for 2011. 

 
SCORECARD

WHAT WE SAID WHAT WE DID PROGRESS

Continue to improve our internal 
efficiencies with particular emphasis  
on energy and paper use.

•	 	Realigned	our	Environmental	Steering	Committee,	with	focus	on	
energy/carbon reduction and paper reduction (among other key 
priorities).

•	 	As	a	result	of	our	outsourcing	of	real	estate	services,	made	
improvements to our data collection and validation processes. 

•	 	Collaborated	with	key	printing	vendors	to	decrease	paper	volumes	
across our Publishing division.

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

•	 	Continued	to	engage	with	key	stakeholders	including	suppliers,	
investors, employees and our customers on environmental issues. 
Consulted and shared information on our environmental progress 
with organizations and industry groups.

Build greater awareness among  
our employees of our corporate 
environmental programs.

•	 	Provided	increased	training	on	environmental	compliance	to	
employees and contractors.

•	 	Hosted	Green	Fairs	at	our	head	office	in	recognition	of	Earth	Day	to	
promote environmental best practices. Expanded promotion to our 
Brampton campus.

•	 	Held	e-waste	pick-up	events	at	two	of	our	largest	office	buildings	
where employees brought in their electronic waste from home.

Strengthen and formalize our 
Environmental Management System 
(EMS).

•	 	Enhanced	our	EMS	with	improvements	to	environmental	
procedures, training and data collection processes.

•	 	Engaged	with	business	groups	internally	to	further	align	and	
standardize an approach for implementing environmental standards 
and procedures.  

•	 	Updated	our	environmental	procedures	and	rolled	out	appropriate	
training to our employees.

•	 	Developed	environmental	targets	specific	to	paper	usage	and	
promotion of e-billing.

CSR SCORECARD 2011: ENVIRONMENT  Achieved      º Made Progress       Not Achieved



º

º





OVERVIEW

CSR AT ROGERS

PRODUCT STEWARDSHIP

EMPLOYEE ENGAGEMENT

COMMUNITY

ENVIRONMENT

SUPPLY CHAIN

IN DEPTH

“ An ethical supply chain is pivotal to our reputation and business success. 

In 2011, we set our sights on further promoting corporate responsibility 

standards among our suppliers, including enhancing our Supplier Code 

of Conduct and providing training to our key suppliers”

Phil Rauen 
VP, Procurement;  
and Chair, Ethical Procurement Practices Committee 

SUPPLY CHAIN



SUPPLY CHAIN

We look to do business with companies that live and breathe 
values of responsible corporate citizenship similar to ours. 

OUR  
APPROACH

SPENT ON SUPPLIER 
GOODS AND SERVICES

$5.9B
SUPPLIERS IN 2011

37,229

CAPTURING TOP SUPPLIERS IN SOURCING PROCESS 

Agreeing to the Supplier Code of Conduct is part of the 
competitive bidding process; however, not all suppliers go through 
this process due to large, ongoing partnerships with a number of 
our top suppliers.  

 

We have initiated a program to have our top 20 suppliers agree 
to the Supplier Code of Conduct on an annual basis, with the 
first target being the end of 2012.

CONFLICT MINERALS IN THE SUPPLY CHAIN

Last year, the U.S. government passed legislation that requires 
companies to disclose whether their products contain minerals 
from the Democratic Republic of Congo and other conflict zones, 
where militias control and profit from natural resources while 
abusing human rights. Such minerals have been used in the 
manufacturing of cell phones, laptops and other electronics. 

Rogers is dedicated to ethical sourcing, so the issue of conflict 
minerals is of great concern. We continued to monitor this issue 
in 2011 and are carrying out due diligence within our supply 
chain to determine if any electronic products we source contain 
conflict minerals.

2011 Challenges/Issues Our Response

 
Supply Chain Management

Rogers has over 37,000 suppliers across Canada and 

internationally. We source a vast range of materials, products 

and services – from the smartphones and cable devices we sell to 

the office computers we use. 

Under our CSR Governance Committee, the Ethical Procurement 

Practices sub-committee, led by our VP, Procurement, establishes  

and oversees an enterprise-wide approach to Rogers’ procurement 

activities. Our Strategic Procurement Services team is the primary 

interface with the supplier community and awards business 

based on a fair evaluation and competitive process. The group 

works closely with suppliers to drive efficient and ethical 

practices, while guiding all departments at Rogers with their 

purchasing activities. 

Responsible Sourcing

Suppliers play a huge role in Rogers’ success, which is why we 

have set strong expectations for corporate social responsibility 

throughout our supply chain in line with our own internal 

standards and practices. As a large purchaser, we know that 

we can use our influence to drive socially and environmentally 

responsible practices.

