


The Co-operators recognizes that our business,  

our communities, and the whole global economy  

exist within the closed system of the earth, which provides 

unique and irreplaceable resources and support for all  

forms of life. We also recognize that the capacity of  

the earth, to continue to provide these resources  

and supports, is threatened by growing demand and  

by the degradation of natural and social systems.

As an insurer, employer, investor, community partner,  

and a co-operative, The Co-operators believes that we can  

and must lead the way in ensuring a sustainable future.  

To us, sustainability is about balancing economic, 

environmental, and social priorities as a responsible  

corporate citizen.

We are committed to developing our business in a way that 

builds on our financial strength and seeks both to minimize  

any negative effects that our activities could have on the 

environment and society at large and, further, to perform a 

restorative function through innovation in business practices, 

product development, public engagement, and partnerships  

with our stakeholders.

The nature of our activities is such that from a sustainability 

perspective the indirect impact of our products, services,  

and stakeholder relationships is more significant than the  

direct impact of our operations. However, we commit  

ourselves to a continual assessment of all we do and  

to the ongoing pursuit of alignment with these four 

sustainability principles:

1.  In a sustainable society, nature is not subject to systematically 

increasing concentrations of substances extracted from the 

earth’s crust.

2.  In a sustainable society, nature is not subject to systematically 

increasing concentrations of substances produced by society.

3.  In a sustainable society, nature is not subject to systematically 

increasing degradation by physical means.

4.  In a sustainable society, people are not subject to  

conditions that systematically undermine their capacity  

to meet their needs.

Step-by-step, The Co-operators will strive to align our business 

operations, products and services, and stakeholder relationships 

with these fundamental sustainability principles in ways that 

advance our long-term financial objectives.

The Co-operators: financial security for Canadians and  

their communities.

Our Vision
The Co-operators aspires to be valued by Canadians as . . .
• a champion of their prosperity and peace of mind
•  a leader in the financial services industry, distinct in its  

co-operative character, and
•  a catalyst for a sustainable society

 

Statement of Values
At The Co-operators we . . .
•  strive for the highest level of integrity
• foster open and transparent communication
• give life to co-operative principles and values
•  carefully temper our economic goals with consideration  

for the environment and the well-being of society at large
•  anticipate and surpass client expectations through innovative 

solutions supported by mutually beneficial partnerships

 

Seven Co-operative Principles
1. Voluntary and open membership

2. Democratic member control

3. Member economic participation

4. Autonomy and independence

5. Education, training, and information

6. Co-operation among co-operatives

7. Concern for community

THE CO-OPERATORS 
SUSTAINABILITY POLICY

MISSION, VISION, 
VALUES
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Measuring our impact
We all should have an  

interest in realizing a better, 

healthier and more  

sustainable tomorrow. 

Everyone must take up  

the challenge in order to 

transition to a sustainable 

society. By working  

together, we can all make  

a positive impact.

We are always looking for 

ways to improve our report 

and welcome your feedback. 

Please take a few moments  

to complete an online  

survey available at  

www.cooperators.ca/

sustainability_report.

For each completed survey,  

we will donate $5 to the  

David Suzuki Foundation.

CONTENTS

www.cooperators.ca/en/about-us/about-sustainability/annual-sustainable-reports
http://www.davidsuzuki.org/


This passion to do the right thing — responsibly managing  

our triple bottom line — stems from our co-operative values  

and principles.

Inspiring Change
Despite the residual effects of the economic crisis,  

a shaky investment climate and unprecedented  

storm losses, we delivered stable financial results in 2010. 

Historically, our industry has benefited from higher  

investment returns to maintain healthy financial results.  

The economic crisis significantly changed the investment  

and interest rate environment. This shift in the economic  

climate coupled with escalating storm losses compels us to 

mitigate our own contribution to climate change and work  

with others to find broader solutions.

Over the past few years, we have seen storm related  

claims soar, only to be outpaced the following year  

— hitting a record breaking $102.9 million this year.  

Building safer and more resilient homes is a way we can 

minimize these expenses, and reduce the displacement  

and disruption that these losses cause our clients. We are 

pleased to have supported the Institute for Catastrophic  

Loss Reduction in putting forward recommendations to  

the Ontario building code in 2010, which if accepted,  

will make homes more resilient in the face of extreme  

weather. Additionally, we continue to advocate both  

nationally and internationally for climate change solutions.

In 2007, we calculated our carbon footprint and set a goal  

to achieve a 10% reduction in carbon emissions by 2010.  

We have since introduced a series of initiatives, including the 

implementation of energy reducing retrofits in select office 

locations, switching to more fuel efficient vehicles for our 

corporate fleet and examining ways to reduce paper and air 

travel; we’re proud to say that we’ve achieved our target. 

Recognizing that we can — and must — do more to be a catalyst 

for sustainability, we have established a goal to further reduce 

the carbon emissions of our corporate offices and business 

travel by 50% by 2014, and longer-term, to reduce our carbon 

emissions to zero by 2020.

Introducing sustainability-focused products, services and  

claims management options are important ways that we are 

integrating sustainability into our operations while extending 

sustainable solutions to our clients. For instance, we’re proud  

to offer clients paintless dent repair (for hail damaged 

automobiles), a process that significantly reduces the excess 

waste associated with traditional vehicle repair methods.  

More recently, we have begun using cleaning technology  

that fully restores fire/flood damaged soft items, such as sports 

equipment, clothing and toys — saving waste from landfill and 

reducing claims costs. We are extremely pleased that these 

innovative approaches to claims resolution are having both a 

positive environmental and financial impact.

While we are a national industry leader when it comes to the 

number of sustainability-focused products and services we offer, 

client uptake on these has been disappointing. Our challenge 

moving forward will be to demonstrate the added value that 

these products provide and to market them accordingly.

Creating Connections
Our focus on stakeholder relations remains strong as we look 

for innovative ways to meet the needs of our staff members, 

clients, agents and broker partners, member-owners and 

co-operative organizations, and Canadian communities.

A highly engaged and motivated workforce is the source of  

any organization’s success. And, with talent shortages on the 

Our commitment to  
sustainability is reflected  
in our Vision and Values 
statements, and we have  
made significant progress  
in achieving results. At the  
core of our success is a  
deep-rooted commitment  
that reaches across all levels  
of the organization, from our 
Board of Directors to staff.
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Kathy Bardswick 
President and Chief Executive Officer

Richard Lemoing 
Chairperson, Board of Directors

We are proud of how far we have come in such  
a short time. Our success with sustainability is a  
natural fit with our co-operative culture and values;  
ensuring that our organization is significantly and  
genuinely contributing to stronger, safer communities.

horizon, our intense focus on recruitment and retention  

is more important than ever. In addition to providing an 

exceptional benefits package, we invest heavily in staff 

development and training. Also in 2010, to make it  

easier for staff to transition within our group of  

companies, we moved to a common set of human  

resource practices.

We are proud to remain one of “Canada’s 50 Best Employers”  

in 2010. At 77%, our engagement score fell three percentage 

points from 2009 — just short of our 80% overall target.  

Our staff underwent significant change in 2010, arising from 

our acquisition activities in 2009, the rollout of new systems  

and restructuring in pockets of the organization; we expect  

that these changes have influenced engagement levels.  

Overall, given the amount of change, we are extremely  

proud of our results, and ultimately our staff members’ 

dedication and contributions.

Community involvement is central to our co-operative  

values. The volunteer hours and support that our staff 

members, agents and broker partners contribute to their 

communities is noteworthy. Our support remains strong  

with $5.7 million going towards the betterment of  

Canadian communities.

Looking Ahead
We were honoured to be ranked second on Corporate Knight’s 

“50 Best Corporate Citizens” list in 2010, and to be included 

on Aon Hewitt’s “Green 30” list. This public recognition  

of our efforts demonstrates that we are making headway in 

becoming a leader in this area and helps build pride among  

our staff members.

In keeping with our vision to become a catalyst for sustainability, 

we’ve developed a further four-year sustainability strategy that 

focuses on leveraging the combined efforts of our organization 

and our stakeholders. Building on the success of our first 

sustainability strategy, and recognizing that today’s sustainability 

challenges require collaboration amongst business, government 

and non-government organizations, we plan to be part of the 

broader solution in creating a more sustainable world. This new 

focus represents an evolution in our strategic direction from 

“getting our house in order” to becoming “a catalyst for a 

sustainable society.”

We are proud of how far we have come in such a short time. 

Our success with sustainability is a natural fit with our  

co-operative culture and values; ensuring that our  

organization is significantly and genuinely contributing  

to stronger, safer communities.
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The following is a summary of our key economic, social and environmental performance results for 2010 and our 2011 targets. 

OPERATIONS

PRODUCTS  
AND SERVICES

STAKEHOLDER 
ENGAGEMENT

CLIMATE  
CHANGE

Reduce carbon footprint by 10%  
from our 2007 emissions baseline

10.2%

Return on Shareholders’  
Equity of 2.1%

Revenue of $3.38 billion

5.1% 6.2%

$3.51 billion $3.38 billion

2010 Performance Measure Target 2010 Result Status 2011 Target

50% reduction  
by end of 2014

$150 million*

30% staff  
participation

2% below CBoC  
industry benchmark

Member-owner business  
premium of $140 million

Voluntary staff turnover rate 2% below 
Conference Board of Canada (CBoC) 

industry benchmark

$169 million

28%

1.5% below

30% staff participation in  
‘paid day to volunteer’ program

Roll out sustainable purchasing  
program to existing corporate suppliers

Contributed 3% of  
our pre-tax profit

30 suppliers signed  
the Code of Conduct

Further embed  
the sustainable  

purchasing program 

Meet or exceed  
Imagine Canada  

guideline

Meet or exceed Imagine Canada  
guideline of contributing 1% of  

pre-tax profit to Canadian communities

Top five placement in  
JDP Study (compared  
to peer competitors)

Advance plan by developing 
healthy living and  

climate change partnerships

Deliver IMPACT!  
Youth Conference for 

Sustainability Leadership

Client satisfaction as measured by 
J.D. Power and Associates Customer 

Satisfaction Study (JDP Study)
New target

Implement a sustainable  
product and service strategy

Product development 
screening now includes 

sustainability factors

Investigate  
product sustainability 
assessment criteria 

Implement advocacy program  
to advance public policy and  

sustainability issues

Implement an enhanced  
sustainability engagement program  

for staff and agents

Launched  
Co-operators 

Sustainability Race

Approved a  
formal sustainability 
advocacy strategy

80%Staff engagement of 80% 77%

*2011 target lowered due to loss of large account. Achieved Exceeded target Not achievedPartially achieved
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Report Scope
This report outlines activities to further our impact — both inside and outside  

our organization — on the sustainability issues of our time. Measuring our Impact  

is our seventh sustainability report and is produced annually for staff members,  

clients, agents and broker partners, member-owners and co-operative partners,  

and Canadian communities.

Performance in this report covers activities from January 1 to December 31, 2010 for  

The Co-operators Group Limited1 and its major subsidiaries. Our previous report,  

Making an Impact, was published in May 2010.

This report is available in English and French, and is viewable online at  

www.cooperators.ca/sustainability_report. To contact us or obtain a print  

version of this report, email the Director of Sustainability and Corporate  

Citizenship at sustainability@cooperators.ca.

Our Process
This report is produced with input from approximately 80 staff members and external 

sustainability professionals. To ensure the accuracy of this report, representatives from 

across the organization review the data. On the recommendation of our Audit Services 

department, we have enhanced the validity of information in this report through  

improved data collection controls. We are not currently employing external assurances.

We have used Global Reporting Initiative (GRI) guidelines to help structure our report.  

This report is self-declared and GRI checked at a GRI-G3 Application Level ‘C’ and  

includes select metrics from the GRI Financial Services Sector Supplement. The GRI 

index on page 51 shows the indicators we have included in our report. As our reporting 

progresses, we are striving to deliver a report that offers a fulsome discussion on  

the significant sustainability issues relevant to our stakeholders and our business,  

both within and beyond the GRI framework.

Materiality
We continue to collaborate with external stakeholders to gain fresh perspectives  

on our approach to sustainability and inform the content of this report. As such,  

we participated in a session, facilitated by Ceres2 on our behalf, with an independent 

group of external stakeholders, representing a diverse range of economic, social and 

environmental constituencies.3

Based on discussions with our Board Sustainability Committee, our Sustainability  

Steering Committee (comprised of executives from across our group of companies),  

and our Ceres-led stakeholder panel, this report seeks to address key sustainability-related 

issues facing our organization.

In addition to prioritizing issues based on their significance to our stakeholders  

and impact on the organization, we also consider the degree to which we  

can influence a specific issue. We recognize that there are opportunities to further  

refine our process for prioritizing material issues, and therefore we expect our  

approach to continue evolving.

1. This report discloses our activities in compliance with the Public Accountability Statement (PAS) requirements under the 
Insurance Companies Act. For detailed information about PAS, refer to page 50 of this report.

2. A non-profit organization dedicated to working with companies to address sustainability challenges.

3. To view a summary of the external stakeholder panel recommendations, refer to the inside back cover of this report.

4. Includes impacts related to water (i.e., scarcity/drought, flooding) and the inability of public infrastructure to cope with 
increasingly severe events.

Staff recruitment 
and retention

Maintaining/
managing financial 

strength

Health and 
wellness (staff and 

general public)

Sustainable claims 
management

Electronic 
document 
processing

Understanding 
sustainability 

risks

Sustainable supply 
chain management

Influencing 
sustainable 
behaviour

Climate change4

High 
materiality 

issues

ABOUT THIS REPORT

www.cooperators.ca/en/about-us/about-sustainability/annual-sustainable-reports
mailto:sustainability%40cooperators.ca?subject=
http://www.globalreporting.org/Home
www.ceres.org


Listed below are the significant organizations that comprise The Co-operators group of companies and the products and services offered 

through each. The Co-operators group of companies is 100% Canadian-owned and operated.

The Co-operators Group Limited is the co-operative holding company for  

The Co-operators group of companies.

Co-operators Financial Services Limited is a Canadian holding company that 

consolidates all The Co-operators insurance and investment management operations.

Co-operators General Insurance Company provides Home, Auto, Farm and  

Commercial insurance through an exclusive agency network across Canada. This network also 

distributes Life and Travel insurance, and Wealth Management products for Co-operators Life.

The Sovereign General Insurance Company offers solutions for the specialized  

and complex insurance needs of Canadians through a coast-to-coast-to-coast,  

independent brokerage network.

L’UNION CANADIENNE, Compagnie d’Assurances offers general insurance products for 

individuals and businesses through a network of independent brokers, with over 300 points  

of sale in Quebec, as well as general insurance products in Newfoundland.

Co-operators Life Insurance Company provides Life, Health and Travel insurance,  

as well as Wealth Management products to individuals and groups across Canada.

TIC Travel Insurance Coordinators Inc. is one of the largest providers of Travel insurance 

products to Canadians and visitors to Canada.

Federated Agencies Limited offers specialty Personal, Commercial and Wealth 

Management products that complement the offerings of its strategic business partners.

HB Group Insurance Management Ltd. and COSECO Insurance Company  

offer Auto and Home insurance products through three contact centres to employer groups,  

affinity groups, associations and credit union members. Business developed by HB Group  

is primarily insured by COSECO.

Addenda Capital Inc. provides discretionary investment advisory services to pension plans, 
insurance companies, endowments, foundations, governments, corporations and mutual funds, 
as well as the companies of The Co-operators Group Limited.

The CUMIS Group Limited is the leading provider of insurance-related products and services 

to credit unions, caisses populaires and their members in Canada.
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COMPANY PROFILE

http://www.cooperators.ca
http://www.cooperators.ca
http://www.cooperators.ca
http://www.cooperators.ca
http://www.sovereigngeneral.com/
http://www.unioncanadienne.com/
http://www.travelinsurance.ca/
http://www.federatedagencies.ca
http://www.cooperatorsgroupinsurance.ca/
http://www.coseco.ca/
http://www.addenda-capital.com/en/
http://www.cumis.com


The Co-operators Group Limited Organizational Chart
The Co-operators Group Limited is the co-operative holding 

company for The Co-operators group of companies. It is  

owned by 47 Canadian co-operatives, credit unions and  

like-minded organizations.

Addenda Capital Inc. (71.28%)

Co-operators Financial 
Services Limited

Co-operators General Insurance Company
• The Sovereign General Insurance Company
  - Harlock Murray Underwriting Ltd. (50%)
• L’UNION CANADIENNE, Compagnie d’Assurances
• The Equitable General Insurance Company
• COSECO Insurance Company

Federated Agencies Limited
• HB Group Insurance Management Ltd.
• UNIFED Insurance Brokers Limited

Co-operators Life Insurance Company
• TIC Travel Insurance Coordinators Ltd.
  - SELECTCARE WORLDWIDE CORP.

• The CUMIS Group Limited (72.99%)
  - CUMIS Life Insurance Company
  - CUMIS General Insurance Company
  - Credential Financial Inc. (50%)

The Co-operators Group Limited

Business Profile

The Co-operators is a 
leading Canadian-owned, 
multi-product insurance 
and financial services 

organization

Provides coverage to more 
than 40,000 farms and 

125,000 businesses

Provides Travel insurance to 
more than 1,050,000 Canadians 

and visitors to Canada

Insures more than  
255,000 employees through 

Group Benefit plans

Insures over 810,000 
homes, 1.2 million vehicles  

and 643,000 lives

More than $42.4 billion in 
assets under administration

Provides institutional 
investment and asset 
management services

Has the 3rd largest share 
of the Property and

Casualty (P&C) market in 
Canada with 5.8%

Provides Credit 
insurance to  

1 million Canadians

5,018 staff members and 485 exclusive 
agents with 666 retail outlets,  

four contact centres, one call centre for 
our Travel insurance business and an 
extensive national broker network

Offers a wide range of  
Wealth Management products 

including mutual funds
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Insurers are no strangers to natural disasters. They see first-hand the impacts caused by more 

frequent and severe storm activity, and the havoc such events wreak on Canadians and their 

communities. And, our cities’ and towns’ aging infrastructures are on the front lines of the 

impending damage.

When a heavy downpour or violent storm hits, often an inevitable outcome is that sewer 

and surface water systems can’t handle the overabundance of water. The insurance 

industry’s challenge is that no tool currently exists to quantify the risk being underwritten 

with respect to this scope of water damage. That’s all about to change.

