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1. Introduction: The Growing Importance of Loyalty Program
Accounting

Loyalty programs have become integral to many businesses' strategies, driving customer retention
and enhancing brand loyalty. However, the accounting treatment of these programs is complex and
requires careful consideration of various accounting standards, primarily IFRS 15 (Revenue from
Contracts with Customers) and ASC 606 (Revenue from Contracts with Customers) which govern
revenue recognition. Effective accounting for loyalty programs, particularly under the guidance
offered by PwC, is critical for accurate financial reporting and compliance. This guide addresses the
key considerations for accounting for loyalty programs within a PwC framework.

2. Understanding the Accounting Standards: IFRS 15 and ASC
606

Both IFRS 15 and ASC 606 require a five-step model for revenue recognition. Applying this model to
loyalty programs presents unique challenges. A key aspect is determining whether a loyalty program
constitutes a separate performance obligation or is bundled with the sale of goods or services. If
considered separate, the accounting for loyalty programs pwc will require careful consideration of the
standalone selling price of the loyalty points or benefits. PwC's expertise lies in accurately



determining this value and recognizing revenue accordingly.

3. ldentifying the Performance Obligations in Loyalty
Programs

The key to proper accounting for loyalty programs under IFRS 15 and ASC 606 is correctly identifying
the performance obligations. This often involves analyzing the terms and conditions of the program,
determining the substance over form, and understanding the customer's expectation. Does the
customer receive the points as a separate benefit or are they intrinsically linked to the purchase? PwC
recommends a thorough analysis of customer behavior and program design to determine the
appropriate accounting treatment. Incorrectly classifying performance obligations can lead to material
misstatements in financial statements.

4. Determining the Transaction Price and Allocation

Once performance obligations are identified, the transaction price must be allocated to each
obligation. This is particularly challenging in loyalty programs where the value of points or rewards
can fluctuate and may not be readily determinable. PwC advises using reliable methods such as
expected value, most likely outcome, or a combination of both, for determining the fair value of
loyalty points and allocating the transaction price accordingly. Robust actuarial modeling, often
utilized in PwC's engagement process, can greatly improve the accuracy of these estimations.

5. Recognizing Revenue and Accounting for Loyalty Program
Liabilities

Proper revenue recognition depends on satisfying the performance obligations. Revenue related to
the sale of goods or services is recognized in accordance with the standard five-step model. However,
any liabilities associated with future redemptions of loyalty points or rewards must be accurately
accounted for. This involves estimating the probable redemption rate and the future value of the
rewards. PwC recommends using a probabilistic approach, considering various scenarios to ensure a
reasonable and conservative estimate of the liability.

6. Best Practices for Accounting for Loyalty Programs PwC

Detailed Program Documentation: Thoroughly document the program's terms and conditions, reward
structure, and redemption policies.

Consistent Application: Apply the same accounting policies consistently across all loyalty programs.
Regular Review and Updates: Regularly review the assumptions used in estimating liabilities and
adjust them as necessary.

Robust Internal Controls: Implement strong internal controls to ensure accurate tracking of points,
redemption rates, and related liabilities.

Seek Professional Advice: Engage experts like PwC to ensure compliance with accounting standards.

7. Common Pitfalls to Avoid in Loyalty Program Accounting

Incorrectly Identifying Performance Obligations: Failure to accurately distinguish between separate



and bundled performance obligations.

Misallocation of Transaction Price: Incorrect allocation of the transaction price among performance
obligations.

Unrealistic Redemption Rate Assumptions: Using overly optimistic or pessimistic assumptions about
redemption rates.

Ignoring Changes in Program Design: Failure to adjust accounting policies when changes to the
loyalty program are made.

Lack of Internal Controls: Inadequate internal controls can lead to inaccurate tracking and reporting.

8. Conclusion

Accounting for loyalty programs is complex and requires a thorough understanding of IFRS 15 and
ASC 606. By following best practices, applying reliable estimation methods, and actively mitigating
common pitfalls, businesses can ensure accurate and compliant financial reporting. PwC's expertise in
revenue recognition and its deep understanding of loyalty program dynamics can provide invaluable
assistance in navigating this complex accounting landscape.

FAQs

1. What is the difference between IFRS 15 and ASC 606 in the context of loyalty programs? While
both standards aim for similar outcomes, there might be minor differences in interpretation and
application, particularly regarding the specifics of performance obligation identification and
transaction price allocation. PwC can assist in navigating these nuances.

1. How do | determine the standalone selling price of loyalty points? This often requires
sophisticated actuarial modeling and estimations based on historical data, program design, and
expected customer behavior. PwC provides expertise in these valuation techniques.

1. How often should | review my loyalty program accounting policies? Ideally, a review should
occur annually, or more frequently if significant changes are made to the program.

1. What are the key risks associated with incorrect accounting for loyalty programs? Material
misstatements in financial statements, regulatory scrutiny, and potential reputational damage.

1. What is the role of internal controls in loyalty program accounting? Strong internal controls are
essential for accurate tracking of points, redemptions, and liabilities.



