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We Have a Role to Play

The fall-out of the fi nancial crisis continued 

in 2011, affecting many people around the 

world and in the communities where we live 

and work. The current economic environment 

has prompted some to examine the 

global banking system, asking fundamental 

questions about the role banks play.  

At the same time, the need for a stable international fi nancial 
services system has never been greater. Volatility in global 
markets, risk of contagion in the euro zone, high unemployment 
levels across North America and increased levels of household 
debt can affect each and every one of us. 

In these turbulent times you can hunker down, look inward, 
and protect your share. Or, in TD’s case, take responsibility to 
be The Better Bank. In 2011, we continued our work to:

•  Create real value: We grow the real economy by continuing 
to expand our support to businesses that play a crucial role in 
the prosperity of our communities. For instance, in the U.S., 
we’ve set a target to double our lending volume to small
 business – something we were proud to announce alongside 
Vice President Joe Biden. In Canada, we estimate that TD 
helped support 114,000 jobs and generated $10.4 billion 
of economic activity during 2011, through direct and 
indirect means. 

•  Be customer-driven: Our commitment to delivering legendary 
customer service sits fi rmly at the core of our business model. 
Great customer service also means supporting our customers in 
tough times. Our TD Helps program in Canada, designed 
to help customers impacted by the fi nancial crisis, has now 
assisted more than 114,000 customers over two years. 

•  Build an extraordinary workplace: Employee engagement 
results continue to rise and TD was externally recognized as 
a Best Employer in Canada, the U.S. and the U.K. To raise 
awareness of TD’s corporate responsibility commitments, we 
launched two new state-of-the-art training courses – one 
focused on the environment, the other on diversity. We 
want our employees to feel engaged in what they do and 
empowered to make a difference.

•  Be responsible managers of risk: TD’s performance demon-
strates that a well-managed and well-disciplined bank can be 
a positive force in our local communities and the broader 
economy. A principle that guides our business decisions is to 
“take only risks you understand and can manage,” which 
goes beyond fi nancial risk, and also applies to TD’s social and 
environmental impacts. We enhanced our corporate respon-
sibility governance by establishing the Corporate Citizenship 
Council at the senior executive level. 

•  Be diverse and inclusive: We’ve been working to identify and 
remove barriers and biases throughout TD’s policies, processes 
and attitudes. We are by no means fi nished, but the results are 
starting to show. Over the last six years, the number of women 
in senior levels has increased from 22% to 35% in Canada. 
In 2011, TD was named as one of the Best Places to Work for 
LGBT Equality in the U.S. by the Human Rights Campaign. 

A Message From Our CEO 
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•  Be an environmental leader: We are embedding an 
environmental perspective across TD – with our sights set 
on our two biggest impacts: energy conservation and paper 
reduction. Through our carbon neutral commitment we 
continue to expand our retail business while reducing TD’s 
absolute greenhouse gas emissions. We’re applying green 
building design standards to new and existing branches and 
stores – including our net-zero buildings that are designed 
to produce more energy than they use. We’re also taking 
steps to radically cut our paper use, and in 2012, will launch 
the TD Forest program, a community conservation initiative 
to increase the amount of critical forest habitat across 
North America.

•  Make an impact: We want to make a lasting difference in 
the communities where we live and work. More than half of 
the $66 million TD donated was directed to organizations that 
focus on issues that our customers and employees care about 
– such as access to education, fi nancial literacy, affordable 
housing, and the environment. We empower our employees 
to take an active role, enabling them to volunteer over 19,000 
hours on paid-work-time.

While TD has much to celebrate, we also recognize our chal-
lenges. As we expand into new regions, we fi nd that some parts 
of our business are at different stages on the diversity journey. 
We remain committed to building a diverse and inclusive culture 
so that all employees can be their authentic selves at work.

The continued fallout from the economy has taught us that 
we need to do a better job of helping customers understand 
the implications of fi nancial decisions and equip them to make 
informed choices. There are a number of fi nancial literacy 
initiatives in progress across the bank and we’re improving the 
support we provide through TD Helps.

Our commitment to corporate responsibility will not change. 
We are always working on new initiatives to make TD more 
sustainable, more relevant, more engaging and more involved 
in our communities. In other words, the desire to be The Better 
Bank is part of everything we do.

Ed Clark
Group President and CEO, TD Bank Group



Who We Are

A North American Bank

Founded in 1855, TD has grown from a single branch serving 
grain millers and merchants into one of the largest and most 
respected fi nancial institutions in North America. Today, we 
are the sixth largest bank in North America, as measured by 
branches. We are a conservatively run bank with strong 
risk-management practices. We serve over 20 million customers 
around the world and operate over 2,400 retail locations 
in Canada and the U.S. The Toronto-Dominion Bank and its 
subsidiaries are collectively known as TD Bank Group and 
are headquartered in Toronto, Canada. TD Bank Group had 
$686 billion in assets on October 31, 2011.

We operate four key lines of business, which include:

• Canadian Personal and Commercial Banking;
• U.S. Personal and Commercial Banking;
• Wholesale Banking; and
• Wealth Management.

The majority of our activities include day-to-day banking, 
lending and investment advice for personal and business 
customers. Over 80% of adjusted earnings come from 
our retail operations.a 

The decision to become a predominantly retail bank has helped 
sustain TD’s organic growth and earnings during challenging 
economic times. At the core of TD’s business strategy we fi rmly 
believe that our role is defi ned not only by our responsibility to 
shareholders, but also to society as a whole, by helping to foster 
wealth and well-being for our customers, our employees and 
our communities. 
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About TD

TD From 2000 – 2011: More than a decade of sustained growth

TD/Canada 
Trust Merger

Acquired 
51% of 
Banknorth

TD 
Waterhouse 
USA / TD 
Ameritrade 
transaction

Privatized 
TD Banknorth

Acquired 
Commerce 
Bank

Acquired 
3 FDIC 
Assisted 
Banks* in 
Florida

Acquired 
Chrysler 
Financial

2000 2001 – 2004 2005 2006 2007 2008 2010 2011

Largest 
Retail Bank 
in Canada

Expansion in the 
U.S. Northeast

TD presence 
from Maine to 
Florida

Expansion into 
Auto Finance

Increasing Retail Focus        >         >         >         >         >         >         >         >         >         >         >         >         >         >         >         >

*Riverside Bank, First Federal Bank and AmericaFirst Bank
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Who We Serve

Canadian Personal and Commercial Banking

TD Canada Trust provides banking services to more than 
11.5 million customers across Canada, including fi nancial 
advice, mortgages, credit cards and everyday banking. 
More than 30,000 employees work for TD Canada Trust, 
most working directly with customers whether on the phone 
or at a branch. TD Canada Trust lives up to its promise of 
comfortable banking by being the most convenient bank 
with the longest hours of any bank in Canada.

TD Commercial Banking serves large and small Canadian 
businesses by offering a broad range of customized products 
and services.

TD Financing Services provides fl exible fi nancing options to 
customers at the point of sale, including automotive and 
recreational vehicle purchases, home improvement loans, 
and specialty mortgages. Through a nationwide network of 
dealers, retailers and brokers, TD Financing Services offers 
comprehensive lending programs with consistent, reliable 
and responsive service.

TD Insurance helps protect close to four million customers with 
a wide range or products including credit protection, life, 
critical illness, health, travel, home and auto insurance. Whether 
it’s through the branch network or our direct online model, 
TD Insurance is focused on delivering an exceptional experience 
and providing Canadians with insurance solutions that they 
understand and that suit their needs.

U.S. Personal and Commercial Banking

TD Bank, America’s Most Convenient Bank®, is one of the 10 
largest commercial banks in the U.S., with more than 25,000 
employees. The bank provides a full range of fi nancial products 
and services to more than 7.4 million customers through an ex-
tensive network of more than 1,275 convenient locations from 
Maine to Florida.

Wholesale Banking

With more than 2,700 people in 13 offi ces around the world, 
TD Securities provides a wide range of products and services 
to corporate, government and institutional clients who choose 
us for our knowledge, innovation and experience. Our services 
include liquidity, equities and fi xed-income trading and 
foreign exchange services, as well as investment banking and 
research services.

Wealth Management 

TD Wealth Management provides an offering of global online 
investing, advice, private client services and asset management 
to a large and diverse institutional and retail client base. In our 
global online investing channels, we have the leading market 
share in Canada and the U.K. through TD Waterhouse Discount 
Brokerage and TD Direct Investing. In the U.S., TD Ameritrade is 
the industry leader as measured by trades. Our North American 
Private Client Group provides a comprehensive offering of 
banking, trust and discretionary investment management to 
high-net-worth clients. TD Asset Management is a leading 
North American investment manager comprising of retail and 
institutional capabilities.

Americasb

Canada
United States
Barbados 

Europe 
Amsterdam, 
 The Netherlands 
Dublin, Ireland
Luxembourg
United Kingdom 

Asia-Pacifi c
Sydney, Australia
Hong Kong
Mumbai, India 
Seoul, South Korea
Shanghai, China
Singapore

Where We Operate

While our focus is North America, TD operates in 
many countries around the globe. The following 
map identifi es where we have a presence either 
through a Branch, Representative Offi ce or 
Agency of The Toronto-Dominion Bank, or a 
Principal Subsidiary. 
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What We Value

The TD Framework outlines our vision, mission and strategy 
along with our Guiding Principles and expectations of leaders. 
It outlines in a simple way who we are, what we stand for and 
how we get things done. It’s easy for employees to understand 
and incorporate in their day-to-day work. Most importantly, 
it applies to everyone at TD – no matter what business, level 
or location. 

The Guiding Principles are our most important values that 
help to guide the way we run our business. We use these seven 
principles as the basis for all bank activities, such as building 
business strategies or defi ning project objectives, evaluating 
performance and building new programs for employees.  

Our Leadership Profi le describes what we expect of our 
leaders. Great leadership is essential – it’s what differentiates 
successful organizations. We may not get it right all the time, 
but every leader – and aspiring leader – at TD is expected to 
strive to live by this profi le every day.

Our Business Strategy

TD’s core business strategy includes these high-level objectives:

• Be a North American bank
• Focus on retail earnings 
• Build a franchise business 
• Take only risks we understand and can manage

We will follow our guiding 
principles to:

Our Leaders:

Our Strategy:

Our Mission:

Our Vision:
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TD’s Economic Contribution

TD is a major employer, purchaser, taxpayer and fi nancial 
services provider. Our role in the economy is extensive. 
Our everyday business activities touch the fi nancial lives of 
millions of people and businesses. 

Our ongoing objective is to make sure that TD businesses are 
taking on only risks they understand and that are manage-
able within an acceptable level. And because of our disciplined 
approach to risk management, TD is one of the few global 
institutions that has not required government assistance. Our 
most direct contribution comes through maintaining a strong 
business with solid earnings and profi ts. This allows us to pay 
our employees and suppliers, contribute taxes and revenues to 
government and provide dividends to our shareholders. 

DIRECT ECONOMIC VALUE GENERATED IN 2011

(millions of Canadian dollars)

TD’s Total 2011 
Revenue

$21,594

Distributed Value Economic Value 
Retained

$7,013

1 Operating costs include occupancy, equipment, marketing, professional services and 
communications. Refer to the 2011 Consolidated Financial Statements for more information.

Operating costs1 3,881
Salaries and benefits 6,723
Taxes 2,076
Dividends 1,835
Community giving 66

A Strong Contributor to the Canadian Economy

TD helps support the Canadian economy and job market 
through direct and indirect channels. The direct channels refl ect 
TD’s actual spending on goods, services, salaries, benefi ts and 
dividends. TD also positively contributes to the Canadian 
economy through indirect channels. First, part of the salaries 
and dividends gets spent within Canada, although a large por-
tion of dividends are likely to be reinvested. There are additional 
knock-on effects from TD’s spending which lead to increased 
economic activity among other industries. Overall, it is estimated 
that in 2011 TD helped support a total of 114,000 full-time 
equivalent jobs and generated $10.4 billion in economic activity 
within Canada, both directly and indirectly. 