Recognizing that climate change will continue to impact the intensity of storms, particularly 

with an increase in the frequency of major precipitation events, the Insurance Bureau of 

Canada (IBC) Adaptation to Climate Change Committee (ACCC) formed the Risk 

Assessment Tool Working Group, with participation from The Co-operators. The committee 

aims to mitigate storm related infrastructure damage by helping municipalities pinpoint 

weaknesses in their sewer and surface water systems and by helping consumers prepare  

for natural disasters before they occur.

With funding from Natural Resources Canada and the member companies of the ACCC,  

a multi-disciplinary team was engaged to develop a ground-breaking municipal storm and 

sanitary infrastructure risk assessment tool. The Municipal Risk Assessment Tool (MRAT) is 

designed to collect key data that will help municipalities plan their infrastructure and allow 

the insurance industry to better understand future water claim risks.

The Co-operators contributes financially to the initiative and collaborates with the technical 

working group, specifically for the MRAT development. “The technical group’s mandate is  

to guide the IBC on technical matters of insurance risk and provide direction to the firm we 

have hired to develop the MRAT tool,” explains Dale Schering, Associate Portfolio Manager, 

Co-operators General.

Insurers typically measure risk by examining their 

past performance. “What’s particularly different 

here,” adds Dale, “is that the development of this 

tool is used by looking at prospective — or future  

risk — including the impact of a changing climate.”

“Representing The Co-operators on the MRAT 

development has been an excellent experience,”  

says Dale. “When I was asked to join, I was really 

impressed by the innovative approach to risk on a 

topic so relevant to helping Canadians prepare for 

these events.”

In the coming year, the tool will be validated through 

a pilot in 10–15 municipalities of different sizes 

across Canada. The plan is to then expand the 

research in other communities across the country.

8 OUR IMPACT

Canada’s
 infrastructure:

A victim
ofclimate

change



Advance public policy and education in 

climate change mitigation and adaptation, 

health and safety

Develop a formal process for integrating 

environmental, social and governance 

analysis into our investment decisions

We ranked second among the  

“50 Best Corporate Citizens”  

in Canada by Corporate Knights

We were recognized on “The Green 30” 

list developed by Aon Hewitt

Inspire a network of young people across 

Canada by delivering IMPACT! Youth 

Conference for Sustainability Leadership

OUR PATH
TOWARD SUSTAINABILITY

2010 HIGHLIGHTS

2011 TARGETS



Sustainability means managing business 
beyond the bottom line. We do this by 
becoming aware of the issues that matter 
to our stakeholders, operating with 
integrity, contributing to communities  
and reducing our environmental footprint.

Sustainability: A Win-Win
When we embarked on our formal sustainability journey three 

years ago, we did so because we believed that it was the right 

thing to do. Applying a sustainability lens to our operations  

and business practices creates win-win scenarios — for our 

organization and our stakeholders.

As we’ve lessened our impact on the environment through 

greenhouse gas reduction initiatives, our staff members  

have expressed an increased sense of pride in being a part  

of an organization that is strongly committed to good  

corporate citizenship.

In 2008, we developed our first sustainability strategy  

(covering 2008–2010) to help guide our organization in 

becoming more sustainable. With input from The Natural Step 

Canada and Strandberg Consulting, our Sustainability Steering 

Committee, Board of Directors and external sustainability 

experts, our strategy from 2008–2010 has framed our core 

sustainability priorities: i) how we manage and mitigate the 

issue of climate change, ii) how we operate our business,  

iii) how we design our products and services, and iv) how we 

increase sustainability engagement with our stakeholders.

Combating Climate Change
Climate related losses continue to hammer the insurance 

industry and claims costs are accelerating at a shocking rate. 

We, along with the Canadian insurance industry as a whole, 

were hit hard this year with the losses resulting from several 

major storm-related events. Our gross losses totalled an 

estimated $102.9 million in claims costs, an increase of  

47% over 2009 and 62% over 2008. This trend is both 

alarming and unsustainable for the industry, our clients  

and the population at large.5

With a business presence in every province across Canada,  

we have a significant role to play in mitigating our own 

environmental impacts. As such, a critical component of our 

sustainability strategy is to address the catastrophic effects of 

climate change through adjustments in our own operations, 

increasing awareness of this issue and forging strategic 

partnerships. The goals of our climate change strategy  

are four-fold:

• reduce our contribution to global warming
• mitigate the climate change risks to our business
• pursue business opportunities related to climate change
•  influence our stakeholders to reduce their emissions and 

manage their climate change risks and to foster climate  

change solutions.

Although we have taken steps to reduce our carbon emissions, 

and will continue to do so through future reduction measures, 

CGIC Consolidated* and CUMIS 
General major storm-related 
losses in 2010

$102.9 million

5. Major storm loss activity referenced in our 2009 report applied to Co-operators General only.

2009 $70.2 million
2008 $63.7 million
*CGIC Consolidated is comprised of Co-operators General,  
The Sovereign General, L’UNION CANADIENNE and COSECO.10
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Launched a suite of sustainability-focused 
products and claims services

Developed and launched sustainability engagement 
initiatives such as the Sustainability 101 e-learning 
course and IMPACT! The Co-operators Youth 
Conference for Sustainability Leadership

Reduced carbon emissions associated 
with our operations by 10.2%

Developed a climate change and sustainability-focused 
advocacy strategy, along with a sustainable purchasing policy

2008–2010 sustainability 
strategy launched

2008–2010 
Sustainability Strategy
Key Theme: Getting our house in order

2011–2014  
Sustainability Strategy
Key theme: Becoming a catalyst for a 

sustainable society

our  
people

climate 
change operations

products and 
servicesstakeholder 

engagement

our  
clients

our governance 
and operations our 

investments

our  
public voice

our 
relationships

Established sustainability 
governance and oversight 
structure and amended our 
Vision and Values statements 

Approved The Co-operators 
Sustainability Policy

OUR EVOLVING JOURNEY
Since we began our formal sustainability journey 
in 2007, we’ve come a long way. We’ve defined 
where we are headed; identified the ongoing 

steps to take toward greater sustainability and 
refined our direction for the future, including 

evolving our areas of focus.



addressing a global issue such as climate change means finding 

and creating solutions more broadly.

 

Our involvement with the Institute for Catastrophic Loss 

Reduction (ICLR) helps us stay connected to the latest  

research on loss prevention and education. In 2010,  

ICLR brought forward a submission to the Ontario  

government, advocating for updated building codes  

for new homes that will significantly increase their ability  

to withstand extreme weather conditions — and reduce 

potential losses. Our President and CEO also serves as  

the ICLR Board Chair.

We are a member of the Insurance Bureau of Canada’s 

Adaptation to Climate Change Committee. The committee’s 

mandate is to raise awareness of climate change with the 

insurance industry, and to encourage industry leadership  

to share this message with the public. As a participant  

on the Risk Assessment Tool Working Group, we are  

assisting with the development of a tool that will help  

local governments assess their infrastructure capabilities  

in coping with extreme weather events, particularly water 

related disasters.

We proudly maintain our position on the United Nations 

Environment Programme – Finance Initiative (UNEP-FI).  

Currently, members of our leadership team fill the roles  

of Chair of the North American Insurance Commission and  

Co-Chair of the North American Task Force. The mission  

of the group is to address current and emerging sustainability 

issues concerning the insurance industry in the context  

of financial performance and sustainable development.  

In 2010, the group issued a report addressing green building 

initiatives and the principal roles that financial institutions play 

in the process.

Additionally, we participated in the 2010 GLOBE 

Conference — North America’s largest and longest-running 

event dedicated to the business of the environment.  

Members of our staff participated on a workshop  

panel entitled: “Brave New World: Finance and Investment  

in a Low Carbon Economy.”

Embedding Sustainability into our Operations
Achieving success means that sustainable thinking must live  

in all areas of our organization. This requires taking it from  

a strategy on paper to ingraining sustainability principles 

throughout our operations. We have made great strides in 

doing so in various facets of our operations. Please refer to  

the Client Relations and Environmental Practices sections for 

more information on our progress.

Further embedding sustainability into our organization also 

requires us to evaluate our underwriting practices. To date,  

it has been a challenge for a number of reasons:

STAKEHOLDER SUSTAINABILITY  
SURVEY RESULTS
For detailed survey results, including breakdown by audience, refer to 
our online report at www.cooperators.ca/sustainability_report.

Results 20092010 2008

Percentages based on respondents answering “agree” and “strongly agree”.

It is important for The Co-operators  
to have a sustainability policy to  
guide business decisions

The Co-operators acts in alignment  
with its Statement of Values

The Co-operators is making  
progress towards implementing  
its sustainability strategy

I have a good understanding of  
The Co-operators sustainability strategy

93% 

83% 

85% 

79%

92% 

80% 

76% 

65%

94% 

84% 

86% 

79%

Number of 
respondents by 

category

Staff 2,516

Agents/Agency staff 522

Management 406

CAP member 27

Director/Delegate 73

12

20
10

 
 

 
 T

he
 C

o-
op

er
at

or
s 

Su
st

ai
na

bi
lit

y 
Re

po
rt

www.cooperators.ca/en/about-us/about-sustainability/annual-sustainable-reports
http://www.iclr.org/
http://www.unepfi.org/
http://www.globeseries.com/
http://www.iclr.org/


•  The level of expertise in understanding the underwriting  

and pricing of emerging sustainability risks, technologies, 

products and processes is minimal.
•  Limited experience in this area makes determining how to 

integrate sustainability features into products while remaining 

competitive difficult.
•  The implications of needing to meet our commitment to 

provide insurance coverage across Canada while profitably 

pricing products in areas where climate related losses are 

severe need to be explored more thoroughly.

To advance in this area, we will need to collaborate with  

others in the industry and develop an understanding of the 

opportunities, risks and exposures related to sustainable 

underwriting practices.

An area that we are beginning to tackle is electronic documents 

processing. Each year, we send millions of outbound mail pieces 

to our clients. Many of our clients and staff have told us that 

they want these documents sent electronically. We are proud  

to say that we’re making headway in this area. In late 2010,  

we partnered with Canada Post to bring our auto insurance 

clients epost,™ a free online mail and billing service.  

This new delivery method provides clients with an 

environmentally-friendly option for receiving their  

automobile policy renewal documents; in 2011, we will  

expand this option to other product lines. Ongoing,  

we recognize that there are more opportunities to reduce  

the amount of paper we use and send. To address the issue  

of paper consumption long-term, we are implementing new  

claims and policy administration systems that will allow for 

consolidated billing and electronic documents processing.

Engaging Stakeholders
We continue to engage staff and agents in our sustainability 

journey through a number of activities including online 

education and communications, sustainability working 

committees and contests. Most notably, in 2010 we  

launched CSR: Co-operators Sustainability Race,  

a project designed in collaboration with the David  

Suzuki Foundation, to challenge participants to make  

more sustainable choices in their lives, and to become 

sustainability champions.

The CSR program is centred on a social media website,  

where participants are invited to exchange ideas with their 

colleagues and track their progress. Four “races” were 

developed as part of the program (transportation, food,  

energy and water), with two taking place in 2010.  

Response to the program has been incremental,  

with close to 300 participants signing up for the first race,  

and an additional 180 participants signing up for the second.

Equipping youth to take a lead role in making positive 

sustainable change is something we strongly believe in.  

The Real IMPACT!
When Eliese Watson from Calgary attended IMPACT!  

The Co-operators Youth Conference for Sustainability 

Leadership, she did more than learn new skills,  

she took her passion and energy home to make an  

impact in her community.

As founder of Apiaries and Bees for Communities (A.B.C.), 

Eliese has brought a sustainable view to the practice of 

beekeeping. A.B.C is revolutionizing beekeeping in the  

Province of Alberta by creating a whole new breed of 

beekeepers: Top-Bar Beekeepers. Top-Bar Hive (TBH)  

beekeeping is a holistic and non-intrusive method  

that allows bees to behave how they would in the wild,  

without the restrictions of the traditional industrial  

agricultural method.

Our $5,000 grant through The Co-operators Foundation – 

Impact! Fund, helped Eliese get A.B.C. off the ground and 

expand the program into her full-time work. Eliese notes,  

“I was invigorated and motivated to take action on the  

concept of A.B.C with the skills and connections made  

from the conference. The Co-operators has helped me  

establish a community in Calgary unlike any seen before  

and helped me build confidence in myself and fulfill a  

deep-seated dream of mine.”

A.B.C continues to thrive and has created an inclusive 

community of Calgary residents interested in embracing  

urban ecology.

 

The amount of funding provided 
to projects by The Co-operators 
Foundation – Impact! Fund

$83,685
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Opportunities that will be addressed in our sustainability 

strategy moving forward include increasing:

•  awareness and promotion of the value our sustainability 

products and services provide across all stakeholder groups
• engagement among our sales force.

Renewing our Strategy
The first phase of our sustainability strategy (from 2008–2010) 

was focused on creating a strong foundation internally.  

In the past three years, we have seen the creation of  

an internal sustainability policy, a reduction in carbon  

emissions, the launch of sustainability-focused products  

and services and high levels of engagement among  

our key stakeholders in our sustainability goals  

and objectives.

We are pleased with our success and look forward to  

building on this momentum as we plan for the next  

four years. Our 2011–2014 sustainability strategy is  

more outwardly focused and emphasizes our vision to  

become a catalyst for a sustainable society. Our strategy  

was informed through a variety of sources (i.e., internal  

and external interviews with our executive team and 

sustainability professionals, feedback from the Ceres-led 

stakeholder panel and best practice research). Our six  

new areas of focus are: our people, our relationships,  

our clients, our public voice, our governance and operations, 

and our investments.

Our Sustainability Steering Committee developed a  

framework for the strategy, which was also approved  

by senior management and our Board of Directors.  

Its key components include:

•  detailed long-term goals that build out what is  

meant by each of the six main statements of the  

new sustainability vision
•  key performance indicators and targets for each of  

the six elements of the vision
•  four-year objectives to move us towards our  

long-term goals.

Our six new areas of focus are: our people,  
our relationships, our clients, our public voice,  
our governance and operations, and our investments.

In 2009, we launched IMPACT! The Co-operators Youth 

Program for Sustainability Leadership — which included a 

conference attended by 180 university and college students 

from across Canada. Throughout 2010, we have continued  

to engage these young leaders through education and 

networking opportunities and by sponsoring their individual 

sustainability initiatives.

Alumni from the inaugural program have campaigned to  

ban plastic bags, lobbied provincial government to develop  

a sustainability education curriculum, successfully advocated  

a city council to charge for water usage and much more.  

The Co-operators Foundation – Impact! Fund financially 

supports these sustainability projects; to date, $83,685 in 

funding has been provided through this program. A new  

group of students will be selected to attend a conference  

in September of 2011 where we will involve selected alumni  

from the first program as facilitators.

Additionally, our Youth Engagement for Sustainability (YES) 

Network, based in Regina, facilitates sustainability leadership 

among local high school students. The program encourages 

youth to become active contributors in making their homes, 

schools and communities more sustainable. Support is provided 

to high school students and teachers to help develop project 

plans, set goals and complete sustainability based projects,  

and provides training and professional mentorship. The program 

coincides with the school year and kicks-off each fall with a 

two-day leadership forum. In 2010, 70 students took part in  

the program.

We continue to measure stakeholder engagement against 

benchmarks we established when first implementing our 

sustainability strategy. In 2010, we had a 52% response rate  

(up from our 2008 baseline of 48%) to our third annual 

stakeholder sustainability survey with 3,544 participants.  

With three years of data now, we are able to see sustained 

results around understanding our strategy and validation for 

having a policy to guide our business decisions. Stakeholders are 

also telling us that they believe we have made progress in 

implementing our sustainability strategy (with 86% agreement 

in 2010 compared to 76% from our 2008 baseline result).
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Speaking Out
In 2010, we approved a formal sustainability advocacy  

strategy. In developing our strategy, we consulted  

with our staff, Board Sustainability Committee and  

senior management group, and determined that  

we would focus our advocacy efforts in the following  

areas: climate change mitigation and adaptation,6  

healthy lifestyles and fire safety.

Companies seeking to be leaders and catalysts in 

sustainability — using their leverage to improve social, 

environmental and economic conditions — benefit from 

scanning emerging trends in sustainability to keep abreast  

of developments and best practices. Therefore, in July 2010,  

we commissioned a report entitled: “International Scan of 

Sustainability Practices of Insurance and Non-Insurance 

Companies,” produced by Strandberg Consulting. The scan 

examined the sustainability best practices of 17 organizations 

worldwide. Additionally, we continue to work closely with 

industry partners and other sustainability advocates on the  

issue of climate change. As such, we signed onto the Cancun 

Communiqué on Climate Change and the 2010 Global Investor 

Statement on Climate Change.

As a multi-line insurer that provides life insurance coverage,  

we aim to increase general awareness and promote  

active living within our company and across the country.  

Obesity continues to be a major challenge facing the  

health and well-being of Canadians. Our initial efforts  

are focused on developing internal awareness of wellness, 

active living and healthy lifestyles in general. We have  

also had preliminary discussions with the University  

of Guelph, and will pursue similar outreach with the  

University of Saskatchewan regarding research partnership 

opportunities. We are also exploring a partnership with  

one of our member-owners to promote active living.

As a property insurer, we believe in helping our clients to 

safeguard their most valuable assets. Since 2009, we have been 

an active participant on the FireSAFE Ontario Committee —  

a group that is committed to passing legislation requiring fire 

sprinkler installation in all new construction in Ontario.  

We’ve also advocated for mandatory installation of sprinklers  

in all retirement homes. Although legislation has not yet been 

enacted to deal with this issue, the government has responded 

to growing public concern by initiating a formal public 

consultation on this issue.

Sustainable Asset Management
As a financial services organization committed to good 

corporate citizenship and sustainability, we have a  

responsibility to manage our assets in line with these views.  

At Addenda Capital, our investment management subsidiary

with $33.5 billion of assets under management, we recognize  

the impact our investment dollars can have in furthering  

a sustainable society. Addenda Capital currently offers 

client-directed Socially Responsible Investment options  

totalling $386 million in 2010.

In 2011, we will hire an Environmental, Social and Governance 

(ESG) Specialist who will assist in developing a process for 

integrating ESG analysis into our investment decisions. 