In reviewing and choosing our major suppliers, we employ a 

rigorous, multi-step strategic sourcing process. Companies who 

wish to respond to a sourcing event must confirm compliance to 

the Rogers Supplier Code of Conduct, or they will not be eligible 

to participate. 

In 2011, we created the Rogers Supplier Portal to provide 

information for potential and existing suppliers and to emphasize 

CSR as a condition of working with us. We also created a library of 

CSR-related questions from which our procurement professionals 

can choose and add in to their sourcing events, where relevant.  

While Rogers does not have a specific mandate for using locally 

based suppliers, we do so wherever possible. Based on our 

top 200 vendors, 97.3 per cent of our 2011 spend was with 

Canadian companies or those with offices in Canada.
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In preparing the code, we used recognized standards such as the Universal Declaration of Human Rights, Social Accountability 

International, the Ethical Trading Initiative (ETI) and the Eco-Management and Audit Scheme as references.

The code addresses five main areas: 

Suppliers and their staff are expected to adhere to the Rogers Supplier 
Code of Conduct. It reflects our own internal values and defines our 
expectations with respect to the design, manufacturing and delivery of 
suppliers’ products and services. 

THE ROGERS SUPPLIER 
CODE OF CONDUCT

 

LABOUR STANDARDS We look for suppliers that uphold the human rights of their workers and treat them 
with dignity and respect, as understood by the international community. That means a 
workforce free of harassment, discrimination, child labour and involuntary employment.

HEALTH AND SAFETY Suppliers must ensure a safe and healthy work environment, including providing 
personal protective equipment, managing safety hazards, providing sanitary facilities 
and implementing emergency preparedness procedures.

ENVIRONMENTAL 
RESPONSIBILITY

Throughout their operations, suppliers must minimize adverse effects on the 
community, environment and natural resources, while safeguarding the health and 
safety of the public. Environmental standards include 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 Suppliers shall adopt or establish a management system that covers the spirit of the 
Rogers Supplier Code of Conduct, including statements affirming a commitment to 
corporate social responsibility, processes for risk identification and management, and 
procedures to ensure compliance with applicable laws, regulations and customer 
requirements.

ETHICS Suppliers and their agents are to uphold the highest standards of ethics to achieve 
business integrity, protection of intellectual property, privacy and confidentiality.

Enhancements in 2011

Our goal is to strengthen practices and awareness around 

sustainability among suppliers. To that end, we updated our 

sourcing events process last year by adding new mandatory 

questions that relate to our supplier code and focus on the  

above five key guidelines. 

We	now	ask	suppliers	to	identify:
•	Any	issues	with	non-compliance	in	the	previous	six	months;	

and

•	Areas	where	suppliers	have	exceeded	expectations.	

      CLICK TO LEARN MORE

>    Read our Supplier Code

http://www.un.org/en/documents/udhr/
http://www.sa-intl.org/
http://www.sa-intl.org/
http://www.ethicaltrade.org/
http://ec.europa.eu/environment/emas/index_en.htm
http://supplierportal.rogers.com/content/en/landings/Code_of_Conduct/Code_of_Conduct.jsp
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The scorecard below summarizes our progress  
in meeting the priorities we set for 2011. 

 
SCORECARD

WHAT WE SAID WHAT WE DID PROGRESS

Include sustainability questionnaires as 
evaluation criteria within our sourcing 
events process.

•	 	Included	two	additional	questions	in	our	sourcing	event	templates	
that expand upon the Rogers Supplier Code of Conduct and focus 
on its five key guidelines.  

•	 	Created	a	library	of	CSR-related	questions	from	which	our	
procurement professionals can add in to the sourcing event process 
where relevant. 

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

•	 	Any	new	supplier	brought	in	to	work	with	Rogers	through	the	
sourcing event process is asked to comply with the Rogers Supplier 
Code of Conduct. We will be developing a strategy in 2012 to 
obtain this compliance for our top 20 suppliers.  

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

•	 	Created	online	Supplier	Portal	that	communicates	CSR	standards	
and expectations. 

•	 	By	creating	additional	CSR-related	questions	around	the	five	key	
guidelines in the Rogers Supplier Code of Conduct, we have created 
more awareness with our suppliers around sustainability. 

CSR SCORECARD 2011: SUPPLY CHAIN  Achieved      º Made Progress       Not Achieved
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This section provides our 2011 key performance indicators 

in corporate social responsibility, an index of Rogers’ GRI 

disclosures and our priorities for 2012. 