Direct 
$5.1 billion

Indirect
$5.3 billion

TD CANADIAN ECONOMIC IMPACT IN 2011
Total Economic Impact $10.4 billion

Source: Statistics Canada, TD Bank Group 2011 Annual Report

Direct 
51,437

Indirect
62,230

TD IMPACT ON CANADIAN FULL-TIME EQUIVALENT JOBS IN 2011
Total Full-time Equivalent Jobs 113,667

Source: Statistics Canada, TD Bank Group 2011 Annual Report 

For further details about our business strategy and fi nancial 
performance, see TD’s 2011 Annual Report to Shareholders.

MORE ON THE WEB:

Interview with CEO: “What do you 

see as TD’s role in society?”   
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Our Key Stakeholders

TD offers a variety of ways for stakeholders to contact us and let 
us know their needs and concerns. We actively maintain various 
channels of communication to learn what we are doing well and 
where we need to improve. 

In 2011, the corporate responsibility team began work on 
mapping stakeholders and their primary concerns. This research 
will continue into 2012. TD’s primary stakeholders include 
customers, employees, shareholders/investors and government/

regulators. Our secondary stakeholders include community 
organizations, industry associations, suppliers and non-
governmental organizations.

Detailed information about stakeholder feedback and key issues 
raised in 2011 can be found in these sections:

• Customer Feedback (p14)
• Employee Feedback (p21)
• Environmental Dialogue (p68)
• Stakeholder Panel Review (p74)

We interact with these stakeholder groups on a daily and/or 
weekly basis, with teams across TD dedicated to maintaining 
relationships and acting on the issues and concerns brought to 
our attention. We continue to offer an open-door policy with 
NGOs and interact as needs and opportunities arise.

Stakeholders Ways We Interact 2011 Indicators 

Customers •  Customer satisfaction surveys by phone, online, 
e-mail and focus groups.

• Mechanism for handling complaints
• TD Ombudsman
• Consumer associations

•  Customer Experience Index and Customer 
WOW Index (p14)

•  TD Ombudsman results and The Chairman 
Service Centre (p14)

Employees • Employee satisfaction surveys
• Focus groups and HR meetings
• Workplace health and safety committees
• Intranet comment engine
• Employee Ombudsman

• Employee Engagement Scores (p21)
• Employee Ombudsman (p22)

Shareholders and 
Investors

•  Annual Shareholder Meeting and quarterly 
earnings call

• Shareholder proposals
•  Dedicated Shareholder Relations team for 

retail investors 
•  Periodic meetings with investors on results, 

TD’s strategy and outlook
• Dedicated website for Investor Relations
•  Respond to investor queries via e-mail, phone 

calls and webcasts

• Quarterly shareholder reporting
• Nine investor conference presentations
• Seven road shows

Government •  Government Relations team for Canada and 
the U.S.

• Ongoing dialogue with regulators and policy-makers

• Public policy (p53)

Suppliers •  E-mail address, monitored by Strategic Sourcing, 
available on td.com

• Supply chain (p54)

Industry 
Associations

•  Industry association memberships, such as the 
Canadian Bankers Association

• Memberships with various multi-stakeholder groups

• Memberships

Communities •  Community Relations team for Canada, the U.S. 
and the U.K.

• Meetings, phone calls, e-mails and focus groups
• Dedicated website for some community programs
• TD Friends of the Environment Foundation chapters

• Community giving (p38)
• Employee volunteering (p38)

Non-Governmental 
Organizations 
(NGOs)

• Open-door policy
• Meetings, phone calls and face-to-face consultation
• Funding research projects
• Conferences and forums

• Environmental dialogue (p68)
• Community dialogue
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Our Material Issues

TD’s 2011 Annual Report provides a full discussion of the 
fi nancial risk factors that may impact TD’s future economic 
performance, including industry and bank-specifi c factors. In this 
report, we discuss the key social and environmental issues that 
are relevant to TD and our stakeholders both in 2011 and over 
the longer term. 

Our process to determine material issues involved reviews of 
independent stakeholder surveys and shareholder proposals 
submitted to TD, interviews with internal and external stake-
holders, a media analysis, and research on issues facing the 
banking industry. Through this process we compiled a compre-
hensive list of topics, which were then prioritized according to 
their signifi cance to TD, signifi cance to stakeholders and TD’s 
sustainability impacts. The results were reviewed and validated 
by TD’s Corporate Responsibility Steering Committee. In no 
prescribed order, here are the social and environmental issues 
that are most material to TD Bank Group:

Economic Conditions: Three years on from the most serious 
fi nancial crisis in decades, the effects are still being felt. In an 
economic downturn characterized by higher unemployment 
and lower family income, some customers are having challenges 
with their fi nances. Since the onset of the fi nancial crisis, we 
have redoubled our efforts to support customers during tough 
times. In 2011, we marked over 114,000 customers assisted 
through the TD Helps program which works to keep customers 
in their homes and prevent defaults on loan payments. See more 
on page 16.

Managing Risk: The Bank’s risk-management framework is 
made up of various processes and strategies for managing risk 
exposure and includes an Enterprise Risk Appetite Framework. 
We take risks required to build TD’s business, but only if those 
risks: 1) fi t TD’s business strategy and can be understood and 
managed; 2) do not expose TD to any signifi cant single-loss 
events; and 3) do not risk harming the TD brand. As part of this 
framework we track and monitor the social and environmental 
risks that are featured in this report; for example, the Bank’s 
ability to adapt to climate change impacts, especially within 
our insurance business, to build a diverse and inclusive work-
place, and to identify sustainability risks within TD’s supply 
chain. Refer to TD’s 2011 Annual Report for a full discussion 
on risk-management.

Financial Literacy/Education: As the world of personal 
fi nance grows increasingly sophisticated, so too does the skill 
set required to navigate through fi nancial decisions. Studies 
show a considerable number of Americans have a poor 
understanding of compound interest, and end up shouldering 
a disproportionate burden of credit card fees.c Six in 10 adult 
Canadians lack the desired numeracy skills for today’s 
economy.d One in four Canadians have diffi culty staying on 
top of their own fi nancial affairs.e 

Banks play a pivotal role in educating consumers about fi nancial 
products, ensuring that employees offer these products respon-
sibly and working with community organizations to increase 
fi nancial profi ciency in youth and adults. We recognize that 
making an impact on fi nancial literacy requires a long-term 
commitment, sustained funding and collaboration with many 
community, government, and education partners. Read more 
about TD’s efforts on fi nancial literacy on page 40.

Talent Strategy: Consistent with overall demographic shifts in 
North America, over 30% of TD’s employee population is over 
the age of 45 and will be eligible to retire within the next few 
years. There is intense competition for the best people in the 
fi nancial services sector. TD’s future performance depends to a 
large extent on the availability of qualifi ed people. Our business 
strategy is focused on creating an extraordinary workplace to 
attract and retain great people, which includes providing 
opportunities for career growth. TD invests in building talent 
and leadership at all levels in order to position the bank for 
continued success. See more on page 23.

Diversity and Inclusion: TD operates in many diverse commu-
nities. With declining birth rates, countries increasingly look to 
immigrant labour pools to help drive economic growth. 

TD’s mission aspires to “build a unique and inclusive culture.” 
We translate those words into action with active committee 
structures that treat diversity and inclusion as a business 
imperative. Our success in realizing this vision depends on TD’s 
ability to hire from broad talent pools, to develop leaders and 
promote without bias, and to refl ect the communities we serve. 
See more on page 30.

Greenhouse Gas Emissions and Energy: TD’s goal is to be 
an environmental leader among our peers, which starts with 
continuous improvement of our own energy requirements. 
Since 2010, TD has been a carbon-neutral bank, through active 
reduction of greenhouse gas emissions, the purchase of renew-
able energy, and the development of innovative carbon offsets 
with social benefi ts. With an aggressive growth strategy and 
the potential of new acquisitions, there is a continuing need to 
manage the greenhouse gas emissions of our business opera-
tions. See more on page 57.

Environmentally and Socially Responsible Financing: TD 
recognizes that traditional energy sources are fi nite and are 
becoming increasingly diffi cult and expensive to develop. Banks 
have a role to play in fi nancing responsible extraction of tradi-
tional energy reserves and laying the groundwork for renewable 
energy development and deployment. 

TD is committed to responsible development of natural 
resources that considers fi nancial, environmental and social 
aspects. We’ve strengthened our due diligence processes to 
ensure we’re comfortable with the activities we fi nance in all 
industries. See more on page 63.
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Corporate Responsibility at TD

Our Approach

Established in 2010, the Corporate Responsibility Priorities are 
relatively new, yet they refl ect aspects of this company that 
have been around for much longer. Our journey to build the 
priorities considered:

•  The Guiding Principles that provide a foundation for TD’s 
corporate values; 

•  The Leadership Profi le as a standard of behaviour expected 
from our leaders; 

•  The multitude of stakeholder interactions keeping us 
connected to the needs and concerns of those we affect; 

•  An understanding of materiality to help us navigate and assess 
immediate and emerging social and environmental issues; and

•  Finally, TD’s business strategy, which articulates the direction of 
the bank.

Taking all of these components, we crafted the following 
Corporate Responsibility Priorities:

BE CUSTOMER-
FOCUSED

•  Treat customers fairly, and provide support 
in tough times

•  Be the bank of choice for diverse 
communities

BUILD AN 
EXTRAORDINARY 
WORKPLACE

•  Build a fair, diverse and inclusive workplace 
that refl ects the communities we serve

•  Attract and retain great people and create 
opportunities for continued development

BE AN 
ENVIRONMENTAL 
LEADER

•  Continuously improve our environmental 
footprint

•  Manage the social and environmental risks 
of our lending and investment products

MAKE AN 
IMPACT

•  Contribute to the economic and social 
development of the diverse communities 
we serve

•  Be transparent about the way we conduct 
our business

•  Use suppliers who demonstrate socially and 
environmentally responsible practices

Our goals for diversity and inclusion are woven into the 
Corporate Responsibility Priorities for customers, employees 
and communities. In 2011, we sought feedback on these 
priorities from internal and external stakeholders to learn 
how we can improve. Read comments from the stakeholder 
panel on p78.

92% OF EMPLOYEES SURVEYED AGREE THAT TD IS 

A “SOCIALLY AND ENVIRONMENTALLY RESPONSIBLE 

ORGANIZATION,” WHICH RATES ABOVE THE AON 

HEWITT BEST EMPLOYER BENCHMARK (JUNE 2011 

AON HEWITT SURVEY).

Corporate Governance

Good corporate governance practice is an essential part of 
creating and sustaining shareholder value. The Board is 
responsible for setting “the tone at the top” for a culture of 
integrity and compliance throughout the bank. A strong 
corporate governance culture ensures that behaviour is ethical, 
legal and transparent.

Board Representation

2011 2010

Number of independent board members 16 15

% of female directors 37.5% 33.3%

% of visible minority directors 6.3% 6.6%

% of independent directors Over 94% Over 93%

Overview

•  We have a strong, independent Chairman with a clear 
leadership mandate in corporate governance.

•  The Board oversees management, considers and approves, 
on a continual basis strategic alternatives and plans, and 
approves all major strategy and policy recommendations for 
TD Bank Group.

•  The Board is responsible for setting the tone for a culture of 
integrity and compliance throughout TD.

•  The Board, its committees, the committee Chairs and the 
Chairman of the Board operate under written charters setting 
out their responsibilities.

•  The Board comprises high-calibre candidates with diverse skills 
and experience.

•  The Audit Committee of the Board, not management, is re-
sponsible for the relationship with the shareholders’ auditor.

The Board of Directors and the management of TD are commit-
ted to leadership in corporate governance. We have designed 
our corporate governance policies and practices to be sure we 
are focused on our responsibilities to our shareholders and on 
creating long-term shareholder value. TD’s policies and practices 
meet or exceed applicable legal requirements. We continuously 
monitor all proposed new rules and modify our policies and 
practices to meet any additional requirements. 