1. How does PwC help companies with loyalty program accounting? PwC offers advisory services,
including guidance on accounting standards, valuation techniques, and internal control
implementation.

1. What are the implications of not properly accounting for loyalty programs? Potential financial
penalties, reputational damage, and misrepresentation of the financial health of the company.

1. What types of businesses are most affected by the complexities of loyalty program accounting?
Businesses with large-scale loyalty programs, high redemption rates, and complex reward
structures.

1. Where can | find more information on PwC's services related to loyalty program accounting?
Visit the PwC website or contact a PwC representative.

Related Articles from PwC:

1. Revenue Recognition under IFRS 15: A Practical Guide: A comprehensive guide explaining the
key aspects of IFRS 15, with specific examples relevant to loyalty programs.

1. ASC 606: Implementation Challenges and Solutions: Addresses common implementation
challenges associated with ASC 606, specifically focusing on issues related to loyalty programs.

1. Valuation Techniques for Loyalty Programs: A detailed explanation of various valuation
techniques used to determine the fair value of loyalty points.

1. Internal Control Best Practices for Loyalty Programs: Focuses on designing and implementing
effective internal controls for loyalty program accounting.



1. The Impact of IFRS 17 on Loyalty Program Accounting: Analyzes the potential impact of the new
insurance contract accounting standard on loyalty program accounting.

1. Case Studies: Successful Implementation of Loyalty Program Accounting: Presents real-world
examples of successful implementation of loyalty program accounting practices.

1. Emerging Trends in Loyalty Program Design and their Accounting Implications: Explores the
evolving trends in loyalty program design and their effects on accounting.

1. Technology Solutions for Loyalty Program Accounting: Examines the role of technology in
improving the efficiency and accuracy of loyalty program accounting.

1. Addressing Auditor Expectations Regarding Loyalty Program Accounting: Provides insights into
auditor expectations and how to effectively address them during audits.

accounting for loyalty programs pwc: Accounting and Valuation Guide: Assets Acquired
to Be Used in Research and Development Activities AICPA, 2016-11-07 This new guide provides
guidance and illustrations regarding the initial and subsequent accounting for, valuation of, and
disclosures related to acquired intangible assets used in research and development activities (IPR&D
assets). This is a valuable resource for preparers of financial statements, auditors, accountants and
valuation specialists seeking an advanced understanding of the accounting, valuation, and
disclosures related to acquired IPR&D assets.

accounting for loyalty programs pwc: All Consumers Are Not Created Equal Garth Hallberg,
1995-10 All Consumers Are Not Created Equal . . .This book. . .will open your eyes to a new
marketing concept which may turn out to be of major importance.-David Ogilvy All consumers are
NOT created equal. Some are vastly more profitable than others, and the marketers who succeed in
an increasingly brand-hostile and technology-driven environment will be those who know how to
capitalize on the difference. Differential Marketing is a revolutionary new approach that separates
the golden eggs from the goose eggs. It uses cutting-edge but practical technology and practices to
build old-fashioned brand loyalty-and old-fashioned profits-by communicating more directly and
persuasively with the brand's most valuable customers. And it does so across all
disciplines-advertising, sales promotion, and direct marketing. Developed at one of the world's
leading marketing communications agencies, Ogilvy & Mather, and proven in the marketplace by
clients like Kraft, Unilever, Kimberly-Clark, and Seagram, this breakthrough approach to building
stronger brands turns conventional marketing wisdom inside out: True or False? Most of the profits
of many brands-even big brands-come from less than ten percent of all households. True or False? A
brand's most valuable customers give more of their business to the competition than they do to the




brand. True or False? The overwhelming majority of brand volume comes from consumers who don't
count or don't care. All are true. And what they add up to is the need for a radical alternative to
current mass market communication methods. Differential Marketing is an overarching concept that
combines the power of consumer databases, integrated marketing, and one-to-one relationship
building to produce double-digit sales increases from high-profit customers. In All Consumers Are
Not Created Equal, author Garth Hallberg provides the inside perspective on what makes
Differential Marketing so effective. Best of all, he not only serves up a powerful new vision, but also
offers practical advice about how to put it to work to build a healthier, more profitable brand. In the
iconoclastic tradition of David Ogilvy, a radical alternative to current mass market communications
Finally, a new approach to building brand loyalty that gives marketers a competitive edge in today's
high-tech, high-stakes, brand-hostile environment. Developed at one of the world's leading
marketing communications agencies, and proven in the marketplace by clients including Kraft,
Unilever, Kimberly-Clark, and Seagram, Differential Marketing combines the power of consumer
databases, integrated marketing, and one-to-one relationship building to produce double-digit sales
increases from high-profit customers.

accounting for loyalty programs pwc: Results Gary L. Neilson, 2005 For anyone who's ever
said, Wow, that's a great idea, but it'll never happen here or Whew, we pulled it off again, but I'm
tired of all this sprinting, Results provides robust, practical ideas for becoming and remaining a
resilient business.--BOOK JACKET.