Additionally in 2011, we will become more active in 

collaborating on investment industry initiatives that endorse  

ESG principles. We intend to become a signatory to the 

Principles for Responsible Investment initiative, which is  

backed by the United Nations. By joining this investor initiative 

and working with others in the industry, we aim to increase 

awareness of ESG opportunities.

6. Mitigation is any action taken to permanently eliminate or reduce the long-term risk and hazards of climate change. Adaptation refers to the ability of a system 
to adjust to climate change to moderate potential damage, to take advantage of opportunities, or to cope with the consequences.

The amount of client-directed 
Socially Responsible Investments 
offered by Addenda Capital

$386 million

2009 $281 million
2008 $301 million
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Organized by The Co-operators and a committee of academic institutions, student groups 

and non-governmental organization partners, IMPACT! The Co-operators Youth Program  

for Sustainability Leadership is aimed at Canadian university/college students who want  

to explore economic, social and environmental solutions with national business and 

sustainability leaders. Rumina Dhalla, Assistant Professor and Researcher of Sustainable 

Commerce, College of Management and Economics, University of Guelph, believes that 

“inspired students have great potential to make a real impact in terms of leadership, 

energizing change, and communicating what they learn to develop solutions to  

sustainability issues.”

The Co-operators Board of Directors Youth Committee oversees The Co-operators youth 

initiatives. With their stamp of approval and wholehearted support we were able to deliver 

the 2009 IMPACT! Youth Conference for Sustainability Leadership. Members of the Board 

Youth Committee attended and participated in the 2009 conference, and will be invited  

to take part in the 2011 conference. “Getting the strong support of senior leadership  

teams in organizations, by creating opportunities such as these, highlights the relevance  

of sustainability to business and society today, as well as its implication for our future,”  

says Rumina.

Sustainability and social responsibility issues are being integrated into undergraduate  

and graduate management education and research at the College of Management and 

Economics. An extension of her teaching/researching roles, Rumina plays a key role in a 

number of the university’s sustainability initiatives. “Sustainability flows into how we engage 

with our community,” says Rumina. Her activities range from speaking engagements, 

encouraging and finding opportunities for students to become involved within the 

community, and in specific community sustainability initiatives such as IMPACT!

A conference like no other
“Absolutely Inspiring,” two words which Rumina uses to describe the inaugural  

2009 conference. From committee member, academic facilitator, to conference  

and post-conference activities, Rumina was on hand to 

witness and support the students in action.

Instrumental in achieving funding for the 2009 IMPACT! 

conference, Rumina received a $100,000 grant from  

the Social Sciences and Humanities Research Council 

(SSHRC). A federal agency, SSHRC promotes and  

supports university-based research and training in the 

humanities and social sciences. A perfect counterpart  

to the IMPACT! conference — a unique chance to learn 

how businesses are approaching issues of environmental 

protection, social justice, and community building.

For Rumina, a memorable segment of the conference  

was the students’ presentations. Groups were assigned a 

sustainability issue to focus on, with very little time to 

consider a solution. “The number of creative ideas that 

sprang from just that short brainstorming session was 

amazing,” recalls Rumina. Many students took these ideas  

to heart and with financial support from The Co-operators 

Foundation – Impact! Fund, they were able implement 

sustainable changes in their own communities.

At the end of the day
“We want to excite and empower students, and equip 

them to go out and make change,” says Rumina.  

The students head back to their lives and campuses,  

armed with their newly acquired knowledge, ready to  

get the message out. “And that,” concludes Rumina,  

“is the most tangible reward of all.”

Youth
empowered

to impact
their

future



Engaged our member-owners in the 

Democratic Structure Review process

Integrated sustainability metrics into the Board evaluation 

and individual director assessment processes

Implement an emerging risks program

2010 HIGHLIGHTS

Approved our 2011–2014 sustainability 

strategy, advancing our goal of becoming a 

catalyst for a sustainable society

2011 TARGETS

Continue the Democratic Structure Review process

GOVERNANCE
BUILT ON CO-OPERATION



Our approach to governance is rooted in 
co-operative values; where one member 
means one vote and ‘doing the right 
thing’ — by our members, the community 
and our stakeholders — is at the core of 
our decision making.

Co-operative Governance
At the highest level, we are governed by seven internationally 

recognized co-operative principles that contribute to both social 

and economic stability — a natural fit with our sustainability 

vision. Our approach to governance is one of collaboration, 

whereby decisions are made democratically. We are owned  

by our 47 Canadian-based member-owners.7 Collectively,  

our member-owner organizations employ 41,410 people and 

have total assets exceeding $39.3 billion.

The Board of Directors (18 male and 4 female directors) 

represent diverse sectors across Canada, bringing with them 

unique perspectives that help to represent our stakeholders. 

Acting independently from the day-to-day management of the 

business, the Board’s primary objective is to act on behalf of our 

member-owners and clients, and oversee strategies related to 

our corporate mission.

Additionally, Board members fulfil roles on standing and  

ad hoc Board committees, including: Executive, Resolutions, 

Investment Policy, Audit, Conduct Review, Corporate 

Governance, Sustainability,8 Community Economic  

Development Funds, Youth Initiatives and Special Donations.

In accordance with our bylaws we formally review our 

democratic structure at least once every 10 years.

Workshops to gather input from our member-owner

representatives were held at our Annual General Meeting and 

region committee meetings in 2010. The Democratic Structure 

Review is ongoing and will continue throughout 2011.

Leading by Example
Embedding sustainability into the organization means  

governing our journey at the highest level. Since 2007,  

our Board Sustainability Committee has been actively  

involved in shaping our journey and monitoring our  

progress. In 2010, four meetings were held and agenda  

items included:

•  Presentations about climate change adaptation,  

sustainability trends and carbon management
•  Ongoing monitoring of the organization’s  

sustainability performance
•  Informing and approving the 2011–2014  

sustainability strategy.

Additionally, the Sustainability Steering Committee (SSC)  

meets once a year for a two-day, face-to-face planning  

meeting. In 2010, a joint meeting was held between the SSC, 

Board Sustainability Committee and our President and CEO.  

It was an opportunity for management and the Board of 

Directors to review plans for the 2011–2014 sustainability 

strategy. Additionally in 2010, executives who participate  

on the Sustainability Steering Committee renewed their 

involvement for another three-year term.

The Co-operators 
Group Limited

the 22-member Board of Directors of

7 region committees who elect

122 delegates to

47 member-owners appoint

THE CO-OPERATORS GROUP LIMITED 
DEMOCRATIC STRUCTURE
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7. For a breakdown of our member-owner’s representation by sector and region, refer to www.cooperators.ca, and click on About Us, The Co-op Advantage,  
Our Member-Owners.

8. To view the Board Sustainability Committee’s Terms of Reference, refer to our online report available at www.cooperators.ca/sustainability_report.

9. To view our Conflict of Interest policy, refer to our online report available at www.cooperators.ca/sustainability_report.

Member-owner delegates are kept apprised of our sustainability 

progress and challenges through bi-annual region committee 

meetings, and are invited to share their feedback. The Board  

of Directors has also incorporated sustainability measures into  

its annual evaluation processes. To lessen its environmental 

footprint, our Board has implemented the following practices:

•  Scheduling meeting locations that are most  

central to the majority of directors and combining  

Board/Board Committee meetings where possible,  

thereby reducing air travel
•  All directors have been provided with laptops,  

and receive meeting material electronically,  

thereby reducing paper consumption
•  Green meeting practices are coordinated with  

event vendors.

Board Development
A well-prepared and educated Board is one way we ensure 

transparency and effective risk management practices 

throughout our organization. Recognizing that our Board 

members have various backgrounds and experience,  

we offer an extensive orientation program to support  

and enhance their effectiveness. Ongoing, we provide  

education days covering a range of topics including:  

the insurance industry, insurance finance, Enterprise Risk 

Management and sustainability. Training and development 

allowances of up to $18,000 per three-year term are  

provided for each director to pursue professional  

development. All directors participated in some form of 

education day/program in 2010.

Director performance is measured annually through  

peer-to-peer assessments. Feedback provided through  

these assessments supports continuous improvement  

and helps shape individual development plans.  

Along with director assessments, the Board measures  

its effectiveness annually and takes action to address  

areas for improvement.

Risk Management
The recent economic crisis served as a critical reminder  

that sound risk management practices are integral to  

long-term financial sustainability. As such, we regularly  

identify and assess risks facing our organization,  

both internally and externally, through our Enterprise  

Risk Management (ERM) process. To better understand  

potential risks, a “stress testing” program was  

developed in 2010 that will help expose possible threats  

and opportunities.

Our ability to understand risk helps us to respond faster  

to the needs of the industry, our clients and communities. 

Climate change continues to be a top risk facing our 

organization. Our Chief Risk Officer, as a member of the 

Sustainability Steering Committee, is a key link between  

the work being done through ERM and that of 

sustainability. We plan to further assess the risk of  

climate change through ERM modelling, which will  

help us understand potential implications more thoroughly.  

At the same time, we need to consider any possible 

impacts on our reputation that could result if our 

sustainability practices are not seen as genuine.

Managing Compliance
Our Conflict of Interest9 policy states that high levels of 

professional ethics are to be maintained by our Board and  

senior management, and ensures that conflicts of interest  

— real or perceived — are prevented.

When it comes to respecting staff rights, we adhere to  

the highest level of conduct and integrity. Our Terms  

and Conditions of Employment agreement outlines  

our Staff Code of Ethics statement as well as policies 

regarding harassment, violence in the workplace,  

health and safety, information security and privacy.  

All staff members review and commit to adhering to  

the agreement upon hiring and renew their commitment  

on an annual basis. Since 2007, an online automated 

renewal process in the majority of our companies has 

helped to reduce paper use and enabled us to better  

track agreements.

In compliance with revised legislation in Ontario (Bill 168),  

staff in the province participated in preventative education 

about workplace violence and harassment. As an 

organization, we have decided to roll-out the education 

program nationally, as we believe that this information 

contributes to a positive workplace environment.

As a financial services provider, there are several  

regulatory bodies that influence the way we operate.  

Chief Compliance Officers (CCOs) appointed at  

Co-operators General, Co-operators Life and Addenda 

Capital partner with our operational teams to ensure  

that we are up-to-date with legislation and regulatory 

requirements. Also, a CCO designated for the group of 

companies is responsible for overseeing individual 

company compliance programs and policies, and for 

liaising with the Board. In 2010, we had no material 

legislative or regulatory compliance issues.
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High winds, heavy rain, and most of all, large hail, left a path of destruction across some 

communities in Calgary and southern Alberta on July 12, 2010. According to the Insurance 

Bureau of Canada (IBC), the powerful hail that dented cars and damaged homes and 

businesses resulted in about $500 million in insurance claims — a record breaking amount  

for a Canadian hailstorm.

Whereas traditional automobile dent repair processes require the use of filler,  

sanding and refinishing, each producing excess waste, paintless dent repair (PDR)  

uses leverage to push the dent out from the underside. The process returns the metal  

to its original shape by massaging the metal around the outer edge of the dent,  

working towards the center until the dent is gradually and completely gone. The vehicle  

is restored to its original condition and the process eliminates common concerns of 

overspray, colour match or imperfections found when using conventional methods.  

Repair times are also drastically reduced to a few days versus weeks in a body shop.

Since 2002, The Co-operators has developed partnerships with select PDR facilities offering 

unsurpassed repair quality and client service. As a result of the July 12 storm, over 3,000 of 

our clients were introduced to the PDR process.

 “We invite our clients to bring their hail-damaged vehicles to a PDR clinic for inspection,” 

explains Marty Demas, Western Region Physical Damage Specialist, Co-operators General. 

“One of the benefits of having damage inspected at a PDR clinic is that our appraisers can 

present the PDR alternative to the client, and explain which of the damaged parts of the 

vehicle will respond to the PDR process and which will have to be replaced.”

Marty recalls one client’s reaction as typical of many. The recommended approach to 

repairing the vehicle’s hail damage was through the PDR process. The client booked  

an appointment, and happily agreed when the PDR facility asked if he could leave  

his vehicle to be repaired that very day. “Clients are initially shocked, then impressed  

with how quickly the entire process — appraisal, 

repairs booked and completed — can be handled,” 

says Marty.

The very next day, our client picked up his  

vehicle with all the hail dents removed.  

“His agent later told us that he received  

an email from the client expressing his  

gratitude for the fast, efficient service on  

his claim,” says Marty.

“Overall, our clients have been very pleased  

with the number of advantages PDR offers,” 

concludes Marty. “PDR has a finished product  

that not only looks great, but is a superior repair,  

is less expensive and can be completed in half  

the time!”

An
environmentally-

sound
solution

to
hailstorm

damage
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FINANCIAL
STRENGTH

2010 HIGHLIGHTS

2011 TARGETS

Return on Shareholders’ Equity of 6.2%

Revenue of $3.38 billion

Revenue of $3.51 billion

Return on Shareholders’ Equity of 5.1% 



The true measure of an organization’s 
strength is in its ability to withstand  
good times and bad. Despite the  
turbulent economic climate of recent 
years, we’ve maintained our financial 
strength and delivered on our promise  
to be there for our clients when they  
suffer a loss.

Co-operative Resilience
In the current era, when consumer faith in businesses  

has been shaken by economic troubles, more emphasis is  

being placed on attributes beyond products and prices.  

Co-operatives worldwide have a long history of responding  

to the needs of communities, especially during times of 

economic hardship. The economic crisis has shown that  

while a number of financial institutions were flailing,  

financial co-operatives remained strong; proving their  

ability to withstand crisis while contributing to the livelihoods  

of the communities in which they operate.

Our commitment to co-operative values is echoed in our 

financial management practices. We strive to maintain financial 

strength for our member-owners and our clients, while giving 

back to communities. Co-operatives offer a values-based  

option for consumers and provide a competitive alternative  

to other forms of business — which is healthy for our economy 

as a whole.

Sound Financial Management
The impact of climate change is a real and significant  

threat to the world and to the financial health of our industry. 

Like others across the industry, our financial results were 

impacted by record breaking storm activity and weather  

related losses in 2010 — underscoring the urgency of  

the situation.

Additionally, we have entered an era where extreme weather 

volatility will likely be the norm. This demands that we be 

prepared to manage risks and take advantage of opportunities 

created by this volatility more quickly than before. Our core 

philosophy behind risk management remains the same:  

we will only assume those risks for which there is a solid 

understanding. Our sound risk management philosophy  

served us well during the economic crisis, and will continue  

to be core to our financial sustainability.

We continue to experience challenges in some of our lines  

of business and slow recovery in the investment market.  

Despite these challenges, our balance sheet and results  

remain strong.

Adding Value to Canadian Communities
We are one of the largest co-operative financial services 

employers in Canada. Our business operations provide 

job opportunities in numerous locations across Canada. 

Headquartered in Guelph, ON, we have major offices in  

Burlington, ON, Calgary, AB, Mississauga, ON , Moncton, NB, 

Montreal, QC, Quebec City, QC, Regina, SK, Toronto, ON, 

and 666 retail outlets across the country. We have 5,018 staff 

members with an annual payroll totalling over $360 million. 

Also, to recognize the contribution staff make in achieving the 

organization’s success, we distributed $22 million through our 

incentive program in 2010.
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FINANCIAL HIGHLIGHTS – 2010
The following are our financial highlights for 2010. To view our three-year comparison results visit our online report available at www.cooperators.ca/

sustainability_report. For detailed 2010 financial results, visit www.cooperators.ca and click on About Us, Media Resource Centre, Annual Reports.

Invested 
Assets Mix

Bonds (67%)

Stocks (15%)

Mortgages (13%)

Short-term investments (3%)

Other (2%)

Total staff salaries* in 2010
2009 $320 million
2008 $288.5 million

$360 million
Total staff incentive program* 
amounts in 2010

$22 million

2009 $8.5 million
2008 $15.3 million

*Totals represent staff salaries and incentive program amounts paid in calendar year.

Written Premium  
by Region

Ontario (44%)

Alberta (20%)

Quebec (10%)

Atlantic (11%)

Manitoba & Saskatchewan (8%)

British Columbia (7%)

Written Premium  
by Company

Total Equity (in millions)
Co-operators General (46%)

2500

2000

1500

1000

500

0
05 06 07 08 09 10

Co-operators Life (16%)

The CUMIS Group (14%)

The Sovereign General (9%)

L’UNION CANADIENNE (9%)

COSECO (6%) 
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24 OUR IMPACT

When asked to describe Canadian youth, three words spring to mind for Kathleen Wilson, 

Sustainability Youth Co-ordinator, Co-operators Life; idealistic, energetic and enthusiastic. 

”When given an opportunity to advance their ideas, receive mentorship, training and 

support — they become unstoppable,” continues Kathleen with conviction.

Research indicates that successful people tend to think positively, persist longer, set goals 

higher and achieve more of them. What better analogy to describe the Youth Engagement 

in Sustainability (YES) Network, a program focused on engaging and empowering high 

school students to be the voice of tomorrow. YES is a unique initiative spearheaded and 

sponsored by Co-operators Life. The program was developed in 2009 in collaboration with 

The International Centre of Sustainable Cities, the Regional Centre of Expertise on Education 

for Sustainable Development and the City of Regina.

Kathleen touches all aspects related to the YES Network. She co-ordinates the network  

of community partners, works directly with the high school clubs, supports teachers, 

provides leadership and professional skills training opportunities for youth, and develops 

project communication.

The program currently works with environmental clubs at seven Regina and area  

high schools to kick start youth-led initiatives. A network — consisting of teachers,  

students and community organizations — works together to develop youth leaders on 

environmental sustainability. YES engages and empowers adolescents in making their 

schools, homes and communities more sustainable places to live, work and play.

To those who claim today’s youth are not engaged, Kathleen says it isn’t so. She recalls  

a quote that reads: “Is it really youth that are out of touch with institutions or is it 

institutions that are out of touch with youth?” Today’s young people care about issues  

in the community and what is happening around the world. “Youth need to have a voice,” 

concludes Kathleen. “They need to be treated as an equal. They need mentorship. If you  

can provide these opportunities, they will get involved.”