Role of the Chairman of the Board

The role of the Chairman of the Board is to facilitate the 
functioning of the Board independently of management and 
to maintain and enhance the quality of our corporate gover-
nance at TD. His key responsibilities are set out in the Charter 
of the Chairman of the Board, which is available on our website. 
Our current Chairman also serves as Chair of the Corporate 
Governance Committee and is a member of the Human 
Resources Committee.
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Overview of Corporate Governance Structure at TD

Directors’ Key Responsibilities

In addition to having the requisite skills and experience, all 
directors must meet the qualifi cations for directors set out in 
the Position Description for Directors of TD. According to the 
Position Description, directors are expected to serve TD and 
the long-term interests of its shareholders by supervising the 
management of the business and affairs of TD. In doing so, 
the directors are expected to:

•  meet the highest ethical and fi duciary standards;
•  demonstrate independence from management;
•  be knowledgeable and inquisitive about the issues facing TD;
•  apply good sense and sound judgment to help make wise 

decisions; and
•  display commitment through attendance at, preparation for 

and participation in meetings.

Directors are expected to fulfi ll these objectives through accoun-
tability, integrity, independence, involvement, contribution and 
commitment to the bank and its shareholders. Directors are also 
subject to the bank’s Code of Conduct and Ethics.

Shareholders Shareholders’
Auditor

Audit 
Committee

Risk
Committee

Corporate 
Governance
Committee

Elect Report

Appoint

AppointAppoint

Appoint

Management
Resources
Committee

Board of 
Directors

Management

Corporate Responsibility Governance

Corporate responsibility is a key part of TD’s strategy and is 
managed within a framework of internal control, governance 
and risk-management processes.

Group President and
Chief Executive Officer 

Corporate Responsibility
Working Committee 

Corporate Responsibility
Steering Committee   

 

 

  

Board of Directors  Corporate
Governance
Committee   

 

Corporate Citizenship 
Council 

 

For fi scal 2011, the Corporate Governance Committee’s role 
was to discuss TD’s corporate responsibility strategy with 
management and review the Corporate Responsibility Report 
and Public Accountability Statement. Going forward, this 
Committee will have oversight of TD Bank Group’s corporate 
responsibility strategy and performance. The following respon-
sibilities have been added to the committee charter, effective in 
fi scal 2012:

•  reviewing and assessing the Bank’s corporate responsibility 
strategy and reporting, including monitoring its environmental 
and social performance; and

•  keeping abreast of international trends and best practices in 
corporate disclosure of non-fi nancial performance and updat-
ing the Board on social and environmental issues, as necessary.

Group President and Chief Executive Offi cer Ed Clark has 
primary responsibility for ensuring TD acts as an exemplary 
corporate citizen.

Newly formed in 2011, the Corporate Citizenship Council 
is a senior executive committee that represents business group 
heads from Human Resources, Compliance, Marketing, Wealth 
Management, Insurance, Retail Banking, and Corporate Com-
munications. Meeting four times a year, the council is tasked 
with providing direction on TD’s corporate responsibility strategy, 
assessing our performance and looking ahead to emerging envi-
ronmental and social issues that may have an impact on TD and 
our stakeholders. The council also approves corporate donations 
over $100,000.
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The Corporate Responsibility Steering Committee operates 
at the vice-president level and includes representation from TD 
Environment, Community Relations, Diversity, Marketing, Supply 
Chain, Human Resources, Investor Relations, TD Economics, and 
Communications. The role and function of this committee are 
to contribute to the ongoing development of TD’s corporate 
responsibility strategy and program improvements.

The Corporate Responsibility Working Committee includes 
representatives from the key business units and stakeholder 
groups who contribute to the Corporate Responsibility Report. 
The role and function of this working committee is to support 
the development of the report and ensure information is 
presented accurately and refl ects current priorities. 

To ensure that TD’s community, environment and diversity goals 
are implemented throughout the business, we have dedicated 
teams in these areas. 

MORE ON THE WEB:

• Diversity Governance

• Environmental Governance

Conduct and Ethics

TD abides by several industry-leading codes of conduct and 
public commitments designed to safeguard employee and 
consumer interests.

TD Code of Conduct and Ethics

The Code provides a framework for how we interact with one 
another, our shareholders, customers, communities, suppliers 
and competitors. The Code addresses issues such as how to 
handle potential confl icts of interest and ensure confi dentiality 
of information. Employees understand clearly that any irregular 
business conduct, including bribery, corruption or insider trad-
ing, will not be tolerated. Any breach is considered a serious 
offence, and employees must report any possible violations they 
witness. The Code is published in English and French and applies 
to TD employees and directors. A version of the Code applies to 
contract workers in North America. In 2011 we added guidance 
to employees on prudent use of social media to protect our 
customers, the TD brand and our employees’ reputations.

As a responsible business enterprise and 

corporate citizen, The Toronto-Dominion Bank 

together with its subsidiaries and affi liates is 

committed to conducting its affairs to the highest 

standards of ethics, integrity, honesty, fairness 

and professionalism – in every respect, without 

exception, and at all times. While reaching our 

business goals is critical to our success, equally 

important is the way we achieve them.

Excerpt from The Code of Conduct and Ethics.  

Anti-Money Laundering/Anti-Terrorist Financing 
(AML/ATF)

To comply with anti-money laundering laws in Canada and 
other countries in which we operate, our Global Anti-Money 
Laundering Program encompasses these statutes and establishes 
minimum standards and requirements across all our businesses 
throughout the world. 

The Global Anti-Money Laundering Offi cer is responsible for 
oversight of the development and implementation of an AML/
ATF compliance program, including the development of AML/
ATF policies, on an enterprise wide basis, as required under 
Canada’s Proceeds of Crime (Money Laundering) and Terrorist 
Financing Act, and its accompanying regulations or as may be 
required under applicable legislation in any jurisdiction where 
TD, its subsidiaries or affi liates operate.

Anti-Bribery/Anti-Corruption (ABAC)

In 2011, TD implemented an Anti-Bribery/Anti-Corruption 
Policy which is now part of the Code of Conduct Attestation 
completed by all employees every year. The policy supports TD’s 
commitment to conducting its affairs in compliance with all laws 
applicable to its operations around the world and to the highest 
standards of ethics, integrity, honesty, fairness and profes-
sionalism. The policy provides guidelines about bribery, prohib-
ited conduct, gifts, entertainment and facilitation payments. 
Elements of the policy apply to agents, consultants, brokers or 
other intermediaries.

In addition, an Anti-Bribery/Anti-Corruption Committee was 
formed to provide senior executive oversight on the policy 
and to promote a culture where bribery and corruption are 
never acceptable. TD also reviews its operations, to assess the 
program effectiveness.
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Employment Equity Policy

Our Employment Equity Policy states: “TD Bank Group is 
committed to maintaining a workplace where the terms and 
conditions of employment are fair and non-discriminatory. It is 
the right of every employee to be treated with dignity and 
respect, within a work environment conducive to productivity, 
self-development and career advancement, regardless of race, 
national or ethnic origin, colour, religion, age, sex, sexual 
orientation, marital status, disability or conviction for an offence 
for which a pardon has been granted.” 

Internal Control Framework Policy

Extensive security systems are maintained to detect fi nancial 
crime, particularly fraud. Each of our businesses is subject to 
periodic reviews by our internal audit teams, who independently 
assess the level of risk and the effectiveness of internal controls. 

Whistleblower Program

TD has a confi dential whistleblower hotline for employees 
and other stakeholders. Employees can anonymously report 
any concerns regarding the integrity of TD accounting, internal 
accounting controls or auditing matters, as well as any 
concerns relating to ethical or legal matters or any allegations 
of retaliation.

Compliance Incidents

We respect and strive to comply at all times with all laws and 
regulations in jurisdictions where we operate. With more than 
20 million customers worldwide and hundreds of thousands of 
transactions completed daily, there are times when we do fall 
short and make mistakes, and our response is to act quickly and 
address the issue.

Compliance Incident Reporting

2011 2010 2009

Total number of legal actions for 
anti-competitive behaviour, anti-
trust and monopoly practices.

0 0 0

Monetary value of signifi cant fi nes1 
and total number of non-monetary 
sanctions for non-compliance with 
laws and regulations (in millions).

0 $11.22 $1.03

Monetary value of signifi cant 
fi nes1 and total number of 
non-monetary sanctions for non-
compliance with environmental 
laws and regulations.

0 0 0

1  We determine a signifi cant fi ne to be incidents that are of a regulatory nature and 
involve a fi ne of $1 million and above. Penalties of an administrative nature are not 
considered material. 

2  On December 17, 2009, the Financial Services Authority UK fi ned Toronto Dominion Bank 
(London Branch) £7,000,000 (CDN$11,236,000) for repeat systems and controls failings 
around the pricing of sophisticated fi nancial products. 

3  Refer to our 2009 Corporate Responsibility Report for an explanation of fi ne.

Accompanying Notes:
a  Based on Q4/11 adjusted earnings. For the purpose of calculating contribution by each business segment, adjusted earnings from the Corporate segment is excluded. The Bank’s 

fi nancial results prepared in accordance with GAAP are referred to as “reported” results. The Bank also utilizes non-GAAP fi nancial measures referred to as “adjusted” results 
(i.e., reported results excluding “items of note”, net of income taxes) to assess each of its businesses and measure overall Bank performance. Adjusted net income, adjusted earnings 
per share (EPS) and related terms used in this presentation are not defi ned terms under GAAP and may not be comparable to similar terms used by other issuers. See p.5 of the 
Fourth Quarter 2011 Earnings News Release (td.com/investor) for further explanation, a list of the items of note and a reconciliation of adjusted earnings to reported basis (GAAP) 
results. Retail includes Canadian Personal and Commercial Banking, Wealth Management, and U.S. Personal and Commercial Banking segments.

b  The Toronto-Dominion Bank Mexico Representative Offi ce closed effective October 31, 2011.
c  Lusardi, Annamaria and Peter Tufano, “Debt literacy, fi nancial experiences, and overindebtedness,” NBER Working Paper n.14808, 2009.
d International Adult Literacy and Skills Survey 2003.
e Canadian Taskforce on Financial Literacy.
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Our Approach

We want to deliver legendary experiences that will inspire our 
customers to trust us with more of their business and recom-
mend us to their friends and family. Every part of our business, 
and every employee, are measured on the contribution they 
make to our customers’ experience with us. Our approach is 
to treat customers fairly, support them when they go through 
diffi cult times and consistently deliver on our goal to be 
The Better Bank. 

 

Customer Feedback

To fulfi ll our promise of a legendary customer experience we 
strive to exceed customers’ expectations in service and conve-
nience. We fi nd out what service and convenience means to our 
customers through regular polling, surveys, focus groups and 
mystery shops. We then use that feedback and consider ways to 
go above and beyond in every customer interaction. 

Customers
Taking Responsibility – To Be Customer-Driven

2011 Challenge Our Response

•  Continuing economic turbulence and uncertainty created 
fi nancial diffi culties for many customers. 

•  In Canada we continued to support customers facing fi nancial 
challenges through TD Helps.

•  Greater diversity in many urban areas has led to a need for 
a more inclusive defi nition of convenience. 

•  We mirrored our U.S. store convenience by adding seven-
day-a-week banking in over 300 branches in urban centres 
across Canada.

•  Since the introduction of Regulation E requirements in the 
U.S., we’ve noticed an industry-wide increase in customer 
complaints about debit card declines and overdraft fees.

•  Rather than just complying with the new requirements, TD 
Bank launched a new product. TD Debit Card Advance helps 
customers manage their fi nances by avoiding debit card 
declines and avoiding additional fees by restoring the balance 
before the end of the day.

•  Maintaining our standard of customer service as we grow 
into new geographies and diversify our business. 

•  For the majority of customer-facing employees, compensation 
is directly linked to customer satisfaction results (Customer 
Experience Index and Customer WOW! Index). This provides 
a direct incentive to continue delivering legendary customer 
experiences at every opportunity.

•  Balancing needs-based selling with targets for 
sales growth.

•  We monitor sales and sales processes to make sure we are 
meeting customer needs.