IN DEPTH
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CSR KEY PERFORMANCE 
INDICATORS

EMPLOYEE ENGAGEMENT  2011 2010 2009

 Number of employees  30,213 29,477 30,517

 Voluntary turnover rate 1  17% 17% 16.12%

 Employee engagement score 2  76% n/a 74%

 Employee learning:     
   Investment in training   $49.3 m $42.7m $45m 
   Investment in training per employee  $1,365 $1,241 $1,214

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

 Employee salaries and benefits  $1.81b $1.78b $1.7b

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

 Eligible employees who participate in Rogers’ Share Accumulation Plan 46% 42% 35.76%

 Eligible employees who participate in the Group RRSP Plan 22% 21% 19.60%

 Workplace accident statistics: 3    
   Lost-time accidents (# of incidents)   32 n/a 52 
   Average number of days lost due to workplace-related accidents n/a n/a 4.6 
   No lost-time accidents (# of incidents) 196 n/a 484 
   Fatalities  0 1 0

 Women:    
   In senior management positions   28% 21.7% 23.1% 
   Overall  41.3% 42.1% 42.9%

 Visible minorities:    
   In senior management positions   8.1% 6.8% 9.4% 
   Overall  31.6% 31.8% 31.6%

 Persons with disabilities:    
   In senior management positions   0.5% 0.5% 0.6% 
   Overall  1.2% 1.3% 1.3%

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

 

1   Data is for full- and part-time employees in Canada. 

2   Results based on employee survey. Survey not conducted in 2010. Survey participation rates for 2011 and 2009 were 71% and 90%, respectively. 

3   ”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. Certain data not available due to implementation of  
new process for collecting accident statistics.
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CSR KEY PERFORMANCE 
INDICATORS CONTINUED

ENVIRONMENT  2011 2010 2009

 GHG emissions (tonnes of CO2e) 1  289,813 n/a 2 n/a 2

	 Energy	consumption	(GJ)	 	 3,509,413 n/a 2 n/a 2

 Internal paper consumption (metric tonnes) 362 446 496

 Number of significant spills and releases 1 0 1

 Percentage of customer invoices switched from paper to online 35% 25% 19%

 

1   Carbon footprint assessments cover 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. 

2   Previous years’ data not directly comparable due to the development of a more stringent data collection process in 2011.

PRODUCT STEWARDSHIP  2011 2010 2009

 Wireless subscribers (000s)  9,335 8,977 8,494

 Cable subscribers (000s)  2,297 2,305 2,296

 Internet subscribers – residential (000s)  1,793 1,686 1,619

 Cable telephony subscribers (000s)   1,052 1,003 937

 Customer retention – wireless monthly churn rate (prepaid and postpaid) 1.73% 1.53% 1.44%

 Concerns and complaints reported to Rogers’ Office of the Ombudsman 1 2,762 1,893 563

 Capital expenditures  $2.1b $1.72b $1.85b

 Phones collected for reuse and recycling 75,806 101,686 138,562

 

1   The Office of the Ombudsman was established in July 2009. The significant jump after 2009 is due to increased promotion and awareness of the office.  
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COMMUNITY  2011 2010 2009

 Charitable giving:     
   Cash donations  $12.4m $9.8m $9.3m 
   In-kind giving  $58.9m $52.2m $47.4m 
   Total donations  $71.4m $62.0m $56.7m

 % of five-year average pre-tax profits donated to charity 3.07% 2.90% 2.86% 
  (Imagine Canada target is 1%)

 Dollars donated or raised by Rogers employees $5.54m $1.43m $1.36m

 Funding provided to support Canadian film and television production $31.2m $28.3m $36.2m 
  through the Rogers Group of Funds

SUPPLY CHAIN  2011 2010 2009

 Total suppliers  37,229 34,946 34,222

 Amount spent on products and services from suppliers 1 $5.9b $5.0b $4.6b

 

1   Data for addressable spend only. Data for 2010 and 2011 includes spend from The Shopping Channel and unclassified spend

 
 
CSR KEY PERFORMANCE 
INDICATORS CONTINUED
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COMPLIANCE   2011 2010 2009

 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 anticompetitive behaviour, anti-trust,  
      and monopoly practices 1  1 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 2 97.11% 96.76% 96.06%

 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 1    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 1 0 0 
   Monetary value of significant fines for non-compliance with environmental  
      laws/regulations   0 0 0
 

1   The Competition Bureau has initiated proceedings alleging that Chatr, a Rogers subsidiary, ran a misleading advertisement.  
Rogers disagrees with this allegation, and the matter is now proceeding through the courts.

2   Data for 2010 and 2009 was reported erroneously and has been restated.

 
 
CSR KEY PERFORMANCE 
INDICATORS CONTINUED
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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, clarity and materiality. 