accounting for loyalty programs pwc: Contemporary Business Louis E. Boone, David L.
Kurtz, Susan Berston, 2019-03-26 Contemporary Business, 18th Edition, is a student friendly,
engaging product designed to attract students to the field of business. Boone 18e offers a
comprehensive approach to the material that will cater to a wide variety of students with different
learning needs. Up-to-date content is vital to any Intro to Business course and Boone 18e with its
contemporary style, wealth of new examples, and hot business topics can deliver that currency.

accounting for loyalty programs pwc: The Critical Few Jon R. Katzenbach, James Thomas,
Gretchen Anderson, 2019-01-16 In a global survey by the Katzenbach Center, 80 percent of
respondents believed that their organization must evolve to succeed. But a full quarter of them
reported that a change effort at their organization had resulted in no visible results. Why? The fate
of any change effort depends on whether and how leaders engage their culture: the self-sustaining
patterns of behaving, feeling, thinking, and believing that determine how things are done in an
organization. Culture is implicit rather than explicit, emotional rather than rational--that's what
makes it so hard to work with, but that's also what makes it so powerful. For the first time, this book
lays out the Katzenbach Center's proven methodology for identifying your culture's four most critical
elements: traits, characteristics that are at the heart of people's emotional connection to what they
do; keystone behaviors, actions that would lead your company to succeed if they were replicated at a
greater scale; authentic informal leaders, people who have a high degree of emotional intuition or
social connectedness; and metrics, integrated, thoughtful measures to track progress, encourage the
self-reinforcing cycle of lasting change and link to business performance. By leveraging these critical
few elements, you can tap into a source of catalytic change within your organization. People will
make an emotional, not just a rational, commitment to new initiatives. You will elicit enthusiasm and
creativity and build the kind of powerful company that people recognize for its innate value and
effectiveness.

accounting for loyalty programs pwc: The Palgrave Handbook of Interactive Marketing
Cheng Lu Wang, 2023-01-25 Interactive marketing, as one of the fastest growing academic fields in
contemporary business world, is the multi-directional value creation and mutual-influence marketing
process through active customer connection, engagement, participation and interaction.
Contemporary interactive marketing has moved beyond the scope of direct marketing or digital
marketing, as the market is becoming a forum for conversations and interactions among connected
actors or participants in platform ecosystems. The advancement of mobile technology with
interactive content and personalized experience makes interactive marketing the new normal in the



business world. This handbook contains the most comprehensive and cutting-edge knowledge in the
interactive marketing field. The 41 chapters that are divided into eight sections cover all aspects of
contemporary interactive marketing realm, including social media and influencer marketing, big
data and machine learning in predictive analytics, mobile marketing and proximity marketing,
interactive digital marketing and Omnichannel marketing, Al, VR and AR in business applications.
With a focal point on interactive marketing, this handbook takes a multidiscipline perspective, from
new technology innovations, social media and platform application, economic and cultural impacts,
social and psychological analysis, and management and information system. This book provides a
timely and comprehensive textbook companion and/or course project resource for college educators
and students used for variety of graduate and undergraduate marketing courses, such as Digital
Marketing, Internet Marketing, Social Media Marketing, New Media Communication, Marketing
Analytics and Marketing Management, etc. It offers valuable references for academic researchers
who are interesting conducting and publishing in interactive marketing research. The state-of-art
review and emerging new trends presented in the book are particularly useful for research idea
generation and conceptual development. The book also putts forward insightful guidelines and
practical tools for business management in the application of new interactive marketing strategies
and applications in the real world practices. Chapter 41 “Ethical Considerations in Gamified
Interactive Marketing Praxis” is available open access under a Creative Commons Attribution 4.0
International License via link.springer.com.

accounting for loyalty programs pwc: Emerging Trends in Real Estate 2019 Alan
Billingsley, Nick Egelanian, Hugh F. Kelly, Anita Kramer, Andrew Warren, David Greensfelder,
Abhishek Jain, Melinda McLaughlin, John McManus, Paige Mueller, 2018-10-15 Now in its 40th year,
Emerging Trends in Real Estate is one of the most highly regarded and widely read forecast reports
in the real estate industry. This updated edition provides an outlook on real estate investment and
development trends, real estate finance and capital markets, trends by property sector and
metropolitan area, and other real estate issues around the globe. Comprehensive and invaluable, the
book is based on interviews with leading industry experts and also covers what's happening in
multifamily, retail, office, industrial, and hotel development.