Customer Experience Index 

We evaluate our performance through our Customer Experience 
Index (CEI) in Canada and our Customer WOW! Index (CWI) in 
the U.S. These indices help us to set targets and drive improve-
ment; the results have an impact on employee compensation. 
CEI and CWI measure our customers’ likelihood to recommend 
TD to their family, friends or colleagues. We also ask respon-
dents to rate our performance in a number of areas, such as:

•  showing we value our customers; 
•  listening carefully to understand our customers’ concerns 

and questions; 
•  providing prompt responses to requests; and 
•  showing genuine interest in helping our customers. 

Feedback from daily Customer Experience Index surveys helps 
branch managers identify specifi c areas for improvement. In 
2011, we contacted over 700,000 customers to determine 
customer experience levels. Due to an unwavering focus on 
CEI/CWI results and our employee commitment to delivering 
exceptional service, our 2011 results exceeded all targets, 
across all businesses.

•  TD Canada Trust achieved a year-over-year increase of almost 
10% in CEI.

•  U.S. employees continued to provide customers with an 
exceptionally high level of service, achieving an increase of 
almost 20% despite the integration of new customers from 
acquisition activity.a

Customer experience is measured through a third-party survey 
conducted throughout the year to measure how likely a 
customer is to recommend TD to a friend or colleague. The 
Customer Experience Index (CEI) is measured using a Net 
Promoter Score,™b which is calculated based on the response 
to a question; one example is: “Thinking about the entire 
experience you had during your most recent visit to the branch, 
how likely are you to recommend TD to a friend or colleague?” 
See KPI chart (p70) for actual CEI and CWI fi gures. 

Handling Complaints

We are committed to resolving customer complaints objectively 
and fairly and aim to resolve problems respectfully at the 
fi rst point of contact. Unsolved problems are rapidly referred 
to senior levels of management following our clear, four-step 
Customer Problem Resolution Process in Canada and the 
Chairman’s Service Center process in the U.S. While individual 
customer concerns remain confi dential, we use the overall 
data to highlight areas to improve. 

When complaints are not resolved, customers have the option of 
contacting the internal TD Offi ce of the Ombudsman in Canada 
or the Problem Resolution Committee in the U.S. These offi ces 
act as independent intermediaries, striving to come to a resolu-
tion that is timely, fair and reasonable to both the customer and 
the Bank. 

Canada

In 2011 we entered into an agreement with the ADR Chambers 
Banking Ombuds Offi ce to provide this independent review pro-
cess for our banking customers. We expect this arrangement will 
signifi cantly improve the average resolution time for concerns 
that remain unresolved after review by the TD Ombudsman. Use 
of the service is free to customers. 

In 2012 we will introduce First Point of Contact training to 
increase employee skills in working with customers to under-
stand and resolve their problems. 
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2012201120102009

TD CANADA 
TRUST

2012201120102009

TD BANK

2012201120102009

TD WEALTH 
MANAGEMENT

201120102009

TD SECURITIES

201220112010

TD INSURANCE

Targets Targets Targets† Targets†

Customer Experience Index Scores

†  Due to an adjustment in composite weighting in 2012, the 2012 targets are not comparable to previous years reported results.
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The number of complaints handled by our Customer Problem 
Resolution Processes saw a 1.5% decrease from 2010. The most 
common complaints relating to our branches were service levels 
and service delays, gaining access to funds and decline decisions 
on credit applications. The TD Ombudsman aims to conclude 
90% of fi les within 90 days and, in 2011, achieved a resolution 
rate of 93%. 

Complaint Resolution 

2011 2010 2009

Complaints investigated by 
TD Ombudsman

428 400 338

Complaints in which TD Ombudsman 
ruled in full or partial agreement with 
the customer or client

210 194 160

Complaints referred to the Ombudsman 
for Banking Services and Investments 
(OBSI)/ ADR Chambers Banking Ombuds 
Offi ce (ADRBO)

191 254 154

Complaints investigated in which the 
OBSI/ ADRBO made recommendations 
in favour of the customer or client

27 59 30

U.S.

In 2011, TD Bank implemented 15 signifi cant process improve-
ments to improve the customer experience based on feedback 
that we received.

Complaint Resolution 

Target 2011 2010

Total number of complaints 
referred to the Chairman’s Service 
Centre

– 4,087 3,907

Percentage of complaints 
resolved within the service level 
agreement (e.g., three days for 
service complaints)

80% 97% 96%

Service and Convenience

Redefining Bankers Hours

Our customers tell us that convenience means being avail-
able when and where they need us and that this is a key part 
of what they consider to be leading customer service. In most 
markets across Canada and the U.S. TD branches and stores are 
open longer and more frequently than our competitors. Surveys 
following the opening of seven-day banking in April 2011 in 
over 300 branches across Canada show that our customers now 
see evenings, Saturdays and Sundays as “regular hours.” 

IN 2011, TD BANK WAS RECOGNIZED AS BEST BANK 

ON THE EAST COAST BY MONEY MAGAZINE.

We consider the J.D. Power and Associates and Synovate awards 
important indicators of how well TD is performing in delivering 
service and convenience.

J.D. Power and Associatesc

For the 6th consecutive year, TD Canada Trust received the high-
est ranking in customer satisfaction, from the J.D. Power and 
Associates 2011 Canadian Retail Banking Customer Satisfaction 
StudySM. TD Canada Trust ranked fi rst overall in the Big 5 Bank 
segment and continues to be the only member of the Big 5 
Banks to win a J.D. Power award. Overall, TD Canada Trust leads 
other Canadian banks by a signifi cant margin – a 30-point gap 
over the ‘Big 5 Bank’ average – and we lead in highest satisfac-
tion scores for each region. 

Synovated

TD Canada Trust also received its 7th consecutive Synovate 
award for customer service excellence. Synovate’s annual awards 
program ranks the top fi ve banks and other fi nancial institutions 
in 11 Best Banking Awards categories. The 2011 ranking recog-
nized TD Canada Trust as an award recipient in all 11 categories 
among the Big 5 Banks. 

FOR THE THIRD YEAR IN A ROW OUR NORTH 

AMERICAN PHONE CHANNEL RECEIVED THE SERVICE 

QUALITY MEASUREMENT (SQM) GROUP’S NORTH 

AMERICAN CALL CENTER SERVICE QUALITY AWARD 

OF EXCELLENCE.

In 2011 we launched social media as a means to engage in di-
rect dialogue and feedback with customers and to help identify 
and resolve problems more quickly. A dedicated team provides 
customer support through social networks. In three months, we 
connected with 6,000 customers via either Facebook or Twitter.



TD Helps

Standing by Our Customers in Tough Times

In customer research and in focus groups, our customers 
continue to ask us to stand by them as they feel the impact of 
worldwide economic turbulence. 

In Canada, we’ve responded in several ways: 

•  TD Helps encourages customers to talk to us so we can help 
them get back on track before it’s too late. The practical solu-
tions we offer help personal customers keep their homes or 
manage their non-mortgage debt and small business banking 
customers manage their cash fl ow. Since its introduction in 
2009, this program has provided support to 114,737 
customers in Canada, 46,235 in 2011 alone. 

•  TD Helps also empowers employees to give customers a mod-
est, on-the-spot cash deposit where they see a real need. In 
2011, we helped 4,622 customers by giving emergency funds 
that are not a loan and do not need to be repaid.

“ You never know what life is going to throw your 

way. I had a long-time client visit me this morning 

overwhelmed with her fi nances as her husband is 

suffering from a mental illness. He has left her with 

a mountain of bills. She was close to tears and didn’t 

even have a quarter to put in the parking meter. We 

assessed her fi nancial situation and came up with a 

game plan. Before she left my offi ce I surprised her 

with some cash from the TD Helps Fund, just to help 

her get through to her next pay. Tears came to her 

eyes, and she said, ‘I can put gas in my car to go to 

work.’ Amazing how something so little can make 

such a huge difference in one’s life.”

Just one of the many stories employees submit 

about the impact TD Helps funds can have.

MORE ON THE WEB:

 Interview with TD Canada Trust 

CEO on TD Helps.  

Helping Customers Through the U.S. Mortgage Crisis

Although TD Bank did not participate in sub-prime mortgage 
lending in the U.S., the impact of a challenging economy has 
meant that some customers can no longer meet their mortgage 
obligations. TD Bank offers a proprietary Customer Assistance 
Program to help our customers fi nd solutions that will help them 
keep their homes or relinquish ownership when the fi nancial 
burden cannot be overcome. Since 2009, the program has ap-
proved more than 1,000 solutions including note modifi cations, 
repayment plans, debt extensions, deed in lieu and short sales at 
market value. 

Our specialists understand the importance of working with 
customers from the point of default through the diffi cult process 
of foreclosure, which due to high industry volumes, can take the 
courts anywhere from 18- to 36 months to complete. During 
this time, we continue to try to reach the customer to discuss 
appropriate home retention options. 

“ I had the pleasure of working with a customer who 

recently joined TD Bank and was in need of assis-

tance. After trying to get help from her previous bank 

for more than a year, she was feeling frustrated and 

at a dead end by the time she reached our Loss 

Mitigation team. For the next few months, we 

worked together in a joint effort to save her home 

from foreclosure. 

In November the customer successfully completed the 

qualifying payment plan and was ready for the fi nal 

modifi cation. In an effort to start her holiday season 

off well, we worked diligently to draw the paperwork 

and get documents to her as quickly as possible. 

The day before Thanksgiving, the modifi cation was 

booked and, for the fi rst time in a long time, her 

mortgage was current!

While the Loss Mitigation case is now closed, this 

customer and I will connect every month to process 

her payment and maintain a very important relation-

ship. In her words, calling me in the next few months 

will remind her of the second chance she’s been 

given. This experience was something we can both be 

thankful for.”

Courtney James, Loss Mitigation Specialist, TD Bank 
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Data Security and Privacy

A Safe and Secure Banking Experience

Our customers tell us that it makes a big difference in their lives 
when they can have confi dence in the banking system, the 
safety of a bank account and their own savings. We are com-
mitted to managing our business in a way that reinforces their 
confi dence and protects their information. We do this through 
compliance with external regulations, as well as through a range 
of internal policies, including those that cover: 

1. our Code of Conduct and Ethics (p16);
2. anti-money laundering and anti-terrorist fi nancing (p16); and
3. information security and fraud protection. 

Information Security and Fraud Protection

TD has a dedicated team of security and fraud-management 
professionals who develop and oversee security standards to 
protect our systems and our customer information against un-
authorized access and use. They continually assess our security 
programs to ensure they are robust and refl ect global trends 
and standards to ensure our customers can place complete 
confi dence in our facilities and reduce the risk of unauthorized 
transactions resulting in fraudulent activity. We guarantee 100% 
reimbursement for losses from unauthorized online banking/
brokerage activity.

•  TD has a comprehensive technology risk-management and 
information security program in place to help keep confi dential 
and private information secure and protected. This program 
helps protect TD’s web banking and brokerage websites, as 
well as internal systems from unauthorized access. 

Privacy

We have privacy programs and practices in place across our 
global operations that help protect our customers’ information. 
These privacy practices comply with applicable privacy laws in 
countries where we do business.

•  Privacy at TD comprises of the Global Privacy Offi ce and 
Privacy Offi ces/Offi cers who are responsible for privacy, data 
protection and banking secrecy. Their mandate is to enhance 
and coordinate the privacy function at TD.  

•  TD employees complete mandatory formal privacy training 
as part of our overall strategy to instill a strong privacy mind-
set in our workforce. In Canada and the U.S., privacy and 
security web pages help customers understand how to 
identify and protect themselves against theft, e-mail scams 
and other fraud risks. We reinforce the fact that we do not 
ask customers to provide personal or log-in information 
through unsolicited e-mail. 

Substantiated Privacy Complaints in Canada

2011 2010 2009

Privacy complaints made by customers 
in which the Offi ce of the Privacy 
Commissioner of Canada ruled in 
favour of the customer 

1 5 5

Phishing

According to researche the global fi nancial services industry 
accounts for over 47% of phishing attacks. To help inform 
and educate customers about phishing, in 2011, TD posted 
an animated video on YouTube. 

Compliance Training 

Employees complete compliance courses on various topics re-
lated to consumer protection and responsible business conduct. 
Successful completion is mandated and monitored. Additional 
training, job aids, meeting planners and other learning tools are 
also made available to employees to help ensure awareness of 
and compliance with consumer protection measures, includ-
ing anti-corruption policies and procedures in the U.S. We are 
responding to increased regulatory pressure about compliance 
by introducing additional tools and training in 2012. 