YES in Action
•  Students at O’Neill High School were frustrated 

with how often the lights were left on at their 

school. By holding bake sales and collecting 

recycling throughout the entire school year, 

students raised enough money to replace  

all of the school’s bathroom lights with 

motion-activated sensor lights.

•  A vermi-composting program began at 

Greenall High School. Starting with a  

single bin in one classroom, the program  

has expanded to an entire fleet of bins around 

the school, including the cafeteria and home 

economics lab.

Within the next five years, Kathleen’s goal is  

to see environmental clubs in every high  

school in Regina working on a variety of school 

and community-based projects related to 

environmental sustainability. “I also hope to  

see a skilled base of young leaders moving  

on from the program and working toward 

positive change at all levels of the community.” 

Excitedly she exclaims, “how amazing would 

that be?”

YES!



2010 HIGHLIGHTS

TIC recognized in Aon Hewitt’s Best Small Medium Employer (BSME) study, 

and was listed among the “Best 50 Greater Toronto Area” employers

Increased member-owner business premium 

from $134 million to $169 million

Implemented a sustainable 

product and service strategy

We were recognized on “Canada’s 50 Best 

Employers” list for the eighth consecutive year

Launched CSR: Co-operators Sustainability Race,  

a sustainability engagement program for staff and agents

Co-operators Life placed on 

“Canada’s Top 100 Employers” list

Voluntary staff turnover rate 2% below The Conference 

Board of Canada industry benchmark

Meet or exceed aggregate staff 

engagement score of 80%

Achieve member-owner business 

premium of $150 million

Meet or exceed member-owner 

engagement score of 80%

Top five placement in the J.D. Power and Associates Customer 

Satisfaction Study (compared with our peer competitors)

Investigate product sustainability 

assessment criteria

STAKEHOLDER
RELATIONS

2011 TARGETS



There’s no question: the combined  
efforts of many far outweigh the 
contributions of one. It is with this 
underlying philosophy that we seek  
to build strong relationships with  
mutual benefit among our stakeholders. 
Collaboration with our staff members, 
clients, agents and broker partners, 
member-owner and co-operative partners, 
and Canadian communities, is what  
will further our impact in creating a 
sustainable society.

Shaped by our organizational values, which includes a 

commitment to furthering sustainability, we are fostering  

a positive workplace environment. We believe that achieving 

success depends on staff members who identify with these 

values and live them in their day-to-day work. We purposefully 

seek candidates who display characteristics that align with  

our culture and who are committed to building a collaborative 

team environment.

We believe in training and development, transparency and  

open communication. These people-focused values are  

rooted in co-operative principles and are strongly supported  

by our Board of Directors. In our annual employee engagement 

survey, staff indicate a strong personal connection with  

our values. In 2010, 83% of staff members agreed to the 

statement, “My personal values are very similar to those of  

this organization.”10

Our commitment to sustainability is helping to distinguish us as 

a desirable employer. And, while our goals around sustainability 

are not about driving recruitment and retention, we are  

seeing a positive response to our commitment. As shown in  

our employee engagement survey data, 90% of staff feel that 

we have strategies/activities in place that are environmentally 

responsible and 86% feel that we consider long-term social, 

environmental and economic impacts when making decisions.11

Our efforts to build a positive values-based work environment 

continue to be recognized externally. We maintain positions  

on the “50 Best Employers in Canada” list according to Aon 

Hewitt. Placement on this list is based on staff perception  

of human resources practices, policies and procedures,  

and alignment between staff members and senior management. 

For the first time in 2009, we reached our aggressive 

engagement target of 80%. While we dropped a few points 

this year to 77%, we are generally pleased with the results, 

which continue to place us among the best employers in 

Canada. According to Aon Hewitt, the benchmark Best 

Employers scores were down in 2010, with an average 

2004 2005 2006 2007 2008 2009 2010 2011

ONE OF CANADA’S BEST EMPLOYERS
The Co-operators has maintained a position on The Globe and Mail’s Report on Business “50 Best Employers in Canada” list for eight consecutive years.
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10. Compared to 80% among Best Employers according to Aon Hewitt.

11. Compared to 75% and 76% among Best Employers according to Aon Hewitt.

engagement score of 78%, the reasons for which are not clear. 

Our focus for 2011 will be to regain overall engagement of 

80%. To achieve this, our senior management remains 

accountable for realizing our engagement targets through 

annual performance assessments, communicating results and 

addressing issues.

Attracting and Retaining the Best
A committed, high-performance workforce is the heart and 

engine of any organization. We, along with the insurance 

industry as a whole, continue to face impending talent 

shortages as baby boomers approach retirement.

While the economic climate has postponed the urgency  

around the looming talent shortage and en masse  

retirement, we have not lost sight of the issue. We anticipate 

that within the next five to 10 years, we will begin to feel the 

pressures of the talent squeeze. The difficulty to recruit and 

retain is especially notable for some of our highly-specialized 

roles where the candidate pools are small. To manage this 

critical issue, we employ a number of proactive strategies, 

including comprehensive succession planning, training and 

development, external recruitment programs and maintaining  

a positive workplace.

Our philosophy is to recruit from within wherever possible.  

For this reason, we place significant emphasis on developing 

our current staff for future roles. We employ a formal 

succession planning process whereby potential gaps for  

both senior level and highly-specialized roles are identified  

and proactively planned for. We have also made headway  

in implementing this process throughout other areas of  

the organization at the management and business unit level,  

and are making progress in developing potential successors.

To be an employer of choice means adopting progressive and 

flexible human resource policies. We are proud to provide 

variable work options, including working from home and 

flexible workday options where possible. We also offer a 

compassionate care leave option with 100% salary for up to 

eight weeks and three paid personal days on an annual basis. 

We offer three weeks paid vacation upon hire for permanent 

staff. In addition to this, we recognize the expertise that staff in 

specialized and supervisory roles bring to the job, and therefore 

include previous relevant work experience when calculating 

vacation eligibility. We also provide recognition for previous 

co-operative experience.

To attract external talent, we launched our Better employer 

brand in 2009. The Better brand helps to differentiate us, 

attract the best and most qualified people, create a sense  

of pride and engage potential and current staff. In 2010,  

of staff agree that  
their personal values  
are very similar to those 
of the organization

83%

Voluntary turnover in 2010
2009 5%
2008 6%

5%

Staff retention in 2010
2009 93%
2008 91%

92%
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Creating Commonality
Our organization is comprised of many diverse companies.  

As we continue to leverage this competitive advantage,  

we are increasingly taking common approaches to our 

processes. This includes employing highly qualified and 

committed staff members who share the same values  

and basic skill sets, regardless of their company.

Performance development and review are important ways 

we plan, measure and recognize performance within our 

organization. After much collaboration across our companies, 

we developed ACHIEVE, a harmonized approach to performance 

management. As part of this program, common competencies 

have been established for both management and staff levels. 

Creating a benchmark for common leadership competencies 

will help in our succession planning and development efforts. 

Additionally, the program will make it easier for staff to 

transition between companies across our organization.

 

we’ve expanded the brand by creating a website targeted at 

external applicants. Additionally, we have employed social 

media tools to notify interested candidates of new job postings.

We understand that these measures alone are not enough to 

stave off potential impacts of talent shortages. We must also 

ensure that our internal processes and procedures help our 

existing staff be as effective as they can be. In the past year,  

we made significant investments in updating our claims and 

policy administration systems. In 2009, we began rolling out  

a new claims system across our major Property and Casualty 

companies, and are beginning to see a reduction in manual 

tasks and duplicated effort. We have also begun to pilot our 

new policy system and expect to see similar results as it is rolled 

out nationally in 2011.

We are also open to recommendations. We encourage staff 

members to evaluate their work processes and suggest 

improvements. Our people managers are actively involved in 

identifying and supporting process efficiencies to ensure that 

staff members are involved in meaningful activities. We still  

have room for improvement in this area and will continue to 

work with staff and managers to ensure that the resources  

and processes are in place to support their success.

Overall, our retention and voluntary turnover rates are  

among the best in the industry at 92% and 5% respectively. 

Our retention rates are 3% higher than the average set out  

by The Conference Board of Canada.

Total Rewards
We offer competitive salaries, performance-based incentives and 

flexible benefits as part of our total rewards package. Each year 

we assess the broader marketplace to ensure our remuneration  

is competitive with similar positions within our industry and local 

markets. We also offer salary increases based on performance 

reviews conducted annually with each staff member.

In addition to competitive compensation, we provide health  

and dental benefits to all staff members, including temporary  

staff. Also, we offer staff the opportunity to purchase preferred 

shares through a variety of programs, including payroll deductions, 

outright purchase and an interest-free loan plan.

Beyond compensation and benefits, we foster a culture that  

is committed to recognizing and celebrating achievements.  

Since 1995, our peer nomination based Service Excellence  

program has recognized staff members who excel in providing 

service to clients and peers. Selected nominees participate in  

the annual Service Excellence Conference, where they take  

part in development sessions and networking with senior 

management. In 2010, 2,791 staff members were nominated,  

of which 65 were selected to attend the conference.

We also recognize staff members who achieve significant  

service milestones. Our service anniversary program marks  

these occasions by presenting staff with corporate gifts  

and/or celebrations. Beyond formal recognition programs, 

managers and supervisors throughout the organization  

are encouraged to acknowledge individual staff and team  

contributions in ways that are meaningful to them. In our  

2010 employee engagement survey, 67% of staff (compared  

to 65% in 2009) felt that their managers recognized them for  

their contributions.12

Staff Development
Highly skilled and trained people enable us to deliver on our  

service promise as an organization. Through an extensive  

inventory of learning opportunities, our goal is to ensure that  

our people reach their full and desired potential. This is why 

year-over-year, we continue to invest time and dollars into staff 

development; on average, we spent $714 per staff member.13  

To ensure consistency across the group of companies, we worked 

to align our education assistance policies this year.

Our client-facing staff members have an enormous responsibility 

when it comes to delivering on our brand promise: to deliver 

exceptional and knowledgeable service. We are recognized as a 

leader in training our frontline claims staff, by offering fully-paid 

training upfront. Additionally, we support staff members in 

increasing their knowledge and expertise within the insurance 

industry, with a high level of participation in the Insurance  

Institute’s curriculum. With our support, 58 staff members  

received their insurance professional designations in 2010.

To ensure that staff understand how our organization’s  

co-operative heritage influences business plans and goals,  

we launched The Co-operators Spirit Trail — an e-learning  
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12. Compared to 65% among Best Employers according to Aon Hewitt.

13. Compared to The Conference Board of Canada’s average of $787,  
most recent data from 2008.

British Columbia
190: 177 13

Ontario 
2,517: 2,423 94

Quebec 
541: 497 44

Nova Scotia 
51: 51 0

Prince Edward Island 
11: 11 0

Newfoundland and Labrador 
47: 47 0

Territories 
0: 0 0

4,816 202

Total 5,018

New Brunswick 
241: 240 1

Alberta 
598: 578 20

Saskatchewan 
793: 764 29

Manitoba 
29: 28 1

WORKFORCE BY PROVINCE
A provincial breakdown of our workforce by company is available in our 

online report at www.cooperators.ca/sustainability_report.

Full Time Part Time

resource that provides in-depth knowledge on the historical  

and cultural formation of The Co-operators group of companies.  

The module will be used as part of new staff orientation 

curriculum, as well as existing staff who want to expand their 

knowledge of our company’s past, present and future.

Beyond making a direct investment in our staff, we support 

their children’s pursuit of education. In 2010, we granted 

$26,250 to 21 students through our scholarship program.

Developing our leaders continues to be a key strategy for 

building a positive workplace. Our leadership development 

programs focus on supervisory skills and overall professional 

growth. We have leadership programs targeted at all levels  

of staff, from aspiring leaders to senior executives.

Online learning is an area we are looking to expand. When we 

first developed our e-learning strategy, we underestimated the 

time and resources development would require. Additionally,  

the technical knowledge to efficiently create web-based  

training was lacking in-house. And, while we’ve bolstered 

internal expertise in some areas of the organization, we need  

to re-evaluate our approach and consider how we can balance 

our desire to deliver e-learning in a timely way with the 

resources we have.

Managing Change
To be competitive we must continue to evolve.  

Helping staff understand and accept change is a priority  

for us. We’re committed to keeping people informed by  

sharing what we know and by encouraging them to  

discuss their views with their manager and senior leaders.  

In addition to employing designated change managers,  

we continue to embrace and teach a widely-accepted change 

model across our organization — creating a common and 

formalized approach to change management.

Perhaps one of the most recent and significant changes  

for the organization was the acquisition and integration  

of The CUMIS Group Limited beginning in December 2009. 

From the onset, a clear commitment to effective change 

management was made. In addition to project management 

and ongoing communication, change champions within  

each business unit were identified to lead change at the staff 

level. To build awareness in the companies involved in the 

integration, a cross-company orientation program was 

launched. Additionally, recognizing that staff engagement  

was critical to the integration’s success, feedback was  

gathered regularly. We are pleased at the results of our  

efforts. Staff engagement levels remained strong in these  

areas of the organization (as indicated by the 2010 employee 



engagement survey), and informal feedback indicates positive 

views of the change management activities.

From time to time, we do have to make difficult decisions  

that mean reducing staff numbers. For example, as a result  

of leveraging the efficiencies of our new claims administration 

system, combined with decreased claims frequency, we have 

downsized our claims staff by almost 15% over the last several 

years. While most of the reductions have been accomplished 

through attrition, in some areas terminations have occurred.  

Our policy is to always approach these situations with as  

much compassion and integrity as possible and provide 

transitional support.

Safety and Wellness
As a responsible employer, we do our part to help staff  

achieve healthy lifestyles and work-life balance. In addition  

to flexible work choices and our workplace health and safety 

program, some of our companies promote staff-run wellness 

committees that raise awareness through education and 

programming. We promote healthy choices through onsite 

fitness facilities and massage therapy (in select locations),  

online education material and wellness campaigns.

Our 2010 employee engagement survey indicated  

that 95% of staff members agreed that we provide  

safe working conditions.14 During 2010, a total of  

29,661 sick days were reported, an average of 5.9 days  

per staff member.15 In an effort to eliminate safety hazards,  

we have 17616 staff members on Health and Safety  

committees across our group of companies that monitor  

and report potential hazards and promote safety awareness.

Our Workforce
In 2010, our staff count totalled 5,018. The average age  

of our staff is 42 and is comprised of 69% females and  

31% males. Of our 10 senior managers, one is female.

Although we do not have a formal diversity strategy in place, 

we are an equal opportunity employer and believe in recruiting 

the best person for the role regardless of age, gender, race or 

religion. Diversity of our workforce is determined through 

voluntary information provided in our annual employee 

engagement survey. In 2010, 3% identified themselves  

with a disability, 11% considered themselves a visible  

minority and 1% said they were of Aboriginal descent.  

Of those staff members who identified themselves as being a 

member of a visible minority, 82% agreed to the statement, 

“our people practices create a positive work environment for 

me,” which was on par with the organization-wide result.17

14. Compared to 90% among Best Employers according to Aon Hewitt.

15. Compared to The Conference Board of Canada industry average of 6.2 days.

16. Represents 3.5% of total workforce.

17. Compared to 79% among Best Employers according to Aon Hewitt.

Employee Assistance Program 
usage in 2010
2009 21%
2008 27%
Generally, participation rates over 15% are considered successful programs.

19%

Average age of Workforce  
by Company
42 years The Co-operators Group Limited
42 years Co-operators General
46 years The Sovereign General
45 years L’UNION CANADIENNE
41 years Co-operators Life
39 years HB Group
43 years Addenda Capital
40 years TIC
44 years CUMIS

42 years

of our staff are female

69%
WOMEN IN MANAGEMENT

2010 2009 2008

Executive 24% 29% 29%

Manager 54% 55% 55%

Supervisor 75% 73% 73%
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Fostering Collaboration
Decision making through democracy and open forum  

are mainstays of co-operation. Providing clients with the 

opportunity to influence our business is an important focus  

for us — in fact, we want to be an industry leader in this area 

and are exploring ways to further extend the co-operative 

experience to our clients.

To stay connected to the concerns of Canadian communities, 

we have created six Community Advisory Panels (CAPs) across 

the country. Since launching in 2004, these panels have acted 

as a sounding board when we need a diverse set of opinions, 

input or feedback about an existing practice or a new idea. 

Additionally in 2010, we set up electronic agent and client 

feedback panels, where we’re able to gather input on various 

issues quickly and easily.

We believe that it’s important to provide a voice for our clients. 

For 21 years, our unique Service Review Panels have allowed 

clients to appeal their case when they’re unhappy with a  

claims settlement decision or service experience. Clients are 

offered an opportunity to have their case reviewed by volunteer 

policyholders, who offer fresh perspectives and open minds.  

Its financial authority is $20,000. Provided the terms of the 

policy are honoured, all decisions in favour of the client are 

binding for our organization. Clients are able to further appeal 

to the General Insurance OmbudService if the decision is not  

in their favour.18

Tracking our Progress
Keeping our finger on the pulse of the client experience helps 

us enhance service delivery and address the issues our clients 

care about most. We have been measuring client satisfaction 

since 2006.  In 2010, we joined the J.D. Power and Associates 

syndicated study that measures client satisfaction of all Property 

and Casualty companies in Canada. Surveys are conducted 

twice a year and results are published at the end of the year. 

This survey measures all aspects of the client experience 

including sales, service and claims.

While we’ve seen positive client satisfaction results on  

Auto insurance, we have some ground to gain with our  

Home insurance product. Our recent client satisfaction  

results indicated that pricing, responsiveness and policy 

offerings continue to be important issues for our Home 

insurance clients. We are focusing our efforts in 2011  

to uncover how we can positively influence these results  

and address our clients’ concerns.

According to surveys by the World Economic Forum, the level of 

public trust in large corporations in 2009 was at its lowest level 

since 2001. Despite a downward trend in our Trust  

Score beginning with the start of the recession in 2008, 

consumer confidence and a more positive outlook has  

prevailed resulting in a significant increase in our client score 

ending 2010. This coincides with similar results according to  

the recent Edelman Trust Barometer which shows that trust  

in business is rebounding. We are pleased to see that our Trust 

Score continues to track higher than the industry average.19

We also monitor our clients’ perception of our organization’s 

commitment to sustainability. As part of our brand tracking 

survey, we ask clients if they feel we operate in a sustainable 

manner; 43% of our clients agree that we do. Through our 

products and service offerings, marketing and education 

campaigns, we are building increased awareness among  

our clients.