The GRI is a framework of internationally accepted 
principles and indicators for measuring and reporting  
on economic, environmental and social performance. 

The cornerstone of the framework is the Sustainability Reporting 

Guidelines, known as the G3 Guidelines, which is used by more 

than 1,000 organizations worldwide.

The index below 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 2011 Annual Report, in our Proxy 

Circular or on our website. There are three GRI application levels 

of A, B and C, which indicate the level to which a reporting 

company has applied the G3 framework. For the 2011 reporting 

period, Rogers self-declares a GRI Application Level C. 

* Sector supplement in final version
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G3 PROFILE 
DISCLOSURES
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TP
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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

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

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

Not Required

Report on:
1.1
2.1 - 2.10
3.1 - 3.8, 3.10 - 3.12
4.1 - 4.4, 4.14 - 4.15
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 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

 1.0 STRATEGY & ANALYSIS

 1.1 President and CEO Statement and sustainability ● Overview - A Message from Nadir Mohamed

 1.2 Key impacts, risks and opportunities related to sustainability ● Throughout report 
     Overview - A Message from Nadir Mohamed 
     CSR at Rogers – Material Issues 
     2011 Annual Report (p.59-63)

 2.0 ORGANIZATIONAL PROFILE

 2.1 Name of organization  ● Inside Cover

 2.2 Primary brands, products and/or services ● Inside Cover 
     2011 Annual Report (p.25-44)

 2.3 Operational structure   ● Inside Cover 
     2011 Annual Report (At a Glance)

 2.4 Location of headquarters  ● Inside Cover

 2.5 Countries of operation  ● Inside Cover

 2.6 Nature of ownership and legal form ● Inside Cover

 2.7 Markets served   ● Inside Cover 
     2011 Annual Report (p. 25-44)

 2.8 Scale of organization  ● Inside Cover 
     Overview – Economic Impacts 
     Employee Engagement – Our Approach

 2.9 Significant changes during reporting period  ● About this Report 
     2011 Annual Report (p. 23)

 2.10 Awards received   ● Overview – Awards & Recognition

 3.0 REPORT PARAMETERS

  Report Profile

 3.1 Reporting period  ● About this Report

 3.2 Date of most recent report  ● About this Report

 3.3 Reporting cycle  ● About this Report

 3.4 Contact point on the report  ● About this Report 
     Contact Us

 
 
GLOBAL REPORTING  
INITIATIVE (GRI) INDEX CONTINUED

● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach
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GLOBAL REPORTING  
INITIATIVE (GRI) INDEX CONTINUED

● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

  Report Scope and Boundary

 3.5 Process for defining report content  ● About this Report 
     CSR at Rogers – Material Issues

 3.6 Boundary of report  ● About this Report

 3.7 Limitations on scope or boundary of report ● About this Report

 3.8 Basis for reporting on other entities  N/A N/A

 3.9 Data measurement techniques   ● About this Report 
     In Depth – GRI Index

 3.10 Explanation of re-statements of information provided in earlier reports ● About this Report 
     In Depth – CSR Key Performance Indicators

 3.11 Significant changes from previous report ● About this Report

  GRI Content Index

 3.12 Table identifying GRI standard disclosures  ● In Depth – GRI Index

 3.13 Policy and practices regarding external assurance ● About this Report

 4.0 GOVERNANCE, COMMITMENTS AND ENGAGEMENT

 4.1 Governance structure  ● CSR at Rogers – CSR Governance 
     2011 Annual Report (p.126-129) 
     Website – Corporate Governance

 4.2 Indicate whether Chair of highest governance body is also an executive officer ● 2011 Annual Report (p.126-129) 
     Website – Corporate Governance

 4.3 Independent and/or non-executive members ● 2011 Annual Report (p.126-129) 
     Website – Corporate Governance

 4.4 Mechanisms to provide recommendations or direction to highest governance body ● CSR at Rogers – Our Stakeholders 
     Proxy Circular 
     2011 Annual Report (p.130)

 4.5  Linkage between compensation for members of the highest governance body,  ● Proxy Circular 
senior managers and executives, and the organization’s performance  
(including social and environmental performance)

 4.6 Processes for highest governance body to ensure conflicts of interest are avoided ● Proxy Circular

 4.7 Process for determining qualifications of members of the highest governance body  ● Proxy Circular 
  for guiding the organization’s strategy on economic, environmental and social topics

IN DEPTH

http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowBoardDirectorsAction&_pageLabel=IR_LANDING
http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowBoardDirectorsAction&_pageLabel=IR_LANDING
http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowBoardDirectorsAction&_pageLabel=IR_LANDING
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INITIATIVE (GRI) INDEX CONTINUED

● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

 4.8 Mission and values statements, codes of conduct, and principles relevant to economic,  ● CSR at Rogers – Our Approach 
  environmental and social performance   CSR at Rogers – Our Values 
     CSR at Rogers – Ethics & Integrity 
     Supply Chain – Supplier Code of Conduct 
     Environment – Environmental Framework 
     Environment – Paper Use 
     Environment – Green By Design

 4.9 Procedures of highest governance body for overseeing economic, social and  ● CSR at Rogers – CSR Governance 
  environmental performance    2011 Annual Report (p.126-127)

 4.10 Processes for evaluating the highest governance body’s own performance ● Proxy Circular 
     Website – Corporate Governance

 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  ● Community – Our Approach 
  organization subscribes or endorses   CSR at Rogers – Partnerships

 4.13 Significant memberships in associations and/or advocacy organizations ● CSR at Rogers – Partnerships

 4.14 List of stakeholders engaged by organization ● CSR at Rogers – Our Stakeholders

 4.15 Basis for identification and selection of stakeholders to engage ● CSR at Rogers – Our Stakeholders

 4.16 Approaches to stakeholder engagement ● CSR at Rogers – Our Stakeholders

 4.17 Key topics and concerns raised through stakeholder engagement and  ● Throughout report 
  how the organization has responded   CSR at Rogers – Material Issues

 MANAGEMENT APPROACH AND PERFORMANCE INDICATORS

 ECONOMIC PERFORMANCE INDICATORS (“EC”)

 DMA Management approach, goals and performance, policies and contextual information ● Overview – Economic Impacts 
     2011 Annual Report (p.1-5)

  Aspect: Economic Performance

 EC1 Direct economic value generated and distributed, including revenues, operating costs,  ● Overview – Economic Impacts 
  employee compensation, donations and other community investments, retained  In Depth – CSR Key Performance Indicators 
  earnings and payments to capital providers and governments  2011 Annual Report (p.1-5)

 EC2 Financial implications and other risks and opportunities due to climate change ● CSR at Rogers – Material Issues 
     Environment – Energy and Climate Change

 EC3 Coverage of the organization’s defined benefit plan obligations ● Employee Engagement – Total Rewards 
     In Depth – CSR Key Performance Indicators

 EC4 Significant financial assistance received from government ● CSR at Rogers – Public Policy

http://www.rogers.com/web/Rogers.portal?_nfpb=true&_windowLabel=investor_1_1&investor_1_1_actionOverride=%2Fportlets%2Fconsumer%2Finvestor%2FshowBoardDirectorsAction&_pageLabel=IR_LANDING
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GLOBAL REPORTING  
INITIATIVE (GRI) INDEX CONTINUED

● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

  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 ● Supply Chain – Our Approach

 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  ● Community 
  commercial, in-kind or pro bono engagement

 EC9 Understanding and describing significant indirect economic impacts ● Overview – Economic Impacts 
     Community – Media Production 
     Community – Employee Giving

 ENVIRONMENTAL PERFORMANCE INDICATORS (“EN”)

 DMA Management approach, goals and performance, policies and contextual information ● Environment section

  Aspect: Materials 

 EN1 Materials used by weight or volume º Environment – Paper Use

 EN2 Percentage of materials that are recycled input materials º Environment – Paper Use

  Aspect: Energy 

 EN3 Direct energy consumption  ● Environment – Paper Use

 EN4 Indirect energy consumption  ● Environment – Paper Use

 EN5 Energy saved due to conservation and efficiency improvements ● Environment – Energy Use 
     Environment – Fleet and Travel

 EN6 Initiatives to provide energy-efficient or renewable energy based products and services ● Environment – Energy Use 
     Environment – Fleet and Travel 
     Environment – Case Study

 EN7 Initiatives to reduce indirect energy consumption ● Environment – Awareness and Engagement 
     Environment – Paper Use 
     Environment – Waste Management 
     Environment – Fleet and Travel

  Aspect: Water

 EN8 Total water withdrawal by source  ● 

 EN9 Water sources significantly affected by withdrawal of water ● 
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● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

 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 ● Environment – Our Carbon Footprint

 EN17 Other relevant indirect greenhouse gas emissions by weight ● Environment – Our Carbon Footprint

 EN18 Initiatives to reduce greenhouse gas emissions ● Environment – Energy & Climate Change