Key Compliance Training Programs: Completed by: 

In Canada

Consumer Protection Employees in relevant 
   job functions 

Privacy All

Information Technology 
   Security Awareness

All

Anti-Money Laundering All

In U.S.

Privacy and Information Security All

Compliance All

Bank Secrecy Act/Anti-Money 
   Laundering 

All

TD Code of Conduct and Ethics All

Avoiding Sexual Harassment All

Ethics for Bankers All

Community Reinvestment Employees in relevant 
   job functions

Fair Lending Employees in relevant 
   job functions

Information Asset Protection 
   Fundamentals

Employees in relevant 
   job functions
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Responsible Products

From bank accounts, credit cards and mutual funds to loans and 
mortgages, we design all of our products and services to:

•  align with our corporate values and Guiding Principles;
•  adhere to strict internal development standards, risk 

management processes and industry codes of conduct; and
•  meet or exceed all applicable laws and regulations where 

we operate.

Transparent Product Information

We want to help our customers understand the fi nancial 
products and services they purchase. Our employees are trained 
to take suffi cient time to explain issues and answer questions. 
We make product and fee information readily available in our 
branches and investment centres, as well as on our websites, 
and we present it in clear, easy-to-understand language. 

Responsible Sales and Marketing

In countries where we operate, TD meets or exceeds the laws 
and regulations requiring us to disclose basic information about 
the fi nancial products and services we offer. We ensure that our 
products and services meet genuine needs and that customers 
do not feel any undue pressure to buy unwanted products 
or services.

Promoting our products and services responsibly is also a fund-
amental obligation. TD has programs and processes in place, 
including internal legal reviews, to ensure adherence to laws and 
regulations related to marketing communications, which include 
advertising, promotion and sponsorship. 

•  TD was an active participant in discussions to promote legisla-
tive change in Canada to reduce the maximum mortgage 
amortization from 35 to 30 years for all fi nancial institutions to 
help prevent over-indebtedness.

Product and Services Incident Reporting

2011 2010 2009

Incidents of non-compliance with regu-
lations and voluntary codes concerning 
any form of marketing communications 
of products and services.

11 12 0

Incidents of non-compliance with regu-
lations and voluntary codes concern-
ing any form of the health and safety 
impacts of products and services.

0 0 0

Incidents of non-compliance with 
regulations and voluntary codes/
commitments concerning consumer 
products and services3.

0 0 0

1  Advertising Standards Canada raised concerns about a claim in a newspaper advertise-
ment that TD Canada Trust offered a “No Down Payment Mortgage” after the product 
was no longer available. An outdated, inaccurate version of the advertisement was placed 
by an individual mortgage specialist, in error, and without the approval of TD. TD placed a 
correction notice in the local newspapers that carried the advertisement.

2  Advertising Standards Canada raised concerns about a claim in a television ad that TD 
Canada Trust is open from “8 ’til late.” They determined our reference to branches that 
do not open at 8 a.m. was not communicated in a suffi ciently clear manner. The ad had 
already been withdrawn before the complaint was received.

3  As determined by the Financial Consumer Agency of Canada.

Responsible Sales Management

We balance our practice of rewarding our employees for sales 
performance with a system of checks and balances to ensure 
that solutions offered are in the best interests of each customer. 
Responsible sales management begins with product and fi nan-
cial advice training that promotes a solid understanding of TD’s 
culture and selling practices and continues through the tools 
we ask employees to use in their customer conversations. These 
tools guide the questions the employees ask and the customers’ 
answers guide the choice of solutions offered. 

We monitor sales and sales processes and observe and coach 
employees regularly to ensure that what they do is in the cust-
omer’s best interest. For some of our top recognition programs, 
high-performing employees must pass an audit before being 
considered for an award.

Responsible Investment Advice

TD employees who provide investment advice are guided by 
Know Your Customer policies and suitability rules. Through 
discussion and analysis, the advisor establishes a client’s fi nancial 
objectives, goals and aspirations. The advisor asks a set of 
questions designed to clearly understand the client’s investment 
objectives, tolerance for risk, and the time period over which he 
or she plans to invest. The advisor is then able to make invest-
ment recommendations based upon the client’s needs.

We encourage clients to meet with an advisor on a regular 
basis to ensure any changes in their personal circumstances are 
refl ected in their overall investment strategy. 

Inclusive Banking

As a fi nancial services provider we have a role to play in support-
ing access to banking services to help people help themselves. 
We provide a variety of special products for seniors, students/
youth and low-income customers. 

In Canada we offer a number of low-cost banking options:

•  We offer all of our customers the option of the Value Account, 
a low-fee, basic banking option. 

•  For seniors, TD offers the Plan 60 chequing account, which 
features unlimited transactions and special discounts. 

•  For young people, we offer a Youth Account, providing free 
unlimited transactions for those under 19 years of age; TD 
also offers a Value Plus for Students Account with 25 monthly 
transactions and no monthly fee for full-time post-secondary 
school students. 

•  We comply with Canadian government Access to Basic Bank-
ing Services regulations by cashing federal government-issued 
cheques that are $1,500 or less at no charge for non-
customers with proper ID. 

•  TD opens personal accounts regardless of whether a person is 
unemployed, is or has been bankrupt or is unable to make an 
initial deposit, as long as required conditions are met. 
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Accompanying Notes:
a  Riverside National Bank of Florida, AmericanFirst Bank, First Federal Bank of North Florida and the South Financial Group.
b  The Net Promoter Score™ is the percentage of customers who are promoters less the percentage of customers who are detractors.
c  TD Canada Trust received the highest numerical score among the big fi ve retail banks in the proprietary J.D. Power and Associates 2011 Canadian Retail Banking Customer 
Satisfaction StudySM. Study based on 12,740 total responses. Proprietary study results are based on experiences and perceptions of consumers surveyed February – April, 2010. 
Your experiences may vary. Visit jdpower.com

d  Rated #1 for “Customer Service Excellence” among Canada’s fi ve major banks by an independent market research fi rm, Synovate, for the seventh year in a row. The Synovate Best 
Banking Awards for 2011 were based on survey responses from 40,353 households yielding 60,641 fi nancial institution ratings for the year ended August 2011, regionally and 
demographically representative of the entire Canadian population. Known as the Customer Service Index, the survey has been in existence since 1987.

e Mark Monitor Fraud Intelligence Report First Quarter 2011.

IN 2011, TD BANK FUNDED 144 LOANS TOTALING 

$1.3 MILLION THROUGH HELPING HANDS. 

THE LOAN PROGRAM ENABLES MODERATE-INCOME 

CUSTOMERS TO FINANCE HOME IMPROVEMENTS 

AT A DISCOUNTED RATE.

In the United States we provide banking accounts and services 
to lower-income families, those on government assistance 
and students.

•  Our Simple Checking Account has a $3.99 monthly mainte-
nance fee ($2.99 with paperless statements) and does not 
require a monthly minimum balance.

•  Our Student Checking Account has no fee and no minimum 
balance requirement. Two overdraft fees can be waived in any 
year. Student Checking Account customers can also open a 
maintenance-fee-free Convenience Savings Account. 

•  Our 60 Plus Account has a low minimum balance requirement 
and comes with free standard checks, money orders/cashier’s 
checks and discounts on safe deposit boxes. 

Small Business

Helping Small Business Owners Contribute to 
the Canadian Economy

In many communities, small businesses are the lifeblood of the 
economy and that’s why TD consistently stands behind these 
vital enterprises. Our support for small business includes access 
to fi nancing, specialized services and advice, and education.

Access to Financing

Small business credit products are available at all TD Canada 
Trust branches. To better assist small business customers who 
have complex credit needs, TD Canada Trust Small Business 
Advisors support over half our branches across Canada. These 
advisors seek to understand the unique needs of each business, 
offer proactive and innovative solutions, provide expert advice 
and help customers obtain the right products and services.

In 2011 TD Canada Trust provided small business 
customers with over $1.98 billion in new and increased 
credit authorizations.

TD Canada Trust continued to participate in the federal govern-
ment’s Canada Small Business Financing Loan (CSBFL) program. 
In fi scal 2011, more than $164 million was funded through TD 
Canada Trust under the CSBFL program. This represented the 
third highest value of loans funded under the program among 
all participating fi nancial institutions. Over 55% of TD Canada 
Trust’s loans were made to start-up businesses (with less than 
one year in business).

TD Canada Trust also continued to participate in the Canadian 
Agricultural Loans Act (CALA) program that gives farmers easier 
access to credit. 

TD Canada Trust completed some signifi cant initiatives in 2011 
designed to enhance the small business and farm customer’s 
experience when obtaining credit products:

•  The national launch of a new credit adjudication and fulfi ll-
ment platform.

•  The re-launch of enhanced tools and resources available on 
the TD Canada Trust website. These tools and resources 
address the needs of small business customers when starting 
or buying a new business, running a business, expanding a 
business or selling a business.

In 2012, we plan to launch several enhancements to our Busi-
ness Mortgage and Long Term Farm Loan products to broaden 
their appeal and provide additional access to credit.

In the U.S. TD Bank provides commercial and small business 
lending through traditional loans and lines of credit, specialty 
fi nancing, and government-backed small business loan 
programs. TD Bank is growing its services in Asset Based Lend-
ing, Leasing and Equipment Finance, Cash Management and 
Merchant Services, as well as international functions such as 
Global Trade Finance and Foreign Exchange. In 2011, TD Bank 
was the top Small Business Administration (SBA) Lender (by 
dollar volume) in Connecticut and South Carolina during the 
SBA’s fi scal year.
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Our Approach

What is an Extraordinary Workplace?

We want our employees to feel engaged in what they do, 
empowered to make a difference, excited by opportunities to 
develop and grow to their full potential, and recognized for 
their unique contributions. 

We aspire to be increasingly inclusive by identifying and elimi-
nating barriers or biases. We celebrate and welcome difference 
and work to constantly improve our employees’ experience. 

The TD culture has many elements: our drive to deliver excep-
tional customer service; our passion for the environment and for 
giving back to the communities we serve; and our determination 
to create a unique, diverse, respectful and safe workplace for 
our employees to grow and develop. 

It doesn’t happen overnight, and there are many steps along the 
way to building the workplace we want to see across TD.

TD WAS AGAIN NAMED ONE OF THE BEST 

WORKPLACES IN CANADA BY THE GREAT PLACE 

TO WORK INSTITUTE AND HELD THE #2 SPOT IN 

COMPANIES WITH MORE THAN 1000 EMPLOYEES. 

88% OF EMPLOYEES SURVEYED IN CANADA 

STATED THAT TD IS A GREAT PLACE TO WORK.

I can go to anybody in TD and instead of saying, 

“I’m different from you,” I can say, “I’m different, 

just like you.” And TD wants you, and me, just the 

way we are.

Tim Thompson, SVP, TD Canada Trust

Workplace
Taking Responsibility – To Build an Extraordinary Workplace

2011 Challenges Our Response

•  Making sure that we have people in place with the right mix of skills 
and experience to take on leadership roles as TD continues to grow.

•  Building our leadership pipeline continues to be a priority, as does 
ensuring robust succession planning at senior levels.

•  We continue to focus on skills and leadership development for execu-
tives, as well as development for managers below the executive level. 

•  We constantly challenge ourselves to hire from the broadest possible 
talent pool.

•  Global competition for top talent continues. •  As a result of TD’s positive international reputation, we have success-
fully attracted global talent to further deepen our talent pool.

•  Maintaining and evolving the successful TD culture as we acquire 
new businesses and expand into new regions.

•  The TD Framework, Guiding Principles and Leadership Profi le clearly 
establish who we are and what we expect of our employees. We 
reinforce the framework through all of TD’s programs and activities, 
including communications, learning and development programs, 
objective- and goal-setting and our performance management system. 

•  We integrate new businesses and teams into the existing culture, 
while being mindful of their regional differences and strengths.
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Employee Feedback

Measuring Employee Engagement

We track employee engagement through TD Pulse, a company-
wide internal survey conducted twice a year and open to every 
employee, including those on leave, in all countries of operation. 
The surveys are managed by an independent third party, with a 
participation rate of 86% of our global workforce. 