accounting for loyalty programs pwc: The Wallet Allocation Rule Timothy L. Keiningham,
Lerzan Aksoy, Luke Williams, Alexander J. Buoye, 2015-02-02 Customer Loyalty Isn't Enough—Grow
Your Share of Wallet The Wallet Allocation Rule is a revolutionary, definitive guide for winning the
battle for share of customers' hearts, minds, and wallets. Backed by rock-solid science published in
the Harvard Business Review and MIT Sloan Management Review, this landmark book introduces a
new and rigorously tested approach—the Wallet Allocation Rule—that is proven to link to the most
important measure of customer loyalty: share of wallet. Companies currently spend billions of
dollars each year measuring and managing metrics like customer satisfaction and Net Promoter
Score (NPS) to improve customer loyalty. These metrics, however, have almost no correlation to
share of wallet. As a result, the returns on investments designed to improve the customer experience
are frequently near zero, even negative. With The Wallet Allocation Rule, managers finally have the
missing link to business growth within their grasp—the ability to link their existing metrics to the
share of spending that customers allocate to their brands. Learn why improving satisfaction (or NPS)
does not improve share. Apply the Wallet Allocation Rule to discover what really drives customer
spending. Uncover new metrics that really matter to achieve growth. By applying the Wallet
Allocation Rule, managers get real insight into the money they currently get from their customers,
the money available to be earned by them, and what it takes to get it. The Wallet Allocation Rule
provides managers with a blueprint for sustainable long-term growth.

accounting for loyalty programs pwc: Foreign Direct Investment in China Michael H. K.
Ng, 2013-05-29 Foreign direct investment has contributed significantly in transforming the Chinese
economy over the past three decades. China has become one of the most popular destinations for
foreign direct investment. For corporations and business executives who desire to participate in the
expanding China market, understanding correctly the driving forces and impacts of foreign direct




investment in China, as well as the ways to smartly execute investment transactions there has
become the fundamental knowledge that they need to grasp. This book is a combination of the
author’s research and 15-year practical experience in managing investment transactions in China.
This book uniquely offers both a theoretical overview of the phenomenon of FDI in China (chapters
two to four) as well as the practical steps in executing investment transactions there (chapters five
to seven). The author also provides illustrative charts and tables, literature summaries, transaction
templates based on case studies from his real-life experience on the ground. This is so far the only
book on FDI in China which covers both the theoretical perspectives as well as practical advices in
investments. This book serves not only as a useful resource for students, teachers and policy makers
who are interested in both theoretical and practical aspects of FDI in China, but also a valuable
guidebook for business development executives, investment professionals and transaction lawyers
who are involved in direct investment deals in China on a daily basis.

accounting for loyalty programs pwc: Digital and Social Media Marketing Nripendra P. Rana,
Emma L. Slade, Ganesh P. Sahu, Hatice Kizgin, Nitish Singh, Bidit Dey, Anabel Gutierrez, Yogesh K.
Dwivedi, 2019-11-11 This book examines issues and implications of digital and social media
marketing for emerging markets. These markets necessitate substantial adaptations of developed
theories and approaches employed in the Western world. The book investigates problems specific to
emerging markets, while identifying new theoretical constructs and practical applications of digital
marketing. It addresses topics such as electronic word of mouth (eWOM), demographic differences
in digital marketing, mobile marketing, search engine advertising, among others. A radical increase
in both temporal and geographical reach is empowering consumers to exert influence on brands,
products, and services. Information and Communication Technologies (ICTs) and digital media are
having a significant impact on the way people communicate and fulfil their socio-economic,
emotional and material needs. These technologies are also being harnessed by businesses for
various purposes including distribution and selling of goods, retailing of consumer services,
customer relationship management, and influencing consumer behaviour by employing digital
marketing practices. This book considers this, as it examines the practice and research related to
digital and social media marketing.

accounting for loyalty programs pwc: Financial Statement Fraud Gerard M. Zack,
2012-11-28 Valuable guidance for staying one step ahead of financial statement fraud Financial
statement fraud is one of the most costly types of fraud and can have a direct financial impact on
businesses and individuals, as well as harm investor confidence in the markets. While publications
exist on financial statement fraud and roles and responsibilities within companies, there is a need for
a practical guide on the different schemes that are used and detection guidance for these schemes.
Financial Statement Fraud: Strategies for Detection and Investigation fills that need. Describes
every major and emerging type of financial statement fraud, using real-life cases to illustrate the
schemes Explains the underlying accounting principles, citing both U.S. GAAP and IFRS that are
violated when fraud is perpetrated Provides numerous ratios, red flags, and other techniques useful
in detecting financial statement fraud schemes Accompanying website provides full-text copies of
documents filed in connection with the cases that are cited as examples in the book, allowing the
reader to explore details of each case further Straightforward and insightful, Financial Statement
Fraud provides comprehensive coverage on the different ways financial statement fraud is
perpetrated, including those that capitalize on the most recent accounting standards developments,
such as fair value issues.

accounting for loyalty programs pwc: The Trade Marks Journal , 1999-04-07

accounting for loyalty programs pwc: Sierra Hotel : flying Air Force fighters in the decade
after Vietnam , 2001 In February 1999, only a few weeks before the U.S. Air Force spearheaded
NATO's Allied Force air campaign against Serbia, Col. C.R. Anderegg, USAF (Ret.), visited the
commander of the U.S. Air Forces in Europe. Colonel Anderegg had known Gen. John Jumper since
they had served together as jet forward air controllers in Southeast Asia nearly thirty years earlier.
From the vantage point of 1999, they looked back to the day in February 1970, when they first




controlled a laser-guided bomb strike. In this book Anderegg takes us from glimmers of hope like
that one through other major improvements in the Air Force that came between the Vietnam War
and the Gulf War. Always central in Anderegg's account of those changes are the people who made
them. This is a very personal book by an officer who participated in the transformation he describes
so vividly. Much of his story revolves around the Fighter Weapons School at Nellis Air Force Base
(AFB), Nevada, where he served two tours as an instructor pilot specializing in guided munitions.