 EN19 Emissions of ozone-depleting substances by weight ● 

 EN20 NOx, SOx and other significant air emissions by type and weight ● 

 EN21 Total water discharge by quality and destination ● 

 EN22 Total weight of waste by type and disposal method ● 

 EN23 Significant spills  ● In Depth – CSR Key Performance Indicators

 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 ● Environment – Paper Use 
     Environment – Waste Management 
     Environment – Awareness & Engagement 
     Environment – Case Study

 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  ● In Depth – CSR Key Performance Indicators 
  for non-compliance with environmental laws and regulations
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INITIATIVE (GRI) INDEX CONTINUED

● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

  Aspect: Transport

 EN29 Significant environmental impacts of transporting products and other goods and materials ● Environment – Travel & Fleet

  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 ● Employee Engagement section 
     CSR at Rogers – Material Issues 
     CSR at Rogers – Ethics & Integrity 
     CSR at Rogers – Our Values

  Aspect: Employment

 LA1 Workforce by employment type and region ● Employee Engagement – Our Approach

 LA2 Employee turnover  ● In Depth – CSR Key Performance Indicators

 LA3 Benefits provided to full-time employees ● Employee Engagement – Total Rewards

  Aspect: Labour/Management Relations

 LA4  Percentage of employees covered by collective bargaining agreements ● Employee Engagement – Human Rights

 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 ● Employee Engagement – Health & Wellness

 LA7 Rates of injury, occupational diseases, lost days, and absenteeism and number of  º In Depth – CSR Key Performance Indicators 
  work-related fatalities

 LA8 Programs to assist workforce members, their families or community members  ● Employee Engagement – Health & Wellness 
  regarding serious diseases

 LA9 Health and safety topics covered in formal agreements with trade unions ● Employee Engagement – Health & Wellness

  Aspect: Training and Education

 LA10 Training per year per employee  ● In Depth – CSR Key Performance Indicators

 LA11 Programs for skills management and lifelong learning ● Employee Engagement –  
     Performance & Development

 LA12 Percentage of employees receiving regular performance and career development reviews ● Employee Engagement –  
     Performance & Development
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● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

  Aspect: Diversity and Equal Opportunity

 LA13 Composition of governance bodies and breakdown of employees by indicators of diversity ● In Depth – CSR Key Performance Indicators 
     2011 Annual Report (p.126-129)

 LA14 Ratio of basic salary of men to women ● 

  Human Rights

 DMA Management approach, goals and performance, policies and contextual information ● Employee Engagement – Human Rights 
     Employee Engagement – Diversity & Inclusion 
     Supply Chain – Supplier Code of Conduct

  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 ● Supply Chain – Our Approach 
     Supply Chain – Supplier Code of Conduct

 HR3 Employee training on human rights policies and procedures ● Employee Engagement – Human Rights 
     Employee Engagement – Diversity & Inclusion 
     CSR at Rogers – Ethics & Integrity

  Aspect: Non-Discrimination

 HR4 Incidents of discrimination and actions taken ● In Depth – CSR Key Performance Indicators

  Aspect: Freedom of Association and Collective Bargaining*

 HR5 Operations in which the right to exercise freedom of association and collective ● Employee Engagement – Human Rights 
  bargaining may be at significant risk

  Aspect: Child Labour

 HR6 Operations having significant risk for incidents of child labour ● Employee Engagement – Human Rights

  Aspect: Forced and Compulsory Labour

 HR7 Operations having significant risk for incidents of forced or compulsory labor ● Employee Engagement – Human Rights

  Aspect: Security Practices

 HR8 Security personnel trained on human rights policies or procedures ● Employee Engagement – Human Rights

  Aspect: Indigenous Rights

 HR9 Incidents of violations involving rights of indigenous people ● In Depth – CSR Key Performance Indicators

  Society

 DMA Management approach, goals and performance, policies and contextual information ● Community section 
     CSR at Rogers section
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INITIATIVE (GRI) INDEX CONTINUED

● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

  Aspect: Community

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

  Aspect: Corruption

 SO2 Business units analyzed for risks related to corruption ● In Depth – CSR Key Performance Indicators

 SO3 Employees trained on anti-corruption policies and procedures ● In Depth – CSR Key Performance Indicators

 SO4 Actions taken in response to incidents of corruption ● CSR at Rogers – Ethics & Integrity

  Aspect: Public Policy

 SO5 Participation in public policy development and lobbying ● CSR at Rogers – Public Policy

 SO6 Total value of contributions to political parties, politicians and related institutions ● 

  Aspect: Anti-competitive Behaviour

 SO7 Legal actions for anti-competitive behaviour, anti-trust and monopoly practices ● In Depth – CSR Key Performance Indicators

  Aspect: Compliance

 SO8 Significant fines and non-monetary sanctions for non-compliance with laws and regulations ● In Depth – CSR Key Performance Indicators