In addition to the list of survey questions, we ask employees to 
tell us “two things TD could do to make this a better place to 
work.” In 2011, the most common suggestions related to up-
grading technology, career development opportunities, fl exible 
work options and compensation. 

Entry and exit surveys are used to better understand how em-
ployees rate their experience of joining TD or choosing to leave. 
Newly hired employees are asked to rate TD on the hiring and 
recruiting process and if they felt supported during the fi rst few 
months on the job. 

Through all of these surveys, common feedback, issues or trends 
are used to identify opportunities and guide future improve-
ments to the employee experience.

Employee Experience Index

The Employee Experience Index (EEI) is calculated using the 
average response (on a scale of one to fi ve) to three questions 
on employees’ feelings of accomplishment, pride in TD and their 
plans to be with TD in one year.

•  The EEI survey uses a fi ve-point scale ranging from 1: Strongly 
disagree to 5: Strongly agree. See KPI chart (p70) for actual 
fi gures.

•  The EEI score has improved from fall 2010 to fall 2011, 
bolstered by an 11-basis-point increase for TD Bank in the U.S. 

•  In Canada, the EEI score has not changed signifi cantly over the 
last two years. 

last two years. 
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TD Pulse

In addition to the EEI questions, TD Pulse provides employees 
with an opportunity to rate 19 other aspects of their work envi-
ronment. Year over year, TD improved on all 22 questions in the 
TD Pulse survey. Below is a selection of questions that link most 
directly to corporate responsibility.

Additional questions on TD pulse:

•  I feel comfortable bringing work-related concerns to 

my manager.

•  My manager provides ongoing feedback that helps 

me improve my performance.

•  In the last 6 months, I have had opportunities to 

develop my skills and abilities.

•  I am able to achieve the balance I need between 

my personal life and my work life at TD.

•  Flexible work options are supported in my work group.

•  TD is genuinely committed to the well-being of 

its employees.

•  TD treats employees fairly regardless of their age, 

family/marital status, gender, disability, race/colour, 

religion, or sexual orientation.

•  TD takes a genuine interest in the well-being of 

communities in which it does business.
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Additional Channels

We listen to employees and gather feedback in a variety of 
ways, ranging from surveys, one-on-one discussions, meetings 
with executives, and 360° feedback to managers, to HR/
employee meetings, town halls and cross-country road shows. 

For employees who may not be comfortable speaking directly 
with their manager or human resources, the following options 
are available to help address issues or concerns: 

Employee Ombuds Offi ce: Offering employees a safe place to 
be heard, with confi dential, neutral, off-the-record assistance on 
work-related issues.

As our business grows, the TD Ombuds offi ce serves a broader 
employee population (26,000 U.S. employees in 2010 and 
4,300 TD Insurance employees in 2011).  The rise in call volumes 
over the last three years refl ects the broader organizational 
support provided.

20112011

2010

2009

1,170

1,202

970

EMPLOYEE OMBUDS OFFICE

Number of calls received from employees seeking assistance

The Employee Complaint Resolution Process: 

Clearly defi ned and easily accessible through our intranet, the 
process ensures that the complaint is formally documented, 
received by the right people and handled quickly without fear 
of reprisal.

TD Whistleblower Program (see p12)

Labour Codes and Human Rights

In every country where TD operates, we support and respect 
the protection of human rights, adhering to, and in many 
cases, exceeding all applicable labour laws and standards 
addressing issues such as equal pay, hours of work and child 
labour. We also voluntarily support international proclamations 
about human rights, such as the Universal Declaration of 
Human Rights. 

We have developed our own policies, guidelines and procedures 
to protect and promote human rights throughout our opera-
tions; for example:

•  Our Harassment, Discrimination and Violence in the Workplace 
Policy articulates our commitment to providing a work environ-
ment free from any form of harassment and unlawful discrimi-
nation, where every employee, customer, client, independent 
contractor and third party is treated with dignity and respect. 

•  Diversity is a strategic business initiative. Our objective is to be 
an inclusive bank – one that understands, honours and values 
the diversity of customers, employees and the communities in 
which we live and work. Our mission is to have a unique and 
inclusive employee culture. 

•  TD educates employees on relevant human rights issues 
through various communications and learning programs, 
including diversity and inclusion training. A central team within 
TD also advises our HR practitioners on human rights issues, 
and our commitment to human rights is refl ected in business 
decisions ranging from the suppliers we choose to the invest-
ments we make.

Respecting Employee Rights

When it comes to employee-management relations, we 
adhere to the highest standards and strive to create a positive 
working environment where employees don’t feel the need 
for third-party representation. We prefer to work directly 
with employees; however, we respect their right to choose 
third-party representation. 

TD General Insurance has a long-established bargaining unit 
of 310 employees, or 0.36% of our total employee population, 
represented by the Teamsters Union at one of our 
Montreal locations. 

Respecting Human Rights 

2011 2010 2009

Substantiated complaints or Incidents 
alleging discrimination upheld by a 
human rights tribunal

0 0 0

Complaints of incidents involving 
violations of indigenous rights

0 0 0

Operations identifi ed in which the 
right to exercise freedom of 
association and collective bargaining 
may be at signifi cant risk

0 0 0

Operations identifi ed as having 
signifi cant risk for incidents of 
child labour

0 0 0

Operations identifi ed as having 
signifi cant risk for incidents of forced 
or compulsory labour

0 0 0
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Recruitment

Our recruitment activities are designed to make sure we’re well 
positioned to meet future business needs across North America.

Our external Careers site offers information on Canadian, U.S. 
and global opportunities. User-friendly tools and resources 
include video FAQs with sign language interpretation and an 
online recruiting system. Candidates can create and update 
an electronic profi le of their skills and work experience. As much 
as possible, we hire local residents within our signifi cant areas 
of operation.

Against a backdrop of U.S. unemployment rates reaching 
10% in some regions, TD is considered a stable employer with 
growth potential. Employees are attracted by TD’s Aaa credit 
rating, conservative risk culture and strong governance.a In the 
past year, our workforce population has grown by over 4,000 
employees, which includes 1,600 new jobs in Canada and 
approximately 400 new jobs in the U.S. While we don’t have 
specifi c policies or tracking about local hiring of employees or 
management, we do strive to make our branches and workforce 
refl ect the communities we serve.

Welcome to TD is an orientation e-learning course for new 
employees. Launched during 2011, it introduces them to 
TD culture through interviews with employees and executives 
about who we are, what we stand for and what makes TD 
an extraordinary place to work.

We believe in open access to all internal career opportunities. 
Our practice is to post all jobs up to, and including, the vice 
president level. Although TD has a strong commitment to 
developing leaders from within, due to rapid growth and the 
increasing complexity of our business, we have hired external 
executive candidates with the specifi c skills we need. 

“ When I joined the bank, I felt very welcomed. I felt 

I could develop to the best of my abilities and that 

I would be encouraged, nurtured, and celebrated 

for the person I am and the success I could have in 

my career.”

Helen Reagh, IT Manager, TD Securities

Career Edge

TD is a founding member of Career Edge in Canada, a national 
internship program that offers placements to gain practical 
experience to three types of candidates: new graduates, interna-
tionally qualifi ed professionals seeking a fi rst job in Canada, and 
graduates with disabilities. TD hosted 34 Career Edge intern-
ships in 2011, bringing the total to 468 since the program’s 
inception in 1996.

CASE STUDY 

After six years at home raising her four children, Anne 

Pemberton wanted to return to work but was daunted by 

the thought of dusting off her resume and re-establishing 

a professional network. The Back to Work Program at 

the University of Toronto’s Rotman School gave her the 

opportunity to refresh her skills and rebuild her confi dence. 

Upon completion of the program, TD hired her as a Back 

to Business Associate in the Phone Channel. “This is a 

mutually benefi cial course,” says Sue Cummings, SVP 

Human Resources. “TD is a lead sponsor of Back to Work, 

a program that increases the number of available women 

with tremendous life and leadership skills who can play 

an important role in TD’s future.”
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Retention

The higher employee turnover in the U.S. is largely due to a 
more competitive environment. With over 3,000 U.S. fi nancial 
institutions competing for talent, we see higher voluntary move-
ment than in Canada.

Employee Turnover

2011 2010 2009

Canada1 

Voluntary2 8.60% 7.80% 6.50%

Involuntary3 3.30% 3.13% 3.24%

Retirement 1.10% 1.05% 0.85%

TOTAL 12.86% 11.98%  10.59%

U.S.4

Voluntary2 17.60% 18.80%5 17.80%

Involuntary3 8.40% 8.87%5 8.79%

Retirement 0.40% 0.44%5 n/a6

TOTAL 26.42% 28.10%7 26.59%

1  2010 and 2009 Canadian data excludes TD General Insurance as this data is not available 
and cannot be reasonably estimated.

2  A voluntary exit from TD occurs when the employee chooses to leave TD.
3  An involuntary exit from TD occurs when employment is terminated. 
4  2011 U.S. data excludes TD Auto Finance, which was acquired in April 2011, as this data 

is not available and cannot be reasonably estimated.
5  2010 data has been restated due to system process changes which more accurately refl ect 

the turnover categories.
6  2009 U.S. fi gures for voluntary turnover includes retirees.
7  Excludes The South Financial Group as this data is not available and cannot be reasonably 

estimated.

Annual Turnover by Age and Gender 

The results show that turnover continues to be higher among 
our younger employees, which likely refl ects greater job mobility 
for those under 30. Our internal TD Pulse results in both the U.S. 
and Canada indicate that the level of engagement of employees 
is consistent across all age groups.

Annual Turnover by Age and Gender

Canada 2011 2010

Female 11.79% 11.15% 

Male 14.78% 13.59% 

<30 Years 19.72% 19.74% 

30–50 Years 9.23% 7.60% 

>50 Years 10.23% 9.53% 

Total 12.86% 11.98% 

Transitions

As part of our commitment to be a best run company, we look 
for ways to streamline our operations and simplify our processes 
so that we can improve the value and service we provide our 
customers. Sometimes these changes result in the consolidation 
or reassignment of work. To minimize the impact of these deci-
sions on our employees, TD’s practice is to:

•  keep employees informed;
•  offer employees the opportunity to apply for other internal 

positions;
•  make every effort to minimize the overall impact through 

natural attrition and by managing our hiring levels in advance; 
and 

•  provide appropriate support, including Employee Assistance 
Programs.

In cases of job loss, our approach is to:

•  provide employees with a minimum of 30 days’ notice where 
possible (60 days in the U.S.); 

•  offer severance packages that comply with and/or exceed 
regulatory requirements and industry best practices; and 

•  provide access to outplacement services to help affected 
employees fi nd suitable roles outside TD.
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Compensation and Benefits 

The objective of our compensation strategy is to attract, retain 
and motivate high-performing employees to produce long-term 
profi table growth. To achieve this, TD’s compensation includes 
base salary and performance incentives that are aligned with 
the bank’s strategy and business objectives and are competitive 
within our industry. We work to ensure a consistent approach 
to compensation across TD that fosters a pay-for-performance 
culture. In 2011, we spent $6.7 billion in employee 
compensation and benefi ts.

INCREASED EMPLOYEE SPEND
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Incentive compensation

Salaries             

Compensation is designed to be fair and without discrimination, 
and we regularly conduct market research to ensure that it is 
competitive in the markets in which we compete. The majority 
of employees receive a base salary and an incentive compen-
sation award. Typically, incentive compensation is based on a 
combination of fi nancial and non-fi nancial measures. For the 
majority of employees and executives, non-fi nancial measures 
include Customer Experience Index and Customer WOW! Index 
results. Individual incentive compensation awards are also based 
on individual performance, again evaluated on both fi nancial 
and non-fi nancial measures.