accounting for loyalty programs pwc: Brands and Branding Rita Clifton, 2009-04-01 With
contributions from leading brand experts around the world, this valuable resource delineates the
case for brands (financial value, social value, etc.) and looks at what makes certain brands great. It
covers best practices in branding and also looks at the future of brands in the age of globalization.
Although the balance sheet may not even put a value on it, a company’s brand or its portfolio of
brands is its most valuable asset. For well-known companies it has been calculated that the brand
can account for as much as 80 percent of their market value. This book argues that because of this
and because of the power of not-for-profit brands like the Red Cross or Oxfam, all organisations
should make the brand their central organising principle, guiding every decision and every action.
As well as making the case for brands and examining the argument of the anti-globalisation
movement that brands are bullies which do harm, this second edition of Brands and Branding
provides an expert review of best practice in branding, covering everything from brand positioning
to brand protection, visual and verbal identity and brand communications. Lastly, the third part of
the book looks at trends in branding, branding in Asia, especially in China and India, brands in a
digital world and the future for brands. Written by 19 experts in the field, Brands and Branding sets
out to provide a better understanding of the role and importance of brands, as well as a wealth of
insights into how one builds and sustains a successful brand.

accounting for loyalty programs pwc: Beyond Knowledge Management Jay Liebowitz,
2011-11-15 Although knowledge management (KM) has already helped numerous organizations
achieve competitive advantages, many organizations have yet to embark on their knowledge
management journey. Geared for executives and senior managers, Beyond Knowledge Management:
What Every Leader Should Know is concise and easy-to-read. It looks at 10 areas where
organizations can gain competitive advantage. It shows you how to make better decisions, avoid
knowledge loss, and maximize the intellectual assets of your organization. Edited by Jay
Liebowitz—who is among the top 10 KM researchers/practitioners worldwide—the book examines
key areas that can add value to your organization. Each chapter opens with an introduction to one of
these promising areas, followed by case studies from industry, government, and not-for-profits. The
case studies demonstrate how leaders at organizations such as The Coca-Cola Company, e-Bay,
PricewaterhouseCoopers, University of Maryland University College, Northrop Grumman, and the
U.S. Department of Health and Human Services have used the concepts discussed in the book to
improve decision making. The distinguished contributors from these organizations explain how to
use information and decision technologies, strategic intelligence, e-learning, human capital,
innovation, globalization, and relationships, to improve operations and achieve an advantage over
your competitors. The powerful approaches described in this book will not only help you preserve
your most valued intellectual assets but also infuse the vitality and creativity your organization will
need to stay one step ahead of the competition.

accounting for loyalty programs pwc: Customer Centricity Peter Fader, 2012 Not all
customers are created equal. Despite what the tired old adage says, the customer is not always
right. Not all customers deserve your best efforts: in the world of customer centricity, there are good
customers...and then there is pretty much everybody else. Upending some of our most fundamental
beliefs, renowned behavioral data expert Peter Fader, Co-Director of The Wharton Customer
Analytics Initiative, helps businesses radically rethink how they relate to customers. He provides
insights to help you revamp your performance metrics, product development, customer relationship
management and organization in order to make sure you focus directly on the needs of your most
valuable customers and increase profits for the long term.



accounting for loyalty programs pwc: Business Week , 1999

accounting for loyalty programs pwc: Global Financial Development Report 2014 World
Bank Group, 2013-11-07 The second issue in a new series, Global Financial Development Report
2014 takes a step back and re-examines financial inclusion from the perspective of new global
datasets and new evidence. It builds on a critical mass of new research and operational work
produced by World Bank Group staff as well as outside researchers and contributors.