  Product Responsibility

 DMA Management approach, goals and performance, policies and contextual information ● Product Stewardship section

  Aspect: Customer Health and Safety

 PR1 Life cycle stages in which health and safety impacts of products and services are  ● Product Stewardship – Our Approach 
  assessed for improvement   Product Stewardship – Responsible Products

 PR2 Incidents of non-compliance with health and safety regulations and voluntary codes ● In Depth – CSR Key Performance Indicators

  Aspect: Product and Service Labeling

 PR3 Product and service information required by procedures ● Product Stewardship – Customer Transparency

 PR4 Incidents of non-compliance with regulations and voluntary codes concerning product  ● In Depth – CSR Key Performance Indicators 
  and service information and labeling

 PR5 Practices related to customer satisfaction, including results of surveys º Product Stewardship – Customer Feedback

  Aspect: Marketing Communications

 PR6 Programs for adherence to laws, standards and voluntary codes related to  ● Product Stewardship – Customer Transparency 
  marketing communications 

 PR7 Incidents of non-compliance with regulations and voluntary codes concerning  ● In Depth – CSR Key Performance Indicators 
  marketing communications
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GLOBAL REPORTING  
INITIATIVE (GRI) INDEX CONTINUED

● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

  Aspect: Customer Privacy

 PR8 Substantiated complaints regarding breaches of customer privacy ● In Depth – CSR Key Performance Indicators

  Aspect: Compliance

 PR9 Significant fines for non-compliance with laws and regulations concerning the  ● In Depth – CSR Key Performance Indicators 
  provision and use of products and services

 TELECOMMUNICATIONS SECTOR SPECIFIC INDICATORS

 CATEGORY: INTERNAL OPERATIONS

  Investments

 IO1 Capital investment in telecommunication network infrastructure ● Overview – Economic Impacts 
     In Depth – CSR Key Performance Indicators

 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 ● Employee Engagement – Health & Wellness 
                                                                                                                   Environment – Environmental Management System

 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, including  ●  
  stakeholder consultation, site sharing and initiatives to reduce visual impacts

 IO8 Number and percentage of stand-alone sites, shared sites, and sites on existing structures ● 

 CATEGORY: PROVIDING ACCESS

  Access to Telecommunication Products and Services: Bridging the Digital Divide

 PA1 Policies and practices to enable the deployment of telecommunications infrastructure ● Product Stewardship – Diverse Needs 
  and access to telecommunications products and services in remote and low population  Rogers Website – Special Needs 
  density areas

 PA2 Policies and practices to overcome barriers for access and use of telecommunication  ● Product Stewardship – Diverse Needs 
  products and services   Rogers Website – Special Needs

http://www.rogers.com/web/content/special-needs
http://www.rogers.com/web/content/special-needs
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● Fully reported in 2011     

º Partially reported in 2011     

● Not reported in 2011     

N/A Not applicable 

DMA Disclosure on Management Approach

 GRI  GRI INDICATOR  ROGERS’ LEVEL  LOCATION 
 # DESCRIPTION  OF REPORTING OF INFORMATION

 PA3 Policies and practices to ensure availability and reliability of telecommunications  ● Product Stewardship – Diverse Needs 
  products and services   Rogers Website – Special Needs

 PA4 Level of availability of telecommunications products and services in areas where the  ● 2011 Annual Report (At-a-Glance) 
  organization operates    Rogers Website – Network Coverage

 PA5 Telecommunication products and services provided to and used by low- and  ● Product Stewardship – Diverse Needs 
  no-income sectors of the population

 PA6 Programs to provide and maintain telecommunication products and services in  ● Product Stewardship – Customer Transparency 
  emergency situations and for disaster relief 

  Access to Content

 PA7 Policies and practices to manage human rights issues relating to access and use of  ● Product Stewardship – Diverse Needs 
  telecommunications products and services   Product Stewardship – Responsible Products 
     Product Stewardship – Problem Resolution

  Customer Relations

 PA8 Policies and practices to publicly communicate on EMF related issues ● Product Stewardship – Responsible Products

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

 PA10 Initiatives to ensure clarity of charges and tariffs ● Product Stewardship – Customer Transparency

 PA11 Initiatives to inform customers about product features and applications that will  ● Environment – Awareness & Engagement 
  promote responsible, efficient, cost effective and environmentally preferable use

 CATEGORY: TECHNOLOGY APPLICATIONS

  Resource Efficiency

 TA1 Examples of the resource efficiency of telecommunication products and services delivered ● Environment – Energy & Climate Change

 TA2 Examples of telecommunication products, services and applications that have the  ● Environment – Awareness & Engagement 
  potential to replace physical objectives (e.g., videoconferencing)

 TA3 Measures of transport and/or resource changes of customer use of the  ● Environment – Awareness & Engagement 
  telecommunication products and services listed above

 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 ● 

http://www.rogers.com/web/content/special-needs
http://www.rogers.com/web/content/wireless_network


PRODUCT STEWARDSHIP 

•		Consistently	improve	customer	service.