For bank executives and some other employees, whose actions 
could have a signifi cant impact on the risk exposure of TD, a 
signifi cant portion of compensation is deferred and is tied to the 
bank’s share price to ensure that decisions are made in the best 
long-term interests of shareholders. Share ownership require-
ments apply to some executives who must hold a multiple of 
their salary in bank shares or share units. The share ownership 
requirements increase with the level of the executive, up to a 
multiple of 10 times salary for the Group President and CEO. 
The most senior executives must maintain their required share 
ownership for up to two years after retirement to ensure that 
they plan for proper succession and for continued business 
and long-term shareholder value growth after they leave. More 
details on our executive compensation structure can be found in 
TD’s Proxy Circular.

Retirement and Benefits

When designing benefi t programs for TD employees, we aim to 
ensure employees have a minimum level of essential protection 
to act as a safety net in the event of death, disability or a serious 
illness. This philosophy also extends to our retirement programs, 
where a minimum level of Bank-paid benefi t is provided, regard-
less of whether an eligible employee contributes to a plan. 
Our broad range of retirement, benefi ts, savings and wellness 
programs give employees fl exibility and choice so they can meet 
their needs and the needs of their families. 

In 2011, we introduced a Wellness Account (Canada). The 
online account allows employees to use TD-paid benefi t credits 
to pay for fi tness programs and equipment, health improvement 
programs and various types of counselling and preventive items 
for themselves and eligible family members.

MORE ON THE WEB:

 Overview of benefi ts for 

TD employees.

Health and Safety 

We aim to keep staff healthy and safe wherever they are work-
ing. Our employees and managers play a valuable role in main-
taining TD’s excellent Health and Safety (H&S) record. 

In Canada, we have a National Policy H&S Committee, H&S rep-
resentatives at each work location (over 1,500) and H&S training 
for all managers and H&S representatives. In the U.S., TD Bank 
has 13 Safety Committees involving 185 employees who meet 
quarterly. Some of our initiatives include:

•  best-practice ergonomic standards, which are applied to 
branch and building design and refurbishments;

•  tools to support employees working away from a typical offi ce 
environment; 

•  a comprehensive H&S training program, including mandatory 
courses for all managers and H&S representatives; and

•  a dedicated intranet resource with information on a range of 
health issues and communicable diseases, such as malaria and 
tuberculosis. 

The majority of disabling injuries within the fi nancial services 
industry are a result of slips or falls on icy surfaces or due to 
tripping on a loose cord or irregular carpeting. The difference 
in relative numbers of employee days absent in Canada and the 
U.S. is a function of different reporting requirements in each 
country. In Canada the requirement is to report accidents, such 
as slips, trips and falls. In the U.S., all health insurance claims 
must be reported, which includes a broader category of inci-
dents and illnesses.
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Canada

The increase in employee days absent in Canada from 2009 to 
2010 is primarily a result of weather-related slips and falls. For 
the last four years, we’ve seen an overall decline. 

Workplace Accident Statistics1 (Canada)

2010 2009 2008

Minor injuries2 216
(0.43%)

199
(0.42%)

235
(0.51%)

Disabling injuries3 62
(0.12%)

79
(0.16%)

85
(0.19%)

Employee days absent 
beyond day of injury

618 323 834

1   Latest data available. The 2011 data will be reported to the Canadian federal government 
in spring 2012. Figures in parentheses indicate accident statistics as a percentage of the 
Canadian employee population as at the end of that year. 

2  Injuries that are treated in the workplace, with no time lost beyond the day of the injury. 
3  Injuries that result in lost time in the workplace on any day following the injury. For each 

of the years shown, there were no workplace fatalities or disabling injuries that resulted in 
permanent loss or loss of use of a body part or function. 

U.S.

The U.S. data includes all claims fi led through workers’ 
compensation. 

Workplace Accident Statistics1 (U.S.)

2010 2009 2008

Medical/report only2 605
(2.55%)

682
(3.06%)

592
(2.61%)

Indemnity claim3 85
(0.35%)

61
(0.27%)

65
(0.28%)

Employee days absent 
beyond day of injury

6,505 4,758 4,512

1   Latest data available. The 2011 data will be reported to the U.S. federal government 
in 2012. Figures in parentheses indicate accident statistics as a percentage of the U.S. 
employee population as at the end of that year.

2  Workers’ compensation claims below $2,500 or any claim that requires no payment or 
activity other than generating a report. 

3  Workers’ compensation claims greater than $2,500 and indemnity-paid claims.

Supporting Work/Life Flexibility

Part of maintaining the physical and mental well-being of 
our employees involves supporting personal decisions to help 
balance work with demands on their personal time. We 
recognize the importance of providing fl exible work options 
to help managers and employees think creatively about how, 
when and where work is accomplished. At TD, some of 
those options include: 

UNPAID 
LEAVE

•  Up to eight weeks to care for a family member 
who is gravely ill (Canada)

•  Up to 12 weeks of Family Medical Leave for 
care of a family member with a serious medical 
condition (U.S.) 

PARENTAL 
LEAVE

•  Employees are entitled to up to 52 weeks of 
unpaid maternity/parental leave. TD provides 
a six-week income top-up, over and above the 
government childcare benefi ts for the mother, 
father, biological or adoptive parent (Canada).

•  TD enhances statutory maternity pay to 
18 weeks’ regular pay for maternity and 
adoption leave; the total leave period is 
12 months (U.K.).

•  Up to 12 weeks of unpaid Family Medical 
Leave following birth or adoption of a 
child (U.S.).

GRADUAL 
RETURN

•  Gradual return-to-work programs are offered 
to employees returning from a leave (Canada).

VOLUNTEERING •  Paid time off for volunteering in the commu-
nity during regular working hours (Canada)

FLEX-TIME •  Flex-time, part-time, job sharing and a 
compressed work week.

FlexWorkPlace is an initiative where employees can choose 
where they work, be it home, their normal TD location or an-
other suitable working environment. While all eligible employees 
have access to fl exible work options, many of the arrangements 
are informal and therefore diffi cult to track accurately. 

MORE ON THE WEB:

•  Video tour of TD’s FlexWorkPlace

•  Interview with HR: “Is work/life 

balance really possible in our 

fast-paced world?”  
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Performance and Development

At the core of employee development at TD is our Personal 
Performance & Development process. We encourage employees 
to take ownership of their careers and personal development 
and help managers prepare for personal development and 
career planning discussions. All managers and employees parti-
cipate in mid-year and year-end reviews. 

Examples of the tools and programs designed to support 
employee development include: 

• learning maps; 
• the Learning Management System; 
• a comprehensive catalogue of developmental activity ideas;
•  accelerated Learning Pipeline programs for various in-demand 

roles;
• tuition reimbursement programs; and
• group and individual mentoring.

We redesigned our intranet career site with a variety of multi-
media tools and resources to bring greater career development 
support – on demand – to a broader audience across TD. We 
promoted these tools during TD’s fi rst Career Month – a series 
of interactive events to encourage employees to be proactive in 
planning professional growth.

A New LMS

We upgraded our Learning Management System (LMS) in 2011 
and are consolidating all our employees globally onto a single 
learning technology platform. The LMS is now accessible to 
employees who use screen readers. In 2012, we will integrate 
the LMS with the People Planning and Performance (P3) tool. 
This will make it easier for employees to build links to formal 
learning activities directly into their development plans.

TD invested more than $79 million in learning and development 
in the past year. In addition to the courses available through TD’s 
Learning Management System, the fi gures below also include 
external courses, certifi cates and accreditations.

We are transitioning to using employee headcount (rather than 
FTE) to adopt a consistent defi nition of employee population 
across all performance indicators in the Corporate Responsibility 
Report. For comparability, 2011 data is provided in both FTE and 
headcount. The decrease in average days of training per em-
ployee is due to a one-time adjustment to course durations. The 
increase in tuition assistance is due to both the addition of TD 
Insurance and an increase in enrolment in specialty certifi cations.

Average Hours of Training per Employee Category (Canada)1

20112

Average hours of training per executive3 13.99  

Average hours of training per people manager4 23.29 

Average hours of training per individual contributor5 27.89 

1  TD General Insurance and TD Auto Finance are excluded as the data is not available and 
cannot be reasonably estimated. We anticipate U.S. data to be available in 2013 with the 
implementation of a new LMS.

2 2011 is the fi rst year of reporting Canadian training hours by category.
3 Executive includes TD job levels Assistant Vice President and above.
4  People manager includes an employee who has one or more direct reports.
5  Individual contributor includes an employee who does not have any direct reports.

TD’s Global Investment in Training and Development

2011 20101 20092

TD’s investment in training (in millions of dollars) $79.0 $73.9 $56.2

Amount employees received through TD’s Tuition
Assistance for external learning (in millions of dollars)

19.5 13.6 8.46

Investment per employee Headcount FTE FTE FTE

TD’s investment in training (in dollars) $949 $1,045 $1,047 $1,215

Average number of days of training3 3.14 3.35 5.81 3.90

1  2010 excludes The South Financial Group as the data is not available and cannot be estimated.
2  2009 excludes data from TD Bank as the data is not available and cannot be estimated.
3  An average day is considered 7 hours for U.S. employees and 7.5 for all other employees.
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Key Initiatives

All Canadian and U.S. employees have access to TD’s online 
performance and development system, People Planning and Per-
formance (P3). P3 eliminates the need for paper-based perfor-
mance assessments and personal development plans and allows 
employees and managers to collaboratively review and update 
the plans online.

•  This is the second full year when annual performance assess-
ments have been completed online, and approximately 84% 
of Canadian and U.S. employees are using P3 as part of the 
performance review process. 

FOR THE FOURTH CONSECUTIVE YEAR, TRAINING 

MAGAZINE RECOGNIZED TD BANK AS A 

TOP 125 COMPANY WITH EMPLOYER-SPONSORED 

WORKFORCE TRAINING AND DEVELOPMENT. 

Leadership Development

Building talent at TD for today and tomorrow is critical to our 
future growth and is a key accountability for TD executives and 
leaders at all levels. Business leaders complete an annual review 
to identify and develop a pipeline of future leaders who are 
capable of taking on executive responsibilities.

Our CEO, the Senior Executive team and other leaders partici-
pate in and help facilitate TD’s leadership development pro-
grams. These programs give participants direct access to leaders 
and ensure a greater understanding of TD’s leadership values, 
business strategy and culture. 

MORE ON THE WEB:

•  Interview with HR: “How will TD 

maintain its culture as it grows?” 

•  Overview of our leadership 

programs.

Communication and Recognition

Open and direct communication is an evolving part of TD’s 
employee experience. We’ve learned, especially through 
organizational changes, that employees value getting the 
straight story from their managers and being able to talk 
openly about issues that concern them. 

We’ve increased investment in social media to add to the 
number of channels available for employee communication, 
including intranet news articles, open forums, webcasts, and 
instant messaging. The commenting capability on employee 
news articles allows employees to provide candid, instant feed-
back and start a conversation with leaders and peers across the 
organization. It also allows for real-time clarifi cation while the 
topic is still timely. 

What We’re Working On

In 2011 we piloted a new social media tool called Connections 
that provides access to wikis, blogs, discussion forums, status 
updates, online communications, and more. This tool will help 
employees feel plugged in so they can collaborate on projects 
and maximize their skills, knowledge, research and ideas. In 
addition, Connections will strengthen the sense of community 
among TD’s 85,000 employees.

Recognition

To acknowledge and celebrate individual and team success we 
have a number of programs that include informal everyday 
recognition and celebration events. 

The annual Vision in Action Award of Distinction celebrates 
the highest level of employee achievement globally within TD 
Bank Group. Just 1-in-1000 employees are recognized each year 
for their demonstration of TD’s Guiding Principles in action.

“ Being a Vision in Action Award recipient is a very 

big deal. We set the bar very high and we reward 

for results. So our award recipients aren’t just the 

best of an OK bunch of people. They’re the best of 

an outstanding bunch of people.” 

Ed Clark, President & CEO, TD Bank Group

In January 2011, we launched our new Global Service 
Recognition Program in response to employee feedback. The 
program recognizes all eligible employees in Canada and the 
U.S. for their contributions to TD at specifi c career milestones. 
Employees receive fi ve TD shares on their 5th anniversary, and 
fi ve TD shares (or a gift of their choice) every 5 years thereafter. 
Employees also receive fi ve extra vacation days in their 25th, 
30th, 35th, 40th and 45th service anniversary years. The pro-
gram will be extended internationally in 2012. 