accounting for loyalty programs pwc: Report of the Mid Staffordshire NHS Foundation
Trust Public Inquiry Mid Staffordshire NHS Foundation Trust Public Inquiry, Robert Francis,
2013-02-06 This public inquiry report into serious failings in healthcare that took place at the Mid
Staffordshire NHS Foundation Trust builds on the first independent report published in February
2010 (ISBN 9780102964394). It further examines the suffering of patients caused by failures by the
Trust: there was a failure to listen to its patients and staff or ensure correction of deficiencies. There
was also a failure to tackle the insidious negative culture involving poor standards and a
disengagement from managerial and leadership responsibilities. These failures are in part a
consequence of allowing a focus on reaching national access targets, achieving financial balance and
seeking foundation trust status at the cost of delivering acceptable care standards. Further, the
checks and balances that operate within the NHS system should have prevented the serious
systemic failure that developed at Mid Staffs. The system failed in its primary duty to protect
patients and maintain confidence in the healthcare system. This report identifies numerous warning
signs that could and should have alerted the system to problems developing at the Trust. It also sets
out 290 recommendations grouped around: (i) putting the patient first; (ii) developing a set of
fundamental standards, easily understood and accepted by patients; (iii) providing professionally
endorsed and evidence-based means of compliance of standards that are understood and adopted by
staff; (iv) ensuring openness, transparency and candour throughout system; (v) policing of these
standards by the healthcare regulator; (vi) making all those who provide care for patients , properly
accountable; (vii) enhancing recruitment, education, training and support of all key contributors to
the provision of healthcare; (viii) developing and sharing ever improving means of measuring and
understanding the performance of individual professionals, teams, units and provider organisations
for the patients, the public, and other stakeholders.

accounting for loyalty programs pwc: Management Accounting Anthony A. Atkinson, 2007
AUDIENCE: For upper level undergraduate and MBA Management Accounting courses. APPROACH:
Atkinson is a managerially-oriented book that focuses on both quantitative and qualitative aspects of
classical and contemporary managerial accounting. COMPETITORS: Garrison, MH;

accounting for loyalty programs pwc: Proceedings of MAC 2018 group of authors,
2018-12-06 Multidisciplinary Academic Conference on Education, Teaching and Learning, Czech
Republic, Prague (MAC-ETL 2018) Multidisciplinary Academic Conference on Management,
Marketing and Economics, Czech Republic, Prague (MAC-MME 2018) Multidisciplinary Academic
Conference on Transport, Tourism and Sport Science, Czech Republic, Prague (MAC-TTSS 2018)
Friday - Sunday, December 7 - 9, 2018

accounting for loyalty programs pwc: The Future of the Corporation PLM (Firm), 1974
Papers from a conference sponsored by PLM in Malmo, Sweden, June 1970. Includes bibliographical
references.

accounting for loyalty programs pwc: The Internal Auditing Handbook K. H. Spencer
Pickett, 2010-09-07 The first edition of The Internal Auditing Handbook received wide acclaim from
readers and became established as one of the definitive publications on internal auditing. The
second edition was released soon after to reflect the rapid progress of the internal audit profession.
There have been a number of significant changes in the practice of internal auditing since
publication of the second edition and this revised third edition reflects those changes. The third
edition of The Internal Auditing Handbook retains all the detailed material that formed the basis of
the second edition and has been updated to reflect the Institute of Internal Auditor’s (ITA)
International Standards for the Professional Practice of Internal Auditing. Each chapter has a



section on new developments to reflect changes that have occurred over the last few years. The key
role of auditors in reviewing corporate governance and risk management is discussed in conjunction
with the elevation of the status of the chief audit executive and heightened expectations from boards
and audit committees. Another new feature is a series of multi-choice questions that have been
developed and included at the end of each chapter. This edition of The Internal Auditing Handbook
will prove to be an indispensable reference for both new and experienced auditors, as well as
business managers, members of audit committees, control and compliance teams, and all those who
may have an interest in promoting corporate governance.

accounting for loyalty programs pwc: The Impact of School Leadership on Pupil
Outcomes Christopher Day (ACP.), 2009

accounting for loyalty programs pwc: A Guide to Forensic Accounting Investigation
Steven L. Skalak, Thomas W. Golden, Mona M. Clayton, Jessica S. Pill, 2015-12-28 Recent
catastrophic business failures have caused some to rethinkthe value of the audit, with many
demanding that auditors take moreresponsibility for fraud detection. This book provides
forensicaccounting specialists?experts in uncovering fraud?with newcoverage on the latest PCAOB
Auditing Standards, the ForeignCorrupt Practices Act, options fraud, as well as fraud in China andits
implications. Auditors are equipped with the necessarypractical aids, case examples, and skills for
identifyingsituations that call for extended fraud detection procedures.

accounting for loyalty programs pwc: FRS 102, 2015

accounting for loyalty programs pwc: MITRE Systems Engineering Guide , 2012-06-05

accounting for loyalty programs pwc: Global Mobility and the Management of
Expatriates Jaime Bonache, Chris Brewster, Fabian Jintae Froese, 2020-11-26 A comprehensive
overview of the practical implications for organizations that manage international employees, and
individuals who are currently or aspiring expatriates.

accounting for loyalty programs pwc: Building Public Trust Samuel A. DiPiazza, Jr., Robert G.
Eccles, 2002-09-18 Business reporting in a post-apocalypse global marketplace Clearly, now is the
time for creating an effective business-reporting model appropriate for the markets of the
twenty-first century. Rather than start from scratch after the Enron-Andersen fiasco, two leading
consultants from PricewaterhouseCoopers present a plan that supplements the current model, one
in which executives, accountants, analysts, investors, regulators, and other stakeholders can truly
embrace the spirit of transparency. The Future of Corporate Reporting highlights the best practices
for global financial reporting, explaining the concept of performance auditing, which focuses on the
real performance of the business as opposed to technical adherence to GAAS. Eccles and Masterson
also discuss the pros and cons of GAAP v. IAS, present new approaches to reforming financial
reporting, and outline a twenty-first-century model of accounting that will improve markets and
benefit shareholders.