•	 	Office	of	the	Ombudsman	to	resolve	or	

close all customer cases in 60 days or less.

•		Provide	a	safe	and	healthy	environment	 

in stores.

•		Meet	the	needs	of	diverse	communities	

through tailored offerings. 

•		Continue	to	make	customer	touch	points	

as accessible as possible, integrating 

inclusive design and accessibility features 

into products, services, stores and 

technologies.

EMPLOYEE ENGAGEMENT
•			Increase	our	focus	on	health	and	safety.

•	 		Enhance	core	programs	around	learning	

and development, Managing Matters  

and Leadership Matters, pilot new 

programs, and develop an accelerated 

development program with the aim of 

launching in 2014.

•			Launch	the	new	online	employee	portal,	

generate awareness and encourage 

employee usage across the company.

•			Continue	to	drive	for	best	in-class	

employee engagement

•			Promote	diversity	across	the	organization	

and create a culture of inclusion.

•			Continue	with	the	expansion	of	RWN	to	

include women at the manager level 

across Rogers. 

•			Continue	to	review	the	strategy	and	key	

objectives and outcomes for RWN in our 

partnership with Catalyst, with focus 

given to the overall communication 

strategy, including best usage for  

Catalyst going forward.

•			Define	Rogers’	employee	value	offering	 

to help differentiate Rogers as an 

employer of choice within the 

communities in which we operate.

•			Drive	talent	management	across	the	

company at all levels and ensure a 

disciplined and coordinated talent  

review process.

COMMUNITY

•		Launch	a	more	robust	employee	 

volunteer program that includes  

dedicated volunteer days.

•		Continue	to	donate	at	least	1%	of	 

net earnings before taxes to charity  

(the Imagine Canada target).

•		Expand	the	Rogers	Youth	Fund	with	

additional partners and programs.

•		Contribute	to	public	policy	discussions	

that impact the telecommunications  

and media sectors.

ENVIRONMENT

•		Enhance	our	EMS	by	continuing	to	

implement a standardized, company-wide 

approach to environmental management 

and measurement, with a goal that this 

approach will be fully in place across all 

business areas by 2014.  

•		Establish	additional	corporate	

environmental targets relevant to our 

business and key environmental priorities, 

including a number of internal targets.

•		Strengthen	our	waste	management	

program by building employee awareness 

and sharing best practices, collaborating 

with our vendors to obtain a more precise 

assessment of our entire waste stream, 

and integrating workplace standards to 

improve consistency nationally.

•		Develop	and	deploy	a	program	to	 

conduct energy assessments across  

our office portfolio that will help us 

identify opportunities to increase  

energy efficiency. 

•		Conduct	an	environmental	gap	analysis	 

of our compliance status for each  

Rogers building against applicable 

environmental laws and regulations.

•		Build	environmental	awareness	among	

key external stakeholders of Rogers’ 

environmental initiatives and 

performance.

SUPPLY CHAIN

•		Create	an	annual	process	for	top	 

suppliers to validate adherence to the 

Rogers Supplier Code of Conduct. 

•		Create	focus	areas	for	sustainability	and	

specific strategies for purchase categories. 

•		Continue	to	educate	external	suppliers,	 

as well as our own employees, on the 

Rogers Supplier Code of Conduct.

•		Identify	ways	to	further	reduce	the	

environmental impacts of our 

procurement activities.

•		Look	for	opportunities	to	strengthen	 

our sourcing practices so that suppliers 

are held more accountable in meeting  

the Rogers' CSR standards. 

•		Update	the	Rogers Supplier Code of 
Conduct to specify a requirement on 

providing verified conflict-free products.

Our 2012 priorities relevant to our corporate social responsibility include:

82   ROGERS COMMUNICATIONS INC.   CSR REPORT 2011

WHAT’S 
NEXT



Design: Interbrand     

Editorial: RJF Communications

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

CONTACT 
US

THIS PUBLICATION IS 
AVAILABLE AS AN  

ELECTRONIC PDF ONLY

http://www.interbrand.com
mailto:ralph.frustaglio%40rogers.com?subject=
mailto:csr%40rci.rogers.com?subject=Rogers%20CSR%202011
www.rogers.com/web/content/CSR
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