
Reimagining Brand 
During A Pandemic



2Internal

A strong, purpose-driven

brand across North America, 

providing a trusted foundation

Evolution of Bank Human

with launch of Unexpectedly 

Human  

TD Ready Commitment has 

solidified our commitment to 

Communities

Highest in Customer 

Satisfaction among 

Nationals Banks
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US Brand Platform
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As COVID began to disrupt all aspects of everyday life, we 
moved quickly to develop our enterprise-wide response

March 11
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Initial COVID response across industry focused on financial 
burden, consumer landscape was sea of sameness 
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Our approach to launching communications during COVID-19

Showcase actions taken 

on behalf of our 

customers, colleagues 

and communities

Focus on issues that 

really matter that also tie 

to our authentic purpose.

Evolve our messaging to 

adapt to the changing 

consumer mindset

Customers expect banks to act with purpose in the community 

while still thoughtfully meeting traditional needs

Help solve 

real needs

Communicate  

contextually 

relevant 

messaging

Act with 

Purpose

Source: COVID-19 Pulse Study Wave 4, 6/2/20-6/11/20, TD Influencers Insights Community 

6%

15%

26%

27%

29%

32%

39%

48%

62%

Sponsor pop-up healthcare clinics

Monetary support to hospitals and healthcare
organizations

Special bonuses for employees who continue to
work with the public, in-person

Financial recovery advice for small businesses

Monetary support to at-risk groups (i.e. elderly,
immunity issues, pre-existing conditions)

Financial recovery advice and support for its
banking customers

Continuing to pay bank staff who experience
reduced hours

Provide customers with safer banking options
through appointments, online banking, mobile…

Waiving of fees when affected communities are
shut down or quarantined
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Customers Colleagues Communities

Our response activities spanned 3 key audiences, all with 
authenticity and strategic tie to our brand
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Deep Dive: Video Production in the Time of COVID-19
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The Brief in Brief…and Timeline (which is even more brief)

The Opportunity

Banks, including TD Bank, have focused on 

relieving customers’ financial burden. We can 

differentiate ourselves by also 

championing a (safe) new normal - Online 

Banking - and help TD tackle a real 

business problem: Too many customers are 

still stopping by branches to take care of 

simple banking tasks like depositing checks 

or transferring money, putting themselves and 

staff at risk.

The Objective

To encourage TD Bank customers to stay 

home and bank online.

Main Message

Stay home and bank online.

4/2

• TBWA Kickoff

4/10

• First round of concepts presented

4/13

• Follow-up meeting on production logistics

4/27

• Production

5/5

• Launch
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Production Considerations
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Key Learnings

Logistical luck was on our side… mostly

Nimble team, constant communication

Be relevant in response, but stay true to your brand

Never fall in love with your work
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