We continue to deliver insurance education so that our  

clients can make informed choices about their insurance 

options. Our biannual newsletter, which features preventative 

tips, insurance education and sustainability awareness,  

is distributed to approximately 600,000 households annually. 

Clients are encouraged to signup for an online version  

of the publication to reduce overall paper consumption.  

Over 165,000 individuals have registered for this option.

Offering Sustainable Options
Helping our clients achieve sustainable lifestyles means  

finding ways to offer sustainable products and services,  

and rewarding those choices. Today, more than ever,  

clients are demanding ethical and sustainable choices  

for their products and services — and insurance is no  

exception. We now offer a variety of environmentally  

conscious and socially responsible products.

We are a national leader in terms of the number and  

breadth of our offerings. However, uptake on these products 

has been relatively low to date. Our challenge moving forward 

will be to demonstrate the added value that these products 

provide and to market them accordingly. In 2011, we plan  

to work with The Natural Step Canada to develop product 

sustainability assessment criteria to further the credibility of  

our sustainability-inspired products. And, we will continue to 

engage our sales force in our sustainability strategy and help 

them to understand the benefits these products provide for 

both our clients and in advancing our efforts to become a 

catalyst for sustainability.

Our claims operation continues to excel in providing our clients 

with sustainable alternatives to manage losses and repairs.  

We actively promote the option of paintless dent repair to 

18. Available to Co-operators General and HB Group clients.

19. Northstar Research Partners began tracking our Trust Score (based on the following attributes: trustworthy good reputation, accountable, keeps promises,  
is honest, treats clients fairly) in May 2006.
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www.cooperators.ca/en/About-Us/community/community-advisory-panel
www.cooperators.ca/en/Claims/have-an-insurance-concern/service-review-panel
http://www.giocanada.org/
http://www.cooperators.ca/en/clientservices/7_8_0.html


Percentages are respondents giving an 8–10 rating on a 10-point scale, where 10 is the 
best rating. From our proprietary brand tracking study completed on our behalf by Northstar 
Research Partners.

The Co-operators

Based on Client responses

The Co-operators

Based on Non-Client responses

Competitors Competitors

March 
2008

30%

40%

50%

60%

70%

80%

Nov. 
2008

Nov. 
2009

March 
2009

March 
2010

Nov. 
2010

78%
75%

59%

52%

48%

42%
43%

37%

Total claims dollars paid for 
CGIC Consolidated* and 
CUMIS General in 2010
2009 $1.40 billion
2008 $1.34 billion
Amount reflects claims dollars paid across all lines.

*CGIC Consolidated is comprised of Co-operators General, The Sovereign General, 
L’UNION CANADIENNE and COSECO.

$1.43 billion

clients and work with vendors to further its usage. We also 

continue to repair rather than replace windshields wherever 

possible, diverting 5,140 from landfill this year. In addition,  

we encourage all vendors who partner with us to communicate 

electronically, whether for correspondence or invoicing.

To reduce the amount of waste generated from home losses 

(i.e., in the event of a flood where basement contents may  

be damaged), we have expanded our use of the Esporta Wash 

System to clean and restore soft content household items.  

Soft content items include clothing and outerwear, leather 

goods, soft toys, linens, sports equipment and specialty items. 

The environmentally-friendly detergents effectively remove 

bacteria, mould or yeast spores, dirt, smoke and soot,  

thereby restoring items to cleanliness levels that meet  

or exceed medical grade quality. In 2010, we used the  

Esporta system for $3.5 million worth of property,  

saving a total of $2.7 million in replacement costs  

and diverting waste from landfill.

In addition to providing sustainable choices, loss prevention  

is critical to sustainability. As such, we’ve launched e-Alert,  

a program that provides electronic, event-based and 

geographically targeted information to assist clients in 

preventing and minimizing the impact of weather-related, 

financial and other types of emergency occurrences such  

as wild fires and mass evacuations. In 2010, we launched 

e-Alerts in response to significant rain and snow events in 

Winnipeg, MB, and London, ON, respectively, as well as the 

arrival of Hurricane Earl in Atlantic Canada.

Our Service Network
Our client-focused service strategy centers on offering 

Canadians the insurance products they need, how and where 

they want them. As such, we offer store-front service in over 

391 communities across Canada, provide phone service via  

four contact centres and support self-serve functionality  

through our Internet site.

Our service network consists of:

 
•  485 exclusive agents offer Auto, Farm, Commercial and  

Travel insurance to 391 communities across Canada
•  344 brokerage points of sale across Quebec — through  

this network, L’UNION CANADIENNE markets Personal  

and Commercial insurance products, and provides  

Auto and Property insurance through a broker in 

Newfoundland/Labrador with five broker offices
•  617 independent broker offices that work with  

The Sovereign General — a major Canadian Commercial insurer
•  260 Licensed Insurance Representatives deliver service  

to clients over the phone through HB Group’s three  

contact centres
•  One Agency Contact Centre that supports agents by assisting 

Auto and Home clients through extended hours of operation

TRUST AND REPUTATION POWER SCORES

CLIENT SATISFACTION SCORES
2009 Home Auto

The Co-operators 722 715

Industry Average 737 703

2010

The Co-operators 699 726

Industry Average 735 718
  J.D. Power and Associates Property & Casualty Customer Satisfaction Study, based on a scale  

of maximum 1,000.
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SUSTAINABLE PRODUCT UPTAKE
The number of polices in-force as of December 31, 2010.

1
Windsurance™

16,902*

EnviroGuard™

49
insure2green™

1,903
Hybrid vehicle discount

1
Envirowise™

3,270
Community Guard™

1,195
SRI fund contracts

19
Éco-Logik™

To view details of our sustainability-focused product offerings, refer to the appendices available in our online report at www.cooperators.ca/sustainability_report.

*The significant increase of EnviroGuard™ endorsements in 2010 is primarily due to the conversion of Home policies from Vancity Insurance Services Limited (VISL) 
that included this coverage.  We acquired VISL in 2009. 20

10
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•  46 Licensed Insurance Advisors employed by TIC who assist 

clients seeking Travel insurance
•  1,344 claims staff across Canada to support our clients in the  

event of a loss.

Canadians are some of the largest Internet users in the world, 

so our online presence is more important than ever. With this  

in mind, in 2010 we began building a new website to allow for 

more interactivity and self-serve options. Currently, our online 

self-serve functionality includes bill payment and quoting  

for Auto and Home insurance and term life insurance. 

Additionally, we launched an iPhone application for claims 

reporting. Developed as a convenient option for the growing 

number of Canadians who use iPhones, this application is part 

of our overall value proposition, and marks our first offering in 

the area of mobile applications.

To ensure that our online service offerings are accessible to all  

of our clients, we had our website reviewed by the Canadian 

National Institute for the Blind (CNIB) in 2010. We are in the 

process of making the changes recommended by the CNIB 

certification committee — making our site fully accessible for  

the visually impaired.

Protecting Client Rights and Privacy
We are committed to protecting client rights, including rights  

to be fully informed, to be treated fairly and to privacy;  

these commitments are outlined in our Code of Consumer 

Rights and Responsibilities. Within each of our companies 

required to do so, an Ombudsman Liaison Officer (Ombudservice 

for Life and Health Insurance) is assigned to review and respond 

to client complaints and are required to submit reportable 

complaints to our Board of Directors and provincial regulators.  

In 2010, there were 179 reportable complaints.

We also believe that our clients have the right to be well 

equipped in making the best decisions possible about their 

insurance. Our unique Claims Guarantee provides clients  

with important claims counselling in the event of a loss.

We are committed to safeguarding our clients’ personal 

information and have implemented many security measures, 

including: system passwords, encryption, firewalls,  

building entry passes, cameras, security guards, privacy policy 

and guidelines, codes of conduct, appointed Chief Privacy 

Officers, staff training, and compliance and legal intranet sites.  

In 2010, Privacy Officers responded to 85 privacy-related 

inquiries, all of which were handled in a timely manner.

Our internal compliance processes ensure that agents,  

broker partners and Licensed Insurance Representatives  

carry out business in accordance with government regulations 

relating to licensing, continuing education and general market 

conduct compliance. All marketing material is passed through 

our internal controls; there were no material instances of 

non-compliance reported in 2010.

DECISIONS BY SERVICE REVIEW PANELS IN 2010

45
Total appeals

2009 53
2008 57

9  Reached a compromise 
(# of cases) 
2009 9 
2008 6

31  Agreed with The Co-operators 
(# of cases) 
2009 35 
2008 42

5  Agreed with client 
(# of cases) 
2009 9 
2008 9
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Committed to our Members
As a co-operative, we look for ways to foster mutual benefit 

among our member-owners. Members are well-informed  

— frequently and through multiple channels — about business, 

service and financial results. Meetings are scheduled with each  

of our member-owners annually to discuss their business needs, 

level of satisfaction and other pertinent issues.

In addition to our Annual General Meeting (AGM), biannual 

Region Committee meetings are held, where topics incude  

our financial performance and key strategic priorities and 

progress. Between meetings, our member-owner delegates 

receive regular communication and have access to our  

member website.

Each year a portion of our profits are returned to our  

member-owners in the form of member loyalty payments.  

The total payment to our member-owners for the year is  

based directly on the increase in The Co-operators Group  

Limited Consolidated retained earnings.

Insurer of Choice
Our goal is to be the financial services provider of  

choice for Canadian co-operatives and credit unions.  

Member-owner business continued to grow in 2010,  

with premiums totalling in excess of $169 million,  

an increase of 26% from 2009.

Finding insurance solutions that our member-owners can  

extend to their members is a key way that we are creating  

mutual benefit. To foster the strength of our business relationship 

with member-owners, we have created a new business unit 

responsible for these accounts and other strategic areas.  

This new department will help to deliver our products and services 

in a more integrated manner — making it even easier for our 

member-owners and other co-operatives to do business with us.

Total invested in co-operative 
education in 2010
2009 $113,792
2008 $99,526

$88,500
Total member loyalty 
payments in 2010
2009 $1.3 million
2008 $7.5 million

$5.3 million

With the acquisition of The CUMIS Group Limited, we are in a 

unique position to further our relationships with credit unions 

by building a deeper understanding of their business and 

delivering financial services to meet their needs.

A Co-operative Partner
Having progressed on our sustainability journey, some of our 

member-owners and other co-operatives look to us to provide 

perspective and share our learnings.

We are actively involved in co-operative associations at  

the provincial, national and international levels. In 2010,  

we contributed $660,158 in membership dues, which support  

the programs and initiatives of these associations and  

ensures the continued growth of the co-operative sector. 

Several of our staff, senior managers and directors continue  

to serve on various co-operative board/committees and 

participate in association activities.

In October, our President and CEO participated in a panel 

discussion at the Economic Club of Canada, along with  

the CEO of Vancity. The event provided an opportunity to  

highlight the strength and resilience of the co-operative 

structure as a viable business alternative, along with  

the natural orientation that co-operatives have toward 

community involvement and sustainability.

Strengthening the Co-operative Sector
Because of the nature of co-operatives, which are owned  

by their members and do not have publicly traded shares, 

access to capital is often an issue for new and emerging 

co-operatives. In 2010, we began working with the  

Canadian Co-operative Association on the creation of a 

Canadian Co-operative Development Fund. This fund will 

complete an integrated co-operative development process  

that begins with general advice and moves on to specialized 
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MEMBER-OWNER AND  
CO-OPERATIVE RELATIONS

http://www.coopscanada.coop/


Co-operatives are often overlooked in academia 
programs. Ensuring future leadership in the sector 
means educating co-operative leaders today.

CO-OPERATIVE DUES/FEES PAID

2009 $45,922
2008 $43,119

2009 $32,605
2008 $25,697
*Formerly known as Americas Association of Co-operative/Mutual Insurance Societies.

2009 $578,830
2008 $570,076

International Cooperative and Mutual Insurance Federation (ICMIF) fees

ICMIF/Americas fees* 

Canadian co-operative/mutual association membership dues 
(combined provincial and national)

$48,533

$27,177

$584,448

CO-OPERATIVE AND CREDIT 
UNION BUSINESS 

2010 2009 2008

Member-owners who choose to  
do business with us

97.8% 95.7% 97.8%

Member-owners who are  
multi-product clients

87% 78.8% 52.1%

Member-owner business premium  
($ millions)

$169 $134 $111

Total premium from the co-operative/
credit union sector ($ millions)

$414* $295 $268

 *Increase primarily due to inclusion of CUMIS business.

technical guidance, accessible and affordable capital  

and after-care. This new fund will be capitalized with 

investments from the co-operative sector as well as with 

possible government contributions; we, along with other 

Canadian co-operatives have provided capital to support  

this fund.

We continue to provide economic support to new and  

emerging co-operatives through our Co-operative  

Development Program, aimed at making small contributions  

for developing initial business plans, feasibility studies, 

marketing or skills development. In 2010, we distributed 

$105,000 to 11 organizations, including funeral, car share, 

renewable energy and health care co-operatives.

Co-operatives are often overlooked in academia programs. 

Ensuring future leadership in the sector means educating 

co-operative leaders today. As a founding partner, we support 

the Saint Mary’s University Masters in Management of 

Co-operatives and Credit Unions program, which teaches 

students how to view business through a co-operative lens.  

We provide ongoing financial support and encourage our  

staff to participate. Additionally, we provide funding to  

other post-secondary level studies, including: the Association  

of Co-operative Educators, the Institute for Research and 

Education on Co-operatives and Mutuals at the University of 

Sherbrooke (IRECUS), the University of Victoria (BC Institute  

for Co-operative Studies) and the University of Saskatchewan 

(Centre for the Study of Co-operatives).

Reaching out to youth is also critical. Each year we  

sponsor co-operative camps that teach young people about 

communication and leadership through co-operative activities. 

In 2010, we sponsored 64 youth to attend co-operative camps 

across Canada and supported staff volunteers.

To remain viable, co-operatives — as unique enterprises  

— need the support of legislation and policies at the  

provincial and federal governments. As such, we work  

with our member-owners and co-operative partners to  

educate members of Parliament about the benefits of  

the co-operative business model. We continue to assist  

the Ontario Co-operative Association in advocating for  

a Co-operative Secretariat in Ontario.
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Fostering Dialogue
To foster an entrepreneurial spirit within our sales force,  

we provide a great deal of flexibility in terms of how they 

operate. We believe that by recruiting agents who embody  

our organizational values, vision and culture, we can deliver  

a consistent client experience.

Fostering ongoing dialogue is integral to our approach to 

managing our agent relationships. We have regional advisory 

councils where issues are brought forward and discussed  

with the corporate leadership team. Twice per year,  

the President’s Agent Council meets with our President  

and CEO, and senior managers to discuss challenges and 

opportunities, share information and ideas, and collaboratively 

determine solutions to issues. Additionally, we release a quarterly 

publication that provides insight into industry trends and issues, 

shares best practices and celebrates the successes of our agents.

An ongoing challenge for us is to balance the amount of  

change our agency force undergoes as the pace of change  

within the insurance industry continues to intensify. Regulation, 

product and rating changes happen quickly, and at times,  

have a residual effect on an agency’s workload and client 

retention. Our approach is to be as upfront as possible about 

potential impacts and employ internal staff to support agents  

via training and communication. Ongoing dialogue with our 

agents is critical to ensuring that change is managed effectively; 

we know that we can do more in this area, and we’ll continue 

to work with our agency force to find solutions.

Sustainability at the Frontline
Our agency sales force is at the forefront of our operations and 

has a significant opportunity to influence our value proposition 

and position as a sustainable insurer. To further engage agents  

in our sustainability journey, we formed a national Agent 

Sustainability Committee in 2010. The committee’s mandate  

is to gather agent input on how we’re doing in terms of 

sustainability and what they think we need to do to improve  

our results. The committee is also a vehicle to share ideas on  

how our sales force can influence sustainability within their  

own offices, and in essence, how they can champion the vision 

with other agents. The committee is very much in its infancy; 

however, we expect that going forward it will be a  

key component of our agent engagement activities.

We also look to our agents to make the connection between  

our sustainability focus and our opportunity to mitigate  

the effects of climate change. Our compensation model is 

structured so that our agents act as a frontline underwriter  

and are responsible to work with clients to reduce loss.  

As storm-related losses continue to escalate, we understand  

that our agents are looking to us to provide leadership on  

the issue — and we will continue to do so through our  

advocacy and education efforts.

DISTRIBUTION NETWORK

The number of Co-operators General  
agent retail outlets and broker  
partners of The Sovereign General  
and L’UNION CANADIENNE.

BREAKDOWN BY PROVINCE
British Columbia: 259 
Alberta: 218 
Saskatchewan: 56 
Manitoba: 52 
Ontario: 431 
Quebec: 455* 
New Brunswick: 50 
Nova Scotia: 58 
Prince Edward Island: 11 
Newfoundland and Labrador: 35 
Yukon: 3 
Territories: 4

1,632

Contact Centres (4)

TIC Call Centre (1)

*77 brokers represent both The Sovereign General and L’UNION CANADIENNE
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AGENT AND BROKER RELATIONS



“I remember times when I’ve opened my cupboards and thought ‘it’s empty,’  

simply because what I wanted to eat wasn’t there,” says Melissa Hunter,  

Business Analyst, Co-operators General. “Now, when I look into my cupboard,  

I’m more appreciative of what I have.”

This change in perspective came to Melissa in 2010, when she volunteered as  

The Co-operators United Way Loaned Representative — an employee who is  

“lent out” by their employer — to help the United Way during their annual campaign.  

Loaned Representatives work full-time at the United Way for 14 weeks and oversee  

the employee campaigns to ensure that they proceed smoothly and reach their goals.

Melissa has been with The Co-operators for nine years and is also an Executive Member  

of The Co-operators Volunteers in Action team where she actively promotes volunteer 

opportunities, many for the United Way. Melissa felt it only fitting that she learn firsthand 

about the function and impact the United Way funded programs have on the communities 

that The Co-operators serves.

It’s a unique position that allows you to learn about yourself (strengths, likes, areas of 

interest) and provides a new transferable skill set. “Maturity,” adds Melissa, “is a wonderful 

by-product of my experience.” Her growth came from many avenues; she developed her 

confidence and interpersonal skills by conducting presentations and built her awareness of 

the socio-economic needs in her community.