accounting for loyalty programs pwc: Ten Years to Midnight Blair H. Sheppard, 2020-08-04
“Shows how humans have brought us to the brink and how humanity can find solutions. I urge
people to read with humility and the daring to act.” —Harpal Singh, former Chair, Save the Children,
India, and former Vice Chair, Save the Children International In conversations with people all over
the world, from government officials and business leaders to taxi drivers and schoolteachers, Blair
Sheppard, global leader for strategy and leadership at PwC, discovered they all had surprisingly
similar concerns. In this prescient and pragmatic book, he and his team sum up these concerns in
what they call the ADAPT framework: Asymmetry of wealth; Disruption wrought by the unexpected
and often problematic consequences of technology; Age disparities--stresses caused by very young
or very old populations in developed and emerging countries; Polarization as a symptom of the
breakdown in global and national consensus; and loss of Trust in the institutions that underpin and
stabilize society. These concerns are in turn precipitating four crises: a crisis of prosperity, a crisis
of technology, a crisis of institutional legitimacy, and a crisis of leadership. Sheppard and his team
analyze the complex roots of these crises--but they also offer solutions, albeit often seemingly
counterintuitive ones. For example, in an era of globalization, we need to place a much greater



emphasis on developing self-sustaining local economies. And as technology permeates our lives, we
need computer scientists and engineers conversant with sociology and psychology and poets who
can code. The authors argue persuasively that we have only a decade to make headway on these
problems. But if we tackle them now, thoughtfully, imaginatively, creatively, and energetically, in
ten years we could be looking at a dawn instead of darkness.

accounting for loyalty programs pwc: IFRS 5 Non-current Assets Held for Sale and
Discontinued Operations International Accounting Standards Board, 2004

accounting for loyalty programs pwc: International Financial Reporting Standards
Hennie van Greuning, 2006 Annotation. International Financial Reporting Standards (IFRS) in a
business situation can have a significant effect on the financial results and position of a division or
an entire business enterprise. 'International Financial Reporting Standards: A Practical Guide' gives
private or public sector executives, managers, and financial analysts without a strong background in
accounting the tools they need to participate in discussions and decisions on the appropriateness or
application of IFRS.Each chapter summarizes an International Financial Reporting Standard,
following a consistent structure: a&€¢ Problems addressed by the IFRS a&€¢ Scope of the Standard
a&€¢ Key concepts and definitions a&€¢ Accounting treatment a&€¢ Presentation and disclosure
a&€¢ Financial analysis and interpretation.

accounting for loyalty programs pwc: Reputation Charles J. Fombrun, 1996 This work
provides an analysis of the determinants and effects of reputation management. It demonstrates the
economic value of a corporate reputation, quantifying the economic returns for well-regarded
companies, and presents recommendations and processes for assessing and improving reputation.
INDICE: Introduction: why reputations matter. Part 1 The hidden value of a good reputation: going
for the gold; what's in a name?; enlightened self-inter... Etc.

accounting for loyalty programs pwc: Variety Deal Memo , 2003 The global newsletter of
theatrical and post-theatrical rights and markets.

accounting for loyalty programs pwc: The Synergist: How to Lead Your Team to Predictable
Success Les McKeown, 2012-01-03 Why do so many teams fail to perform - achieving compromise at
best and gridlock at worst? And what does it take to end this gridlock? Wall Street Journal
bestselling author and speaker Les McKeown shows how to take any team from gridlock to world
class success. In this book, McKeown argues that every successful team includes a critical player,
the Synergist, who can take the three existing types - The bold dreamers (Visionaries), the pragmatic
realists (Operators), and the systems designers (Processors) - and knit them together into a dynamic,
well-rounded team. Most importantly, according to McKeown, the Synergist is a role that anyone can
learn. While most attempts at teamwork improvement deal only with the symptoms of group
dysfunction such as distrust, poor communication, and fear of change, McKeown address the root
cause: the innately unstable Visionary-Operator-Processor triangle. Because each of the three styles'
motivations, views, and goals are incompatible, without a Synergist every team will eventually
implode, stall, or underperform. Only the Synergist can put aside their own agenda and interpret the
language of difficult personalities, capture the best from each person, and put the good of the
enterprise ahead of their own ego. McKeown- who has used techniques presented here in his
consulting with Harvard University, American Express Financial Services, the US Army, Pella
Corporation, Microsoft, United Technologies Corporation, and more- shows how any individual can
fill this critical role, whether or not they're the formal leader of the group. With thought-provoking
self-assessments and an extensive Synergist Toolkit, he teaches how anyone can learn to be an
effective Synergist by recognizing the vital signs of ineffective teamwork and making the right
interventions at these pivotal moments.