“It’s a life changing experience,” says Melissa. Prior to working with the United Way she  

was unaware of her community’s needs. While touring agencies, listening to speakers and 

engaging in conversation with corporate partners and agencies, Melissa’s awareness of her 

community’s social and economic needs evolved.

Positive Impacts on the Community
Surpassing the United Way of Guelph & Wellington’s 

fundraising goal of raising $2.7 million was not 

Melissa’s only highlight. Also refreshing, was the 

opportunity to work with a dedicated and creative 

group of local high school students who helped  

plan the Starlight Film Festival. The inaugural event, 

an all-night movie showing for high school students, 

raised $14,000 for the United Way. “I’m lucky to 

have a socially responsible employer whose values 

align with mine; excellent health; a caring and 

supportive family and friends; and the physical and 

mental capacity to help others,” concludes Melissa. 

“The obligation to give back is a given.”

38 OUR IMPACT
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2010 HIGHLIGHTS

Achieved 28% staff participation in 

the ‘paid day to volunteer’ program

Exceeded Imagine Canada guideline of contributing 

1% of pre-tax profit to Canadian communities by 

donating 3% of pre-tax profit

Meet or exceed Imagine Canada 

guideline by donating at least 1% of 

pre-tax profit to Canadian communities

Achieve 30% staff participation in 

the ‘paid day to volunteer’ program

2011 TARGETS

SOCIO-ECONOMIC
CONTRIBUTION



Our commitment to financial security  
for Canadians extends beyond our 
products and services to supporting 
charitable organizations, volunteerism  
and partnering with community groups  
in creating a sustainable society.

Community Partners
Co-operatives, by nature, are dedicated to fulfilling the needs  

of their members and the communities in which they operate.  

We are guided by this philosophy and strive to be a leader in  

this area. For 14 years now, we have been a member of  

Imagine Canada, contributing 3% of our pre-tax profit to  

charitable organizations in 2010.

In reviewing requests for funding, the following criteria  

are considered:

•  Does this contribute to a safe, healthy and sustainable 

community? 
• Is this national in scope?
•  Does this initiative have local Co-operators involvement  

and/or support?
• Does it have broad community support?

Our goal in 2011 and beyond will be to further integrate our 

approach to community giving and sustainability.

The Co-operators Foundation™

Through The Co-operators Foundation20 financial  

assistance is provided to social economic enterprises,  

emergent co-operatives, community economic development 

initiatives and other worthy causes in Canada. Assistance is 

provided through three programs:

1. Corporate Giving Program

2. Community Economic Development Fund

3.  Co-operative Development Program (for more information  

on this program, see page 36)

The Corporate Giving Program is composed of three areas: 

Corporate Donations, United Way and Directed Donations.

Corporate Donations
Corporate donations support national charitable organizations  

as well as regional and local organizations where we have  

a large business presence and support from our agents.  

In 2010, a total of $566,712 was directed to various  

organizations and events that foster strong communities  

and environmental responsibility.

United Way
We have a proud history of supporting the United Way’s  

annual campaigns across Canada. The Co-operators Foundation 

provides a corporate donation to United Way chapters  

across Canada where our staff live and work. In 2010,  

we provided $204,150 to United Way chapters through our 

Corporate Giving Program and contributed $125,374 through  

our group of companies, for a total of $329,524. In addition,  

many Co-operators offices participated in staff-led campaigns, 

20. For more information about The Co-operators Foundation, visit www.cooperators.ca and click on About Us, Sustainability, Our Foundation.
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For 14 years, we’ve been a member of Imagine Canada, 
giving back 3% of our pre-tax profits to charities and 
non-profit organizations in 2010. 

Corporate Giving Program 
total in 2010
2009 $997,974
2008 $983,844

$1,023,912

Corporate Donations
2009 $556,174
2008 $552,117

$566,712

2009 $237,450
2008 $221,875

Directed Donations
$253,050

2009 $204,350
2008 $209,852

United Way
$204,150 41
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raising $391,492, bringing our overall contribution to 

$721,016. We also support the program by providing  

a loaned staff representative and executive sponsor  

participation on local committees.

Directed Donations
Under the terms of this program, our corporate giving  

budget makes $125 available to each director and delegate  

and $75 available for each staff member to donate toward  

a charity of their choice. This year, 100% of our directors,  

88% of our delegates and 77% of staff members  

participated in our Directed Donations program.  

Overall, we directed $253,050 to 164 Canadian charities.

Community Economic Development Fund
Recipient programs of our Community Economic  

Development (CED) Fund help to build vital communities  

by providing support to the unemployed and underemployed, 

the intellectually or physically disabled, at-risk youth and 

immigrants. The purpose of the fund is to support community 

enterprises and initiatives that create local employment and 

promote self-reliance.

Our CED Fund is a critical funding source for many of our 

recipients as it offers flexibility to direct the money where it  

is most needed. Since the Fund’s inception fifteen years ago,  

$2.9 million has been disbursed to 76 organizations.  

Our CED Fund offers multi-year grants that provide  

recipient organizations with longer term planning options  

and increased financial stability. In 2010, a total of  

$420,000 was contributed to 22 CED projects.

An evaluation of the CED Fund was conducted in 2010 to 

assess its impact over the past fifteen years. The evaluation 

confirmed that our CED Fund plays an essential role in  

building the capacity of community organizations to  

implement projects focused on marginalized groups.  

Since inception, the fund has contributed significantly to 

positive social and economic outcomes in 76 organizations 

across Canada.

Making a Difference in Canadian Communities
In addition to national programs, we also support local 

initiatives. Examples include:

An apple a day: Volunteers from 27 local not-for-profit 

organizations were invited to pick more than 220 boxes of 

apples for their various charitable programs as part of CUMIS’ 

19th annual Apple Day.

Making wishes come true: Each year, The Sovereign 

General contributes $200,000 to The Children’s Wish 

Foundation. Additionally, staff are provided with

two paid days to volunteer in support of the foundation.

Advancing Mental Health: Co-operators Life  

contributed $50,000 to help increase public awareness  

of mental health issues and improving access to healthcare, 

diagnostics and treatments.

Supporting Local Charities: Through HB Group’s 

Suggested by You program, $16,700 was donated to each  

of the following organizations: the Southlake Regional Health 

Centre, Canadian Cancer Society and Myeloma Canada.

Building Smart homes: Our contribution, totalling 

$100,000 over five years, to the Lambton College Foundation 

will help construct a Sustainable Smart Home on Lambton 

College’s main campus (Sarnia, ON). Engineers, architects, 

developers, students and the general public will be able to 

evaluate energy-saving/generating strategies.

Funding Breast Cancer Research: L’UNION CANADIENNE 

is helping to win the fight against breast cancer through staff 

run and corporately-sponsored fundraising events. In 2010,  

a total of $23,198 was raised for the cause.

Lending a hand out of poverty: TIC is a proud partner 

and supporter of the Yonge Street Mission, an organization 

committed to assisting people living in poverty in the City of 

Toronto. Staff raised funds for the organization and donated 

volunteer hours in 2010.

Risk management support: For 24 years, we have been 

the insurance provider for Big Brothers and Big Sisters of 

Canada (BBBSC). In 2010, we directed $10,000 to BBBSC to 

support their risk management initiatives, specifically to conduct 

an intense evaluation of their policies, standards and practices.

We, along with many other organizations worldwide sprang 

into action when the news broke of the tragic earthquake  

in Haiti in early January. We immediately established a  

program with the Canadian Red Cross to match all 

contributions made by our staff, agents, directors and 

delegates, Community Advisory Panel members and students 

who participated in the 2009 IMPACT! Program.21 A total of 

$447,405 was raised when personal contributions, our donation 

and the government matching program were combined.

Promoting Safety Awareness
Insurance is there to protect you should the worst happen and 

it’s for that reason that a number of our community programs 

focus on safety across all age groups. Our signature safety 

programs: Buckle Up Bears, Block Parent Program of Canada,  

In Your Face and Interactive, Fire Safety Education and our Safe 

Seniors Calendar strive to build awareness about safety issues 

that matter to Canadians.

In 2010, through our Buckle Up Bears program, we held  

57 car seat safety clinics across Canada, inspected 882 car  

seats and distributed 450 of our Car Seat Safety Check DVDs  

to safety educators.

Teens were inspired to think differently about the choices they 

make through our In Your Face and Interactive program with 

Mitch Dorge as he visited 43 schools in 2010 stirring up passion 

amongst Canadian high school students.
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Income Tax1 Capital Tax Premium Tax Other Tax2

Federal 54,941 0 0 39,088

Provincial

Alberta 5,572 0 17,506 7,450

British Columbia 2,485 0 8,487 450

Manitoba 1,088 80 3,296 104

New Brunswick 975 0 2,373 1,569

Newfoundland 1,085 0 3,960 807

Nova Scotia 1,579 122 4,023 902

Ontario 18,228 339 38,976 18,791

Prince Edward Island 385 0 988 287

Quebec 3,903 430 11,715 3,140

Saskatchewan 1,692 0 5,270 406

Territories 212 0 343 11

Total Provincial 37,202 971 96,937 33,919

Total 92,143 971 96,937 73,007

Total Taxes Paid 263,058

    1. Income tax amounts are estimates for 2010 as at February 18, 2011.
   2. Other taxes includes commodity, property & business, payroll and other miscellaneous taxes.

DEBT FINANCING

2010 CONSOLIDATED TAX EXPENSES (IN $000 DOLLARS)

21. IMPACT! The Co-operators Youth Program for Sustainability Leadership.

22. To view three year comparative data of our consolidated tax expenses, visit www.cooperators.ca/sustainability_report.

Knowing where to turn when help is needed is essential  

for young people. We are proud of our new partnership  

with the Kids Help Phone to help develop their Creating  

Safe Environments for Youth project, which focuses  

on the online component of their support services.  

Our funding will help youth through direct counselling  

with a Kids Help Phone professional and in providing  

online self-help resources.

Staff Volunteerism
Beyond financial contributions, we believe in serving 

communities through volunteerism. To encourage this  

among our staff members, we offer two paid days per  

year to volunteer. In 2010, 28% of staff volunteered a  

total of 12,211 hours through the program, falling just  

short of our 30% participation target.

We have a long history of staff volunteerism, so it’s no 

coincidence that our own staff would go on to form  

Volunteers in Action committees across Canada. In 2010,  

The Co-operators Volunteers in Action (CVIA) groups came 

together, for the second time, to pool their efforts to support  

a national fundraiser — the Clothing Drive for Diabetes.  

Over 4,615 pounds of clothing were collected and diverted  

from landfill while supporting those living with diabetes.  

And, we welcomed yet another CVIA group, at our  

Mississauga, ON, claims office, bringing the total number  

of staff-led volunteer groups to six.

To support staff members wanting to volunteer internationally, 

we have partnered with Uniterra for the second year in a row  

in its Leave for Change program. Since launching, we have 

supported 9 staff members in their volunteer efforts in 

developing countries. Staff members selected for the  

program use two weeks of personal vacation time and  

one week leave paid by the organization. Also, we make  

a $5,500 contribution to Uniterra to cover all associated  

costs for the staff member.

Taxes Paid
The table on the right represents the federal and provincial 

income, capital, premium and other taxes payable for 2010.22  

Taxes in their various forms make up a significant portion  

of our operating expenses.

Debt Financing
Managing clients’ risk and protecting their assets lies at  

the heart of our business. We contribute to Canadian 

communities through our various corporate donation  

programs. In a few instances we have provided financial  

support to small and medium businesses and emerging 

co-operatives in Canada.

Number of 
authorizations

Amount 
Authorized

$0 to $24,999 2 $42,259

$25,000 to $99,999 2 $50,000

$250,000 to $499,999 1 $318,041

$1,000,000 to $4,999,999 1 $1,676,253

Over $5,000,000 1 $19,383,748

Total 7 $21,470,301

    For reasons of confidentiality, a provincial breakdown of the number of authorizations and  
amount authorized is not included. 43
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As a trained biologist, Cheryl Mousseau, Co-operators Agent in Ottawa, ON, has long 

advocated for environmental protection. Cheryl’s conviction was reinforced in the 1970’s 

when she watched a documentary profile on botanist Dr. Isabel Bailey, Carleton University, 

living in the Gatineau Hills. As the film captured Dr. Bailey taking a small maple seedling  

with two little leaves in her hand; she marveled that “someday this little fellow will be a 

magnificent 100 year old tree.”

“The way she felt about that little seedling sparked something in my soul,” says Cheryl.  

“I hope that little seedling is now 40 years old.” According to Cheryl, we each have an 

opportunity every day to make sustainable choices and a difference. For her part, she has 

been growing a forest — one tree at a time — for 15 years. It all began by transplanting small 

seedlings she found growing in obscure locations (gravel pits or along sidewalks) where they 

would end up mindlessly trampled. She’d re-establish the seedlings in pots, and once they 

were sturdy enough, she transplanted them to a permanent home.

When she bought 75 acres of clear-cut property, Cheryl’s reforestation project began in 

earnest. The negative environmental effects of clear-cutting can take decades to correct.  

In addition to destroying habitat for a variety of animals, including many endangered 

species, the effects of clear-cutting often extend into the surrounding ecosystem as well,  

by removing vital links in local food chains.

The Mousseau forest continues to expand — with Cheryl purchasing about $2,000 worth of 

seedlings each year. She now owns 400 acres of cottage property sporting a mixed forest 

that she restored with the help of her husband.

In 2010, Cheryl enlisted 17 volunteers from The Co-operators to help her plant 641 red  

oak trees, white oak trees and sugar maple saplings. And they’re coming back for more. 

They’ve already dedicated their 2011 volunteer days to do it again. “Last year was easy,” 

laughs Cheryl. “Next year, I’m ordering  

700 seedlings, plus 100 four-foot trees  

which will mean substantial digging through 

gravel, sand and rocks.”

When asked what drives her to carry out this 

project year after year, Cheryl explains, “we need 

to remind ourselves that we are the caretakers,  

not the owners, of the planet. We forget how 

important the environment is for our well-being. 

We need to do a better job of giving back.”

Cheryl is convinced that we can all take small  

steps to protect the environment and promote 

conservation. “Jump on board” she urges.  

Save the seedlings that you find. A seedling 

determined to force its way through cement 

deserves our help. “One tree at a time,”  

says Cheryl. “It’s an easy way to start.”

One

at atime
tree
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2010 HIGHLIGHTS

Reduced our carbon footprint by 10.2% 

(compared with our 2007 emissions baseline)

30 suppliers signed our Supplier Code of Conduct

Reduce carbon footprint by 50% by end of 

2014 (corporate offices and business travel)

Continue to embed the sustainable purchasing 

program throughout the organization 

Reduce paper consumption 

by 25% by end of 2014

2011 TARGETS

ENVIRONMENTAL

PRACTICES



Global trends indicate that rising energy 
consumption, water shortages and greater 
demand on our natural resources will 
continue. By taking measures to reduce 
our carbon footprint, we are striving to 
become part of the solution and do our 
part to mitigate the catastrophic effects  
of climate change.

Reducing our Carbon Footprint
We understand that in order to be a catalyst for sustainability,  

we must first ensure that our own house is in order. We have 

focused on reducing carbon emissions within our own operations, 

setting a target to reduce these emissions by 10% from our  

2007 baseline by the end of 2010. Our reduction efforts  

have focused on energy consumption,23 business air travel, 

combustion of fuel in our corporate vehicle fleet and paper use.

Overall, we are pleased with our progress in reducing  

emissions the past three years. While we noted a slight  

increase in emissions in 2010, compared to our 2009 results,  

we are proud that we have achieved our 10% reduction target.

We realize the importance of setting an ambitious emission 

reduction target. In our 2011–2014 sustainability strategy,  

we have set an aggressive goal to reduce carbon emissions 

associated with our corporate office locations24 and business 

travel25 by a further 50%, by the end of 2014. Longer-term,  

we are striving to reduce our emissions to zero by 2020.

Energy Consumption
We have been working with our facilities partners to  

improve the energy efficiency of several buildings we  

occupy. We recently completed an extensive lighting  

retrofit in our head office location. Based on projects  

of similar size, scope and occupancy, we are anticipating  

that energy usage associated with lighting will be reduced  

by up to 50%. In 2010, an unexpected increase in  

electricity consumption at one of our larger office locations 

adversely impacted carbon emission results. In 2011,  

we will be conducting energy audits in a number of our  

corporate offices to identify further retrofit opportunities. 

Additionally, while renewable energy is not yet part of our  

energy supply mix, we anticipate that it will be by 2014.

Three years ago, we partnered with PHH Arval to implement  

PHH GreenFleet, an innovative program designed by  

Environmental Defense and PHH to reduce carbon emissions  

and improve efficiency of our fleet vehicles. As a result of this 

program, all vehicles within our corporate fleet have been  

replaced in order to meet our fuel economy standard of  

10 litres or less per 100 kms.

Since inception of the PHH GreenFleet program,  

carbon emissions have decreased by 46% overall. While we  

are pleased with the emission reductions achieved to date  

through the program, a decrease in the number of fleet  

vehicles has also been a contributing factor in our overall  

emission reduction. Moving forward, we are committed to 

researching the marketplace to find solutions that meet the  

23. Electricity and natural gas used in nine corporate office locations, representing approximately 46% of total floor space occupied.

24. Will include electricity and natural gas used in corporate office locations, representing approximately 84% of total floor space occupied.

25. Will include air travel, corporate fleet vehicles and business travel in personal vehicles.

ENERGY CONSUMPTION

2009 27,571 GJ
2008 23,410 GJ

Natural Gas – measured in gigajoules (GJ)
26,182GJ

2009 13,895,307 kWh
2008 14,860,150 kWh

Purchased electricity – measured in kilowatt hours (kWh)
14,602,640kWh
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CARBON EMISSIONS

Fleet Natural Gas* Electricity Paper Usage* TotalAir Travel

Direct Emissions (tonnes of CO2 equivalent) Indirect Emissions (tonnes of CO2 equivalent)

2,411 1,335 5,867 2,101 15,3173,603
2009 3,084
2008 3,829
2007 4,445

2009 1,406
2008 1,194
2007 1,271

2009 5,591
2008 5,806
2007 5,704

2009 2,088
2008 2,781
2007 2,771

2009 15,002
2008 16,311
2007 17,060

2009 2,833
2008 2,701
2007 2,869

For comparative purposes, CUMIS 2010 emissions have been excluded from the chart above (totalled 2,135 tonnes CO2e). We will recalculate historical emission data to include CUMIS beginning in 2011.

*Paper usage includes office paper and policy-related material mailed to clients from in-house print shops. (Environmental impact of paper usage calculated using the Environmental Defense Fund Paper 
Calculator. For more information visit www.papercalculator.org.

We have set an aggressive goal to reduce carbon 
emissions associated with our corporate office 
locations  and business travel  by a further 50%,  
by the end of 2014. Longer-term, we are striving  
to reduce our emissions to zero by 2020.

20
10
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needs of our drivers along with the commitment to reduce our 

impact on the environment.

We noted an increase in air travel emissions in 2010,  

partially attributed to travel associated with the integration 

activities of companies we acquired in 2009. We anticipate  

that our continued investment in video conferencing  

technology will help reduce future travel needs. In 2010,  

we billed 9,058 hours via video conference.

Save a Page – Save a Tree
Through staff awareness programs, we continue to  

critically examine our paper use. When we aren’t able to 

eliminate paper, we make sustainable choices. Our major 

internal publications — including this one — are produced on 

100% post-consumer waste paper and use vegetable-based 

inks to eliminate toxins. The majority of office paper purchased 

contains 30% post-consumer waste, and wherever possible we 

automate double-sided printing.

Waste Management
Our claims operation has taken significant strides in helping  

our clients reduce waste associated with property damage and 

losses (refer to page 32 for more detail). We recognize that this  

is only a first step, and that we need to consider how to reduce 

waste as a result of our operations.

While many of our office locations have made efforts to reduce 

waste by making more sustainable choices (i.e., eliminating 

take-out containers in major location cafeterias, in-line water 

cooler systems and recycling programs), we have not developed 

an organizational-wide strategy on how we manage waste. 

This, along with water conservation, is an area we plan to 

address in the next phase of our sustainability strategy.

Supply Chain Management
Our commitment to sustainability guides how we choose to do 

business with suppliers. We strive to ensure that the products 

and services we provide adhere to sustainable practices, and we 

expect the same of our suppliers. In 2009, we developed a 

sustainable purchasing policy, guideline and a supplier code of 

conduct for our group of companies. Toward the end of 2009, 

we launched the pilot phase of our sustainable purchasing 

program with 11 suppliers. Of the 11 pilot participants,  

10 signed the code of conduct.

In 2010 we analyzed the submitted responses and  

applied a ranking system to assess their sustainability 

performance. Those with lower rankings generally  

derived from a lack of documentation and targets  

around sustainability. Of the companies who ranked  

the lowest, most committed to formalizing their  

approach to sustainability in the coming year.  

Our intention is to work with suppliers to help them  

improve their sustainability performance over time.

FLEET
Based on vehicle count of 344 in 2008, 332 in 2009 and 289 in 2010.

SUPPLY CHAIN MANAGEMENT

Number of suppliers who were approached 
to sign our Supplier Code of Conduct

Number of suppliers who have signed our 
Code of Conduct, or have a comparable 
code in place

46

30

Kilometres travelled
2009 14,159,328
2008 14,183,863

11,832,924

2009 42,648
2008 41,232

Kilometres per fleet driver
40,944

2009 3,736
2008 4,488

Litres of fuel per vehicle
3,359

2009 9.3
2008 11.1

CO2e emissions per vehicle (tonnes)
8.3

WASTE DIVERTED FROM LANDFILL

of toner cartridgesof batteriesof office furniture
1,768lbs945lbs4tonnes
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We continue to fund non-profit organizations that 
contribute to the protection and restoration of our 
natural environment.

The amount we invested  
in environmental 
organizations in 2010
2009 $193,431
2008 $136,600

$212,000

Saving the Bay
Staff volunteers from CUMIS got their hands dirty as they 

participated in the third annual Bring Back the Bay Day — a 

one-day intensive stream clean-up effort in Grindstone Creek  

in Burlington, ON. This event is conducted in partnership  

with a local environmental group as part of its Adopt-A-Creek 

program. Each year, CUMIS proudly adopts two kilometres of 

stream to help maintain the health and vitality of Burlington Bay. 

In 2010, the adopted stretch of stream in front of CUMIS’  

head office benefited from one thousand plants — planted  

by staff members — along the banks to help keep out waste.  

These plants will also keep the water cooler allowing for more 

wildlife to flourish.

 

In 2010 we planned to roll our sustainable purchasing program 

out to all of our existing corporate suppliers. We have not 

progressed as far as we would have liked to on this initiative.  

A key challenge has been applying a uniform approach across 

our group of companies, each with its unique supplier 

relationships. We will continue this effort in 2011, and will  

also embed sustainability considerations in our request for 

information and request for proposal processes to ensure  

that environmental and social factors play a role in our 

procurement decisions.

Currently, 30 suppliers have signed the Supplier Code  

of Conduct, attesting that they met our minimum  

sustainability performance expectations.

Environmental Giving
Investment in environmental programs helps to increase 

awareness and create social change for the betterment  

of society. Recognizing that there are many organizations  

that specialize in environmental research and stewardship,  

we build partnerships to find solutions beyond our  

organization. We continue to fund non-profit organizations  

that contribute to the protection and restoration of our  

natural environment. In 2010, we directed $212,000 to 

environmental organizations.

PAPER USAGE

2009 .44
2008 .60

Paper use emissions 
per staff member* 
(measured in tonnes 
of CO2e)

*Based on staff counts of 4,629 in 2008, 4,737 in 2009 and 4,695 (excludes CUMIS) in 2010.

.45
AIR TRAVEL

2009 .60
2008 .58

Air travel emissions  
per staff member* 
(measured in tonnes  
of CO2e)

.77
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This report covers activities undertaken across Canada from 

January 1 to December 31, 2010. This report discloses our 

activities in compliance with the Public Accountability Statement 

(PAS) requirements under the Insurance Companies Act and 

helps us move toward best practices in sustainability reporting. 

In an effort to achieve greater transparency, this report has  

been modified from our previous 2009 Sustainability Report  

to include increased performance metrics and to align more 

closely with our sustainability policy and strategy.

This report is produced for our key stakeholders: our staff 

members, clients, agents and broker partners, member-owners 

and co-operative partners, and Canadian communities.  

It offers information and data related to our economic,  

social, and environmental performance. The report includes 

information on our activities from companies owned by  

The Co-operators Group Limited, including:

Co-operators General Insurance Company  

(Co-operators General)

The Sovereign General Insurance Company  

(The Sovereign General)

L’UNION CANADIENNE, Compagnie d’Assurances  

(L’UNION CANADIENNE)

Co-operators Life Insurance Company  

(Co-operators Life)

Federated Agencies Limited

HB Group Insurance Management Ltd. (HB Group)

COSECO Insurance Company (COSECO)

Addenda Capital Inc. (Addenda Capital)

TIC Travel Insurance Coordinators Ltd. (TIC)

The CUMIS Group Limited (CUMIS)

There are a number of smaller subsidiaries excluded from  

the report due to their size and number of staff members, 

including: Harlock Murray Underwriting Ltd.; The Equitable 

General Insurance Company; UNIFED Insurance Brokers Limited; 

and SELECTCARE WOLRDWIDE CORP. For more information  

on these subsidiaries, please refer to our website at  

www.cooperators.ca.

The majority of information captured in this report focuses on 

our larger operations. As more baseline information becomes 

available from our smaller subsidiaries, we will report on their 

progress in future years.
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PUBLIC ACCOUNTABILITY 
STATEMENT REQUIREMENTS

http://www.cooperators.ca


This report has been prepared using the Global Reporting Initiative (GRI) guidelines. This index shows which of the GRI indicators we have reported on in 

accordance with GRI-G3 Application Level ‘C’ guidelines. For more information about the GRI, please visit www.globalreporting.org.

GRI INDICATORS PAGE

STRATEGY AND ANALYSIS

1.1 Statement from the most senior decision-maker 
of the organization

2–3

1.2 Description of key impacts, risks,  
and opportunities

2–3, 10

ORGANIZATIONAL PROFILE

2.1 Name of the organization 6–7

2.2 Primary brands, products, and/or services 6–7

2.3 Operational structure of the organization, 
including main divisions, operating companies, 
subsidiaries, and joint ventures

6–7, 50

2.4 Location of organization’s headquarters 22

2.5 Number of countries where the  
organization operates

22

2.6 Nature of ownership and legal form 18

2.7 Markets served (including geographic  
breakdown, sectors served, and types of 
customers/beneficiaries)

6–7, 32

2.8 Scale of the reporting organization 6–7, 22

2.9 Significant changes during the reporting period 
regarding size, structure, or ownership

No significant 
changes

2.10 Awards received in the reporting period 3, 25

REPORT PARAMETERS

3.1 Reporting period (i.e., fiscal/calendar year)  
for information provided

5, 50

3.2 Date of most recent previous report (if any) 5

3.3 Reporting cycle (annual, biennial, etc.) 5

3.4 Contact point for questions regarding the report 
or its contents.

5

3.5 Process for defining report content 5

3.6 Boundary of the report (i.e., countries,  
divisions, subsidiaries, leased facilities,  
joint ventures, suppliers) 

50

3.7 State any specific limitations on the scope  
or boundary of the report 

47, 50

3.8 Basis for reporting on joint ventures, subsidiaries, 
leased facilities, outsourced operations

6, 50

3.9 Data measurement techniques 32, 47

3.10 Explanation of the effect of any re-statements of 
information provided in earlier reports, and the 
reasons for such re-statement

No re-statements

3.11 Significant changes from previous reporting 
periods in the scope, boundary, or measurement 
methods applied in the report

50

3.12 Table identifying the location of the Standard 
Disclosures in the report

51–52

3.13 Policy and current practice with regard to seeking 
external assurance for the report

Not externally 
assured

GRI INDICATORS PAGE

GOVERNANCE, COMMITMENTS, AND ENGAGEMENT

4.1 Governance structure of the organization, 
including committees under the highest 
governance body responsible for specific  
tasks, such as setting strategy or  
organizational oversight

18

4.2 Indicate whether the Chair of the highest 
governance body is also an executive officer

18

4.3 Number of members of the highest  
governance body that are independent  
and/or non-executive members

18

4.4 Mechanisms for shareholders and staff  
to provide recommendations or direction  
to the highest governance body

15, 19

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

Not discussed

4.6 Processes in place for the highest governance 
body to ensure conflicts of interest are avoided

19, AP3

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

19

4.8 Internally developed statements of mission  
or values, codes of conduct, and principles 
relevant to economic, environmental,  
and social performance and the status  
of their implementation

Inside front cover

4.9 Procedures of the highest governance body  
for overseeing the organization’s identification 
and management of economic, environmental, 
and social performance, including relevant risks 
and opportunities, and adherence or compliance 
with internationally agreed standards, codes of 
conduct, and principles

5, 18–19

4.10 Processes for evaluating the highest  
governance body’s own performance,  
particularly with respect to economic, 
environmental, and social performance

19

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

2, 10, 12, 32

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

Inside front cover, 
15, 35–36

4.13 Memberships in associations and/or national/
international advocacy organizations

12, 15

4.14 List of stakeholder groups engaged by  
the organization

5, 13–14, Inside 
back cover

4.15 Basis for identification and selection of 
stakeholders with whom to engage

5, 13, Inside back 
cover

4.16 Approaches to stakeholder engagement, 
including frequency of engagement by  
type and by stakeholder group

5, 12–13, Inside 
back cover

4.17 Key topics and concerns that have been  
raised through stakeholder engagement,  
and organizational response to key topics  
and concerns

14, Inside back 
cover
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GRI INDICATORS PAGE

Society:

SO5 Public policy positions and participation  
in public policy development and lobbying

15, 36

SO8 Monetary value of significant fines and  
total number of non-monetary sanctions for  
non-compliance with laws and regulations

19

Product responsibility:

PR5 Practices related to customer satisfaction, 
including results of surveys measuring  
customer satisfaction

31–32

PR6 Programs for adherence to laws, standards, 
and voluntary codes related to marketing 
communications, including advertising, 
promotion, and sponsorship

34

PR7 Total number of incidents of non-compliance 
with regulations and voluntary codes concerning 
marketing communications

34

PR8 Total number of substantiated complaints 
regarding breaches of customer privacy and 
losses of customer data

34

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

14

Financial services sector supplement:

FS1 Policies with specific environmental and social 
components applied to business lines

31–32, AP3

FS2 Procedures for assessing and screening 
environmental and social risks in business lines

31, 48–49

FS5 Interactions with clients/investees/business 
partners regarding environmental and social  
risks and opportunities

20, 48–49

FS15 Policies for the fair design and sale of financial 
products and services

34

FS16 Initiatives to enhance financial literacy by  
type of beneficiary

31

GRI INDICATORS PAGE

ECONOMIC PERFORMANCE INDICATORS

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

3, 23, 35, 40–42

EC2 Financial implications and other risks and 
opportunities for the organization’s activities  
due to climate change 

2, 10

ENVIRONMENTAL PERFORMANCE INDICATORS

EN1 Materials used by weight or volume 46, 48

EN3 Direct energy consumption by primary  
energy source

46

EN4 Indirect energy consumption by  
primary source

46

EN5 Energy saved due to conservation  
and efficiency improvements

46, 48

EN6 Initiatives to provide energy-efficient or 
renewable energy based products and  
services, and reductions in energy  
requirements as a result of these initiative

31–32 (Actual 
reductions not 
discussed)

EN7 Initiatives to reduce indirect energy  
consumption and reductions achieved

46

EN16 Total direct and indirect greenhouse gas 
emissions by weight

47

EN17 Other relevant indirect greenhouse gas  
emissions by weight

49

EN18 Initiatives to reduce greenhouse gas  
emissions and reductions achieved

46

EN26 Initiatives to mitigate environmental  
impacts of products and services,  
and extent of impact mitigation

20, 32, 48

EN30 Total environmental protection expenditures  
and investments by type

49

SOCIAL PERFORMANCE INDICATORS

Labour practices and decent work:

LA1 Total workforce by employment type,  
employment contract, and region

29, AP6

LA2 Total number and rate of employee turnover  
by age group, gender, and region

27–28, AP8

LA4 Percentage of employees covered by collective 
bargaining agreements

2.7% of total 
workforce (133 
CUMIS staff)

LA6 Percentage of total workforce represented  
in formal joint management-worker health  
and safety committees that help monitor  
and advise on occupational health and  
safety programs

30

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

30 (Sick days are 
reported)

LA8 Education, training, counseling, prevention, and 
risk-control programs in place to assist workforce 
members, their families, or community members 
regarding serious diseases.

30

LA10 Average hours of training per year per employee 
by employee category

28 (Average dollar 
amount reported)

LA11 Programs for skills management and lifelong 
learning that support the continued employability 
of employees and assist them in managing  
career endings

28–30

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

28

LA13 Composition of governance bodies and 
breakdown of employees per category according 
to gender, age group, minority group membership, 
and other indicators of diversity

30, AP5, AP7 
(Diversity of 
workforce 
reported)

To view GRI’s Application Level Check Statement,  
visit www.cooperators.ca/sustainability_report.

REPORT APPLICATION LEVELS

2002 

In Accordance Self Declared Third Party 
Checked GRI Checked

C

C+

B

B+

A

A+

Mandatory Optional
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APPENDICES



Since we began our formal sustainability journey in 2007, The Co-operators has come a long way. We’ve defined where we are  

headed; identified the ongoing steps to take toward greater sustainability as a Canadian co-operative, insurance company, employer, 

investor and community partner; and set goals for the results we hope to create. None of our achievements to date could have been 

made without the deep commitment and hard work of staff and agents across The Co operators group of companies and among all  

of our stakeholders.

To measure stakeholder perceptions of our sustainability progress, we conduct an annual stakeholder sustainability survey. The following 

results are broken out according to stakeholder group. Percentages are the combined totals of those who responded “agree” or 

“strongly agree.”

The Co-operators is making progress towards 
implementing its Sustainability Strategy.

I have a good understanding of  
The Co-operators Sustainability Strategy.
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BENCHMARKING SUSTAINABILITY ENGAGEMENT



Percentages are the combined totals of those who responded 
“agree” or “strongly agree.”

The Co-operators acts in alignment with 
its Statement of Vision & Values and 
Sustainability Strategy.

It is important for The Co-operators to have a 
Sustainability Policy to guide business decisions. 91% 91% 91%

100%

89%
92%

89%

94% 95% 94%94% 95% 96%

90%

94%93% 94% 93%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Agent /Agent Staff Staff Management CAP member Director/Delegate Aggregate

74%

79%

90%

86%86%
89%89% 89%

80%
77%

70%

83%

90%

86%
88%

85%
84%83%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Agent /Agent Staff Staff Management CAP member Director/Delegate Aggregate

2008

2008

2010

2010

2009

2009



Our product teams are working toward expanding our 

sustainable product offerings to clients, including the following:

Socially Responsible Investments (SRI): We provide a 

range of SRI options for plan members who seek to invest their 

funds in ways that achieve both competitive financial returns 

and generate social returns as well. Social criteria upon which 

companies are evaluated include excellence in environmental 

management, positive labour practices, human rights, and the 

avoidance of tobacco, weapons, alcohol or nuclear power as 

major sources of revenue.

Solutions for the voluntary sector: The Co-operators 

recognizes and respects the unique challenges facing the 

volunteer/nonprofit sector, and its struggle to find accessible 

and affordable insurance coverage. Our Community Guard™ 

solution provides insurance coverage to volunteer/nonprofits, 

while promising rate stability to assist with the planning and 

budgeting process.

Green policy endorsements: Our EnviroGuard,™ 

insure2green™ and Éco-Logik™ home policy endorsements  

allow clients to consider more environmentally friendly building 

and energy options. For an additional premium, these products 

give clients an additional coverage over the claim amount to 

restore with environmentally responsible options. For example, 

insure2green™ covers the cost difference to upgrade to ENERGY 

STAR® guidelines for various home appliances and fixtures 

following a loss.

Green policy discount: Our Envirowise™ discount  

offers a 10% savings for eligible Leadership in Energy  

and Environmental Design (LEED) certified dwellings.