accounting for loyalty programs pwc: Financial Instruments International Accounting
Standards Committee, 2000

accounting for loyalty programs pwc: Roman's Data Science Ekaterina Zykova, 2021-09-09
An introduction to the field of data analysis, written in a light language without programming code
and mathematical formulas. It covers the most essential topics in the fields of data science, machine



learning, and business intelligence that are found in practice. The main goal is to easily help readers
get the most out of their data, making business decisions or creating information products without
paying too much. The book was written by an author who grew up as a junior data analyst, then
head of analytics for a $ 10 billion company, and finally co-founded a recommendation systems
startup over a 20-year career. The text of the book was edited by a professional journalist. It
contains QR codes and links for a deeper understanding of the topics covered.

accounting for loyalty programs pwc: Deconstructing Development Discourse Andrea
Cornwall, Deborah Eade, 2010 Andrea Cornwall is Professor of Anthropology and Development in
the School of Global Studies at the University of Sussex. --

accounting for loyalty programs pwc: The Public Manager , 2007

accounting for loyalty programs pwc: IFRS 4 Insurance Contracts International
Accounting Standards Board, 2004

Additional Resources

The Best 10 Accountants near Ashburn, VA 20147 - Yelp
What are the best accountants who offer individual tax return preparation?

Home - Nova Tax & Accounting Services | Ashburn, VA
We are a leading Certified Public Accounting (CPA) firm dedicated to delivering a comprehensive
range of professional services to meet all your financial needs.

Ashburn, VA Accounting Firm, Donovan Tax & Accounting, LLC
Donovan Tax & Accounting, LLC is a full service tax, accounting and business consulting firm located
in Ashburn, VA.

Virginia CPA Firm | Home Page | RAVIBCPA & COMPANY, LLC.
We offer a broad range of services to help our clients. Count on us to take the worry out of your small
business accounting. We help you take charge of your finances to ensure a secure ...

ing? The Basics Of 2 ina - Forbes Advi
Jun 12, 2024 - Accounting is the process of recording, classifying and summarizing financial
transactions. It provides a clear picture of the financial health of your organization and its...

Ashburn, VA Accounting Firm | Home Page | NOVA Tax Group
NOVA Tax Group is a tax & accounting firm comprised of small group of experienced professionals
including CPAs and attorneys. We offer a broad range of services for individuals, ...

9 Best Ashburn, VA Accountants | Expertise.com
4 days ago - We scored Ashburn accountants on more than 25 variables across five categories, and
analyzed the results to give you a hand-picked list of the best. Learn about our selection ...

Ashburn, VA Accounting Firm | Home Page | Kheire & Associates, ...
Find comfort in knowing an expert in accounting is only an email or phone-call away. (703)724-9406.
We will happily offer you a free consultation to determine how we can best serve you. ...

Ashburn, VA Accounting & Bookkeeping Services | 1 ...
Bookkeeping: Build a strong financial foundation for your Ashburn enterprise with precise, reliable
bookkeeping. Our service saves you time and provides clear insights to guide your business ...



Ashburn Accounting
Ashburn Accounting provides full charge bookkeeping services.

The Best 10 Accountants near Ashburn, VA 20147 - Yelp
What are the best accountants who offer individual tax return preparation?

Home - Nova Tax & Accounting Services | Ashburn, VA
We are a leading Certified Public Accounting (CPA) firm dedicated to delivering a comprehensive
range of professional services to meet all your financial needs.

: VA 2 inq Firm. [ Tax & 7 ina. LLC

Donovan Tax & Accounting, LLC is a full service tax, accounting and business consulting firm located
in Ashburn, VA.

Virginia CPA Firm | Home Page | RAVIBCPA & COMPANY, LLC.
We offer a broad range of services to help our clients. Count on us to take the worry out of your small
business accounting. We help you take charge of your finances to ensure a secure ...

What Is Accounting? The Basics Of Accounting - Forbes Advisor
Jun 12, 2024 - Accounting is the process of recording, classifying and summarizing financial
transactions. It provides a clear picture of the financial health of your organization and its...

: VA 2 ing Fi H E | NOVA Tax G
NOVA Tax Group is a tax & accounting firm comprised of small group of experienced professionals
including CPAs and attorneys. We offer a broad range of services for individuals, ...

9 Best Ashburn, VA Accountants | Expertise.com
4 days ago - We scored Ashburn accountants on more than 25 variables across five categories, and
analyzed the results to give you a hand-picked list of the best. Learn about our selection ...

Ashburn, VA Accounting Firm | Home Page | Kheire & Associates, ...
Find comfort in knowing an expert in accounting is only an email or phone-call away. (703)724-9406.
We will happily offer you a free consultation to determine how we can best serve you. ...

Ashburn, VA Accounting & Bookkeeping Services | 1 ...
Bookkeeping: Build a strong financial foundation for your Ashburn enterprise with precise, reliable

bookkeeping. Our service saves you time and provides clear insights to guide your business ...

Ashburn Accounting
Ashburn Accounting provides full charge bookkeeping services.
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