Hybrid vehicle discount: To reward more  

sustainable vehicle choices, clients in Ontario, Quebec, 

Newfoundland/Labrador, Prince Edward Island, Nova Scotia, 

New Brunswick, Alberta, Yukon and Northwest Territories  

who drive hybrids are eligible for an automatic 5% discount  

on their auto insurance premium.

Offering solutions for the wind energy industry:  
The Sovereign General’s Windsurance™ product has been  

tailored for the small to mid-size wind energy industry. From site 

preparation through grid hook up and beyond, our product 

provides comprehensive and continuous coverage. There is no 

longer the need to seek markets for construction coverage, 

operations or the production phase.

Background: The Insurance Companies Act, Canada,  

as amended Act governs the activities of most of the insurance 

companies within The Co-operators group of companies.  

This Act has specific statutory requirements related to acts or 

policies which the Board of Directors is required to establish or 

identify. One such requirement is the requirement to establish 

procedures to resolve conflict of interest, including techniques 

for the identification of potential conflict situations and for 

restricting the use of confidential information.

By motion of the Board as at November 13, 1992, the Board 

approved a “Conflict of Interest” policy to comply with the 

requirements of the Insurance Companies Act. Since that time a 

number of other policies have been adopted both by the Board 

and by the Company with respect to Conflict of Interest, a Code 

of Ethics and Director Conduct. In reviewing the company’s 

various policies in this regard it has been determined that it is 

desirable to update and consolidate references herein to those 

various policies.

Policy: The Co-operators endorses business activity, premised  

on professional ethics, in a working environment free from real, 

perceived or potential conflicts of interest. Activity which 

compromises objective business decisions and/or results in 

inappropriate personal gain is prohibited.

A high standard of conduct is also expected with respect to  

the use and disclosure of information which is confidential  

to the company, to directors or employees of the company,  

to policyholders or to any other person where by agreement  

or the operation of law the information is required to be 

maintained in a confidential manner.
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SUSTAINABLE 
PRODUCTS  
AND SERVICES

CONFLICT OF  
INTEREST POLICY



THE CO-OPERATORS GROUP LIMITED SUSTAINABILITY 

COMMITTEE TERMS OF REFERENCE

CENTRAL PURPOSE:  
The Sustainability Committee provides guidance and advice on 

sustainability issues to the Board of Directors and management 

of The Co-operators Group and its member companies  

(“the Company”). It oversees the development and successful 

execution of the Company’s sustainability policy and strategies, 

reporting regularly to the Board on progress achieved towards 

realizing the Company’s Sustainability Vision.

COMMITTEE STATUS:
1. The Sustainability Committee is an ad hoc committee of  

the Board of Directors of The Co-operators Group Limited  

(the “Board”).

2. Formed in November 2007, the Committee will continue  

until it has accomplished its mandate, as set out in these  

Terms of Reference.

COMPOSITION AND APPOINTMENT:
1. The Sustainability Committee is composed of four members 

of the Board.

2. The Committee is elected at the first meeting of the  

Board held after the Annual General Meeting each year.  

Casual vacancies are filled through election at the next  

regularly scheduled Board meeting.

ORGANIZATION AND PROCEDURES:
Chairperson

1. The Sustainability Committee elects a chairperson from 

among its number at its first meeting following the Annual 

General Meeting.

Meetings

2. The Committee normally meets four times a year.

3. Meetings are normally held in person, in conjunction with  

a regularly scheduled Board meeting, but may take place by 

telephone or video conference.

4. Notice of each meeting is to be given to every member of  

the Committee not less than seven days before the meeting. 

With the unanimous consent of all members, the notice period 

may be shortened or waived.

5. The agenda and supporting material for meetings are to be 

distributed to the Committee by e-mail three business days 

before the meeting.

6. A simple majority of the Committee constitutes a quorum for 

holding meetings and transacting business.

Resources

7. The Director, Sustainability and Corporate Citizenship 

provides management support to the Committee and attends 

all of its meetings.

8. The Director or his or her designate records minutes of 

meetings and ensures their distribution to the full Board.

9. The Director may invite other employees of the Company  

or other persons to attend meetings of the Committee,  

as appropriate.

10. The Executive Vice-President, Member Relations and Corporate 

Services receives notice of and may attend all meetings.

11. The Committee may retain such outside consultants and 

advisers, at Company expense, as it deems necessary in order  

to fulfill its duties.

12. To keep abreast of current and emerging issues,  

the Committee will meet once a year with a  

sustainability expert.

Annual Work Plan

13. The Committee adopts a work plan and annual schedule  

of activities at its first meeting after its election each year.

Reporting

14. The Committee reports to the Board on its activities  

following each meeting.

15. Once a year, the Committee delivers a report to the  

Board on the Company’s progress towards realizing its 

Sustainability Vision.

RESPONSIBILITIES:
1. Stay abreast of broad sustainability risks and trends in the 

world, giving particular attention to the financial service sector  

and insurance industry.

2. Develop, for the approval of the Board, a vision of the  

Company as a sustainable organization and a catalyst for  

a sustainable society (“Sustainability Vision”).

3. Review and recommend to the Board Company-wide 

sustainability policies and strategies and monitor their execution.

4. Monitor the alignment of Company plans and programs with 

the Company’s Sustainability Vision, policies and strategies.

5. Ensure that sustainability risks are incorporated within and 

appropriately addressed in the Company’s enterprise risk 

management framework and processes.

6. Regularly review the Company’s progress in achieving its 

sustainability plans and targets.

7. Review and recommend to the Board a policy on  

sustainability reporting.

8. Receive and give advice on the Company’s annual  

Public Accountability Statement and Sustainability Report.

9. Monitor sustainability awareness on the part of  

the Company’s stakeholders, including its members,  

staff and customers, and discuss, as appropriate,  

how the Company might address their concerns  

and support their initiatives.

10. Liaise, through the Director, Sustainability and Corporate 

Citizenship, with the staff Sustainability Steering Committee.

11. Perform such other duties as are consistent with these

Terms of Reference or as may be requested by the Board.

COMMITTEE GOVERNANCE:  
1. The Committee reviews these Terms of Reference each year, 

recommending changes as necessary to the Corporate 

Governance Committee, who will review and recommend  

them to the Board for approval. AP4
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AD HOC SUSTAINABILITY COMMITTEE – 
TERMS OF REFERENCE 



ENGAGEMENT SCORES BY COMPANY
Listed below is a three-year comparison of our staff engagement scores broken out by company.

WOMEN IN MANAGEMENT

2009 80%
2008 78%

2009 78%
2008 79%

2009 62%
2008 69%

2009 N/A
2008 N/A

2009 82%
2008 81%
Includes engagement scores from The Co-operators Group 
Limited and HB Group.

2009 80%
2008 76%

2009 74%
2008 64%

2009 79%
2008 71%

2009 74%
2008 62%

Aggregate

L’UNION CANADIENNE

Addenda Capital CUMIS

Co-operators General

Best Employers Score 

The Sovereign General

Co-operators Life TIC

77%

66%

66% 72%

80%

78%

70%

75% 73%

2010 2009 2008

Executive Manager Supervisor Executive Manager Supervisor Executive Manager Supervisor

The Co-operators  
Group Limited

33% 62% 67% 39% 60% 100% 38% 61% 100%

Co-operators General 15% 59% 76% 17% 61% 73% 15% 60% 76%

The Sovereign General 0% 37% 77% 0% 39% 87% 0% 49% 79%

L’UNION CANADIENNE 22% 43% 100% 13% 27% 68% 9% 33% 48%

Co-operators Life 42% 47% 86% 60% 57% 75% 60% 53% 80%

HB Group 0% 56% 71% 0% 57% 68% 0% 56% 61%

Addenda Capital 27% 50% 100% 33% 40% 100% 38% 41% 100%

TIC 0% 52% 78% 50% 33% 78% 0% 43% 78%

CUMIS 0% 54% 47% N/A N/A N/A N/A N/A N/A
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WORKFORCE BY PROVINCE

BC AB SK MB ON QC NB NS PE NL Terr. Total

The Co-operators Group Limited

Part Time 0 0 0 0 1 0 0 0 0 0 0 1

Full Time 0 1 8 0 212 10 0 0 0 0 0 231

Total Staff Count 232

Co-operators General

Part Time 1 10 5 0 61 0 1 0 0 0 0 78

Full Time 41 457 35 13 1,257 0 235 21 11 30 0 2,100

Total Staff Count 2,178

The Sovereign General

Part Time 0 10 0 1 2 2 0 0 0 0 0 15

Full Time 51 95 0 5 42 20 0 22 0 0 0 235

Total Staff Count 250

L’UNION CANADIENNE

Part Time 0 0 0 0 0 35 0 0 0 0 0 35

Full Time 0 0 0 0 0 350 0 0 0 0 0 350

Total Staff Count 385

Co-operators Life

Part Time 0 0 24 0 1 0 0 0 0 0 0 25

Full Time 6 7 699 1 32 8 4 1 0 1 0 759

Total Staff Count 784

HB Group

Part Time 12 0 0 0 7 2 0 0 0 0 0 21

Full Time 62 10 0 1 397 53 1 0 0 16 0 540

Total Staff Count 561

Addenda Capital

Part Time 0 0 0 0 0 5 0 0 0 0 0 5

Full Time 0 0 14 0 29 51 0 0 0 0 0 94

Total Staff Count 99

TIC

Part Time 0 0 0 0 9 0 0 0 0 0 0 9

Full Time 3 1 0 0 187 5 0 1 0 0 0 197

Total Staff Count 206

CUMIS

Part Time 0 0 0 0 13 0 0 0 0 0 0 13

Full Time 14 7 8 8 267 0 0 6 0 0 0 310

Total Staff Count 323

Total Full Time   4,816

Total Part Time  202
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Benefit

Flex time × × × × × × × ×

Paid personal days × × × × × × × × ×

Job sharing × × ×

Flexible work options 
(i.e., from home, 
remotely, etc.)

× × × × × × × ×

Scholarships × × × × × ×

Health club on-site/
negotiated health  
club rates

× × × × × × × × ×

Phased-retirement × × × × × ×

Relocation programs × × × × × × ×

Long-time service 
awards

× × × × × × × × ×

Company share-
purchase program

× × × × × × × ×

Staff discounts on 
insurance

× × × × × × × ×

Public transit 
discount

× × × × ×

Employee Assistance 
Program

× × × × × × × × ×

*Applies only to staff in the Guelph locations
†Location Specific CLIC – Regina Only

* * †

The Co-operators Group Limited

Co-operators General

The Sovereign General

L’UNION CANADIENNE

Co-operators Life

HB Group

Addenda Capital

TIC

CUMIS

Total average age

42

42

46

45

41

39

43

40

44

42

AVERAGE AGE OF WORKFORCE 
BY COMPANY

SUMMARY 
OF BENEFITS
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CU
M

IS

VOLUNTARY TURNOVER BREAKDOWN BY AGE, GENDER AND REGION*

BC AB SK MB ON QC NB NS PE NL TOTAL

Male

Up to 28 0.04% 0.12% 0.04% 0.00% 0.14% 0.06% 0.00% 0.00% 0.00% 0.00% 0.40%

29–41 0.02% 0.10% 0.14% 0.00% 0.56% 0.14% 0.02% 0.00% 0.00% 0.02% 1.00%

42–60+ 0.04% 0.08% 0.08% 0.00% 0.08% 0.10% 0.00% 0.00% 0.00% 0.02% 0.40%

Total 0.10% 0.30% 0.26% 0.00% 0.78% 0.30% 0.02% 0.00% 0.00% 0.04% 1.80%

Female

Up to 28 0.02% 0.20% 0.06% 0.00% 0.42% 0.00% 0.02% 0.00% 0.00% 0.02% 0.74%

29–41 0.18% 0.36% 0.14% 0.04% 0.68% 0.12% 0.08% 0.04% 0.00% 0.00% 1.64%

42–60+ 0.14% 0.20% 0.04% 0.02% 0.48% 0.08% 0.00% 0.04% 0.00% 0.02% 1.02%

Total 0.34% 0.76% 0.24% 0.06% 1.58% 0.20% 0.10% 0.08% 0.00% 0.04% 3.40%

 *Data represents the number of employees who voluntarily left the organization in 2010, as a percentage of total employee count.
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(in millions of dollars, except return on shareholders’ equity) 2010 2009 2008

Assets 9,468 9,009 7,620

Policyholder Liabilities 5,927 5,717 5,104

Shareholders’ Equity 1,576 1,429 1,222

Participating Policyholder Account 474 426 370

Non-controlling Interests 409 434 225

Total Equity 2,459 2,289 1,817

Property & Casualty Written Premium 2,383 2,258 2,184

Life Written Premium 872 694 695

Net Earned Premium 2,981 2,663 2,609

Net Investment Income 401 298 296

Policyholder Benefits and Adjustment Expenses 2,121 1,863 1,848

Net Income — attributable to shareholders 72 55 73

Return on Shareholders’ Equity 5.1% 4.1% 5.6%

THE CO-OPERATORS GROUP LIMITED CONSOLIDATED RESULTS
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THREE-YEAR REVIEW



THREE-YEAR COMPARATIVE DATA (IN $000 DOLLARS)

2010

Income Tax1 Capital Tax Premium Tax Other Tax2

Federal 54,941 0 0 39,088

Provincial

Alberta 5,572 0 17,506 7,450

British Columbia 2,485 0 8,487 450

Manitoba 1,088 80 3,296 104

New Brunswick 975 0 2,373 1,569

Newfoundland 1,085 0 3,960 807

Nova Scotia 1,579 122 4,023 902

Ontario 18,228 339 38,976 18,791

Prince Edward Island 385 0 988 287

Quebec 3,903 430 11,715 3,140

Saskatchewan 1,692 0 5,270 406

Territories 212 0 343 11

Total Provincial 37,202 971 96,937 33,919

Total 92,143 971 96,937 73,007

Total Taxes Paid 263,058

    1. Income tax amounts are estimates for 2010 as at February 18, 2011.
   2. Other taxes includes commodity, property & business, payroll and other miscellaneous taxes.

2009

Income Tax Capital Tax Premium Tax Other Tax

Federal 85,868 0 0 22,905

Provincial

Alberta 12,342 0 17,055 5,421

British Columbia 4,291 0 6,815 987

Manitoba 2,142 108 2,055 116

New Brunswick 1,865 0 2,230 1,473

Newfoundland 1,445 0 3,359 708

Nova Scotia 1,492 142 3,293 831

Ontario 25,632 438 35,498 24,967

Prince Edward Island 532 0 827 317

Quebec 2,900 439 10,182 3,571

Saskatchewan 3,341 0 4,116 788

Territories 890 0 500 12

Total Provincial 56,872 1,127 85,930 39,191

Total 142,740 1,127 85,930 62,096

Total Taxes Paid 291,893

 
2008

Income Tax Capital Tax Premium Tax Other Tax

Federal (19,314) 0 0 34,591

Provincial

Alberta (5,003) 0 16,524 788

British Columbia (982) 0 6,286 276

Manitoba (521) 111 2,023 45

New Brunswick (777) 0 2,189 1

Newfoundland (631) 0 3,124 6,907

Nova Scotia (717) 175 3,076 47

Ontario (10,382) 136 34,368 21,073

Prince Edward Island (210) 0 796 32

Quebec 240 20 9,905 1,526

Saskatchewan (576) 12 3,845 1,600

Territories (122) 0 441 12

Total Provincial (19,680) 454 82,577 32,307

Total (38,994) 454 82,577 66,898

Total Taxes Paid 110,935
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GRI APPLICATION LEVEL CHECK STATEMENT



We are affiliated with the following organizations in relation to corporate responsibility:

Veena Ramani
Manager, Corporate Programs
Ceres

To ensure that we are progressing in our reporting year-over-year, we engaged with Ceres who led a team of external stakeholders in 

reviewing the content schematic of this year’s report. The Ceres stakeholder team is an independent group of individuals that represent 

a range of constituencies that have expertise in environmental, social and governance issues. During this review, the team offered their 

perspectives relating to our approach and identification of material issues, along with comprehensive feedback on our report outline.

Key stakeholder panel recommendations received during this process are outlined in the table below.

Feedback  The Co-operators Response

Provide greater detail on how material  

issues are determined and prioritized.

  Our approach in identifying material issues is outlined on page 5. We have strived to 

present discussion of our most significant sustainability opportunities and challenges 

in a more focused manner. We recognize that there are opportunities to further refine 

our process for prioritizing material issues, and therefore we expect our approach to 

continue evolving.

Discuss the company’s approach to

(i)  embedding sustainability into its  

products and services, 

(ii)  addressing the challenges faced  

in terms of low uptake for its 

sustainability-focused products.

  We have made strides in terms of developing a suite of sustainability-focused 

products. In addition, we have introduced a number of new claims services  

that lessen environmental impacts. The opportunities and challenges of further 

integrating sustainability features into our underwriting processes are discussed  

in the report. We recognize that our challenge going forward will be to  

demonstrate the added value that our sustainability-focused products provide  

and to market them accordingly.

What are the company’s plans  

to further integrate social and  

environmental considerations  

into its investment decisions?

  We recognize the impact our investment decisions can have in furthering a 

sustainable society. We are planning to hire an Environmental, Social and  

Governance (ESG) Specialist to assist in developing a process for integrating  

ESG analysis into our investment decisions.

Discuss the company’s plans for  

achieving its ambitious carbon  

reduction targets. 

  In the next four years, we will be investigating a number of opportunities to further 

reduce the carbon footprint of our corporate office locations and business travel, 

including additional office retrofit and renewable energy options.

Provide more detail about the  

process used to identify emerging 

sustainability risks.

  As an insurer, it is important that we remain risk agile, with the ability to respond 

to new and emerging risks quickly. In addition to leveraging our “stress-testing” 

program developed in 2010, we are enhancing our qualitative risk assessment 

practices. Aggregating the information from a variety of sources will lead to a  

more thorough understanding of potential implications of emerging risks.

“The Co-operators continued commitment to stakeholder engagement, 
and incorporating feedback received from stakeholders in their strategy, 
processes and disclosure, is impressive. Robust dialogue of this kind 
helps a company receive insights about risks and opportunities,  
and helps with strategic positioning for a sustainable future.”

STAKEHOLDER PANEL FEEDBACK
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