Every year in June, we formally celebrate Employee 
Appreciation Week globally to acknowledge the outstanding 
contributions TD employees make every day through events 
and activities planned by their teams and people managers.
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Employee Population by Location (as of October 31, 2011)

Canada Province/Territory Full-Time Part-Time 2011 2010

Alberta 3,443 1,573 5,016 4,373

British Columbia 2,858 1,673 4,531 4,583

Manitoba 429 222 651 659

New Brunswick 630 149 779 302

Newfoundland and Labrador 104 45 149 146

Northwest Territories 9 3 12 11

Nova Scotia 537 163 700 507

Ontario 29,670 8,958 38,628 39,519

Prince Edward Island 51 23 74 73

Quebec 3,675 1,094 4,769 3,336

Saskatchewan 320 227 547 546

Yukon 19 7 26 27

Total Canada 41,745 14,137 55,882 54,082

U.S. Full-Time Part-Time 2011 2010

Connecticut 672 334 1,006 983

Delaware 140 93 223 250

District of Columbia 88 31 119 88

Florida 1,650 469 2,119 1,892

Maine 1,823 627 2,450 2,977

Maryland 157 51 208 170

Massachusetts 2,835 369 3,204 2,386

North Carolina 181 53 234 206

New Hampshire 815 308 1,123 1,083

New Jersey 6,606 1,954 8,560 8,408

New York 2,678 914 3,592 3,950

Pennsylvania 1,171 469 1,640 1,860

Rhode Island 55 11 66 19

South Carolina 1,210 200 1,410 1,355

Vermont 375 52 427 410

Virginia 236 80 316 292

Other1 25 2 27 38

TD Bank AMCB Total 20,717 6,017 26,734 26,367

Wholesale Bank 447 3 450 –

TD Auto Finance 1,311 6 1,317 –

Total U.S.2 22,475 6,026 28,501 26,367

International Full-Time Part-Time 2011 2010

Europe 953 94 1,047 –

Asia-Pacifi c 122 – 122 –

Total International 1,075 94 1,169 1,077

Total 85,552 81,526

1 Includes employees who reside in other states. Figures have been combined to maintain privacy.
2 Data does not include TD Ameritrade.

Accompanying Notes:
a  Moody’s rating for long-term debt (deposits) of The Toronto-Dominion Bank, as at October 31, 2011.
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Our Approach

Building an inclusive organization is a key element of our 
overall business strategy and is embedded in the TD 
mission statement: “We will be the Best Run, Customer-focused, 
Integrated Financial Institution with a Unique and Inclusive 
Employee Culture.”

We are working to create and sustain a diverse and inclusive 
workplace that refl ects the people, cultures and languages of 
the communities we serve: a place where people can be their 
authentic selves and fl ourish without barriers. This is how we 
will ensure that the TD of tomorrow is even stronger than the 
TD of today.

We take a holistic, three-pronged view in our business activities: 
how we recruit, manage and develop employees; how we 
serve our customers and market the TD brand; and how we 
contribute to our communities.

We listen and learn. Through surveys, focus groups, interactive 
events and blogs we regularly seek out and incorporate 
employees’ and customers’ perspectives on our diversity and 
inclusion work.

While we’re gaining momentum, we know we need to do more. 
2012 marks the beginning of a new three year diversity plan. It 
gives us an opportunity to focus more intensively on initiatives 
such as career development and greater access to mentors and 
advocates in areas where employee feedback tells us we still 
have work to do. 

MORE ON THE WEB:

Interview with CEO: “Will Diversity 

continue to be a priority for TD 

after you retire in 2013?”  

Diversity
Taking Responsibility – To be Diverse and Inclusive

2011 Challenges Our Response

•  We face a continuing challenge recruiting people with disabilities 
and in some areas, people from the black, Hispanic and Canadian 
Aboriginal communities.

•  We increased our outreach to these specifi c communities, including 
more recruitment activity at North American campuses; partnerships 
with professional associations; and the continuation of innovative 
programs, sponsorships and diversity initiatives to attract candidates 
from broad talent pools.

•  Our employee networks continue to provide insights, contacts and 
ideas that can help us bridge the gaps. 

•  Measuring progress is challenging when it is diffi cult to fully assess 
the number of employees with disabilities and from Aboriginal 
communities at TD. Not all employees identify themselves.

•  We added demographic questions to the TD Pulse employee survey 
and encouraged employees to complete the Diversity Employment 
Equity Survey.

•  As we acquire businesses we fi nd that some are at different stages 
on the diversity journey.

•  We evaluate where acquired businesses are on the diversity journey, 
understand their local environment and work with and learn from 
them as we evolve our road map toward a unique and inclusive 
culture. We have three non-negotiable principles: 
– an inclusive workplace;
– a diverse workforce; and
– a comfortable environment for customers.

•  Managers are looking for tools, training and increased cultural 
awareness to prepare them for the challenges of managing a 
diverse workforce. 

•  Diversity and inclusion have been embedded in our leadership 
development at all levels since 2005.

•  In 2011 we introduced a new, mandatory, online diversity training 
program for employees at all levels. 
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Areas of Focus

Our diversity and inclusion activities are organized primarily into 
six areas of focus: 

• (Visible) Minorities Leadership
• Aboriginal Peoples in Canada
• Lesbian, Gay, Bisexual, Transgender & Allies (LGBTA)
• People with Disabilities
• Women in Leadership
• Serving Diverse Communities

These areas were selected after review of internal and external 
data as well as consultation with TD employees, customers and 
communities. Over 300 TD executives are actively involved in 
various diversity committees across Canada and the U.S. We 
have seen positive results in both employee representation 
and experience but we recognize there is still work to do. We 
will continue to build and maintain an inclusive culture, engage 
more managers and employees in the work and increase 
representation through recruitment and self-identifi cation. 

Diversity at the Board Level

We believe that in order to provide the best guidance, our 
Board of Directors should include diverse perspectives and 
backgrounds. At 37.5%, TD is well above our peer fi nancial 
institution average of 26% for representation of women in the 
slate of independent directors nominated in 2011. In addition, 
fi ve of the six directors recruited in the past fi ve years are from 
diverse groups – four are female and one is from a (visible) 
minority group. 

IN 2011, TD WAS THE RECIPIENT OF THE FIRST EVER 

CANADIAN BOARD DIVERSITY COUNCIL CORPORATE 

GOVERNANCE AWARD. THE AWARD RECOGNIZES 

COMPANIES IN THE CORPORATE SECTOR FOR THEIR 

EXCELLENCE IN THE AREA OF BOARD DIVERSITY. 

Overall Representation

While we want to measure our performance, at TD, diversity 
is not just about the numbers. We have chosen to tackle the 
cultural change required for sustainable inclusivity, which means 
working to change behaviours and using numbers as indicators 
of our progress. 

In the U.S. within the last two years we have increased the 
percentage of women and minority managers and executives, 
which is a combined result of internal promotions and 
external hiring.

Trends in Employment Equity at TD1,2,3 (Canada) %

Labour Market 
Availability4 2010 2009 2008

Women Overall 57.89 64.18  65.60 66.18

Senior Management5 34.43  33.13 33.78

Middle & Other Management6 46.57  46.63 47.17

Visible Minorities7 Overall 21.29 26.74  26.14 25.97

Senior Management5 9.29  8.59 8.10

Middle & Other Management6 19.61  18.18 18.73

Aboriginal Peoples7 Overall 1.74 1.068 1.07 1.06

Senior Management5 0.55 0.61 0.68

Middle & Other Management6 0.80 0.86 0.68

People with 
Disabilities7

Overall 4.61 3.688 3.61 3.73

Senior Management5 3.83 2.45 2.709

Middle & Other Management6 3.25 3.32 3.47

1  Represents the amounts reported to the Canadian federal government as at December 31, 2010. 
Statistics for 2011 will be compiled and reported to the Canadian federal government by June 2012.

2  Includes all Canadian businesses except TD General Insurance as this entity is provincially regulated. 
3  Includes full-time and part-time employees.
4  2008 Workforce Availability data is taken from the Labour Pool Availability based on the 2006 

Census of Canada.

5  Senior Management includes TD job levels Vice President and above who have 
signing authority.

6  See glossary for defi nition of Middle and Other Management.
7  Data is voluntarily disclosed by employees.
8  Refer to challenges regarding self-identifi cation and recruitment.
9  Decrease partially due to retirements.
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Inclusive Workplace

We are committed to fostering an inclusive, accessible environ-
ment where all employees and customers feel valued, respected 
and supported. This means building a workforce that refl ects 
the many different human facets of the communities we live in 
and serve, including cultures, languages, genders, ages, abilities 
and disabilities. We strive to create an environment where every 
employee has the opportunity to reach his or her potential. 

While our key areas of focus continue to be important, over 
time employee feedback has identifi ed four priorities that are 
common to all groups. These priorities shaped our thinking on 
diversity and inclusion in 2011. They are: 

•  recruitment; 
•  mentoring and networking; 
•  talent management; and
•  training and development.

WE ARE PLEASED TO HAVE SUSTAINED STRONG 

RESULTS IN TD’S 2011 CANADIAN DIVERSITY 

INCLUSIVENESS SURVEY, DESPITE THE FACT THAT 

WE HAVE GROWN SUBSTANTIALLY SINCE WE LAST 

SURVEYED OUR EMPLOYEES IN 2009. 

•  IN 2011, 89% OF RESPONDENTS INDICATED THAT 

THEY FEEL TD IS INCLUSIVE.

•  OVER 90% SAY THEY FEEL THEY ARE BEING 

TREATED WITH RESPECT AND DIGNITY AT WORK.

Recruitment 

Our recruitment initiatives focus on reaching the broadest 
possible talent pools. We do this by building awareness and 
relationships with well-respected regional and national 
organizations that serve diverse groups. We also ask our 
employee networks for insights, ideas and recommendations. 

In 2011 we continued to participate in the following:

•  The Aboriginal Human Resources Council’s Inclusion Works ‘11 
conference, an event that brings Aboriginal graduates from 
across the country together with employers.

•  A workplace readiness program for job-ready candidates with 
disabilities. 

•  As a way to recruit in diverse communities, we encouraged 
employees in our diversity networks to refer friends to TD. 
This new program has resulted in over 100 referrals to date.

•  Employees who identifi ed themselves as LGBT hosted a 
recruitment room at the Pride At Work reception in Toronto, 
leading to several referrals.

•  In the U.S. TD Bank sponsored the Out for Undergraduate 
Business Conference (OUBC) in 2011. OUBC is the premier 
association/conference for the LGBT undergraduate commu-
nity from top colleges and universities in the United States. 

•  Also in the U.S. TD Bank supported the National Black MBA 
Association and the National Society of Hispanic MBAs 
national conferences and recruiting fairs. 

•  TD Bank continues to work with Emerging Leaders, a program 
supported by the National Business & Disability Council, that 
connects top college students with disabilities to top employ-
ers for internship opportunities. 

•  In 2011 TD Bank attended job fairs in Philadelphia, Boston and 
Miami through RecruitMilitary, the largest military-to-civilian 
recruiting fi rm in the U.S. 

TD’S EXTERNAL CAREERS WEBSITE, FEATURING 

ASL AND LSQ ACCESSIBILITY, WAS AWARDED AN 

OVATION AWARD OF EXCELLENCE IN 2011 BY 

THE TORONTO CHAPTER OF THE INTERNATIONAL 

ASSOCIATION OF BUSINESS COMMUNICATORS.

IN A CONFERENCE BOARD REPORT, WOMEN IN 

SENIOR MANAGEMENT – WHERE ARE THEY? TD IS 

ONE OF THREE COMPANIES CITED AS BUCKING A 

TREND BY INCREASING THE NUMBER OF WOMEN AT 

SENIOR LEVELS. THE REPRESENTATION OF WOMEN 

AT VP AND ABOVE LEVELS AT TD HAS INCREASED 

FROM 22% IN 2005 TO 35% IN 2011.

TD employee, IT specialist Brad Sensabaugh of London, Ontario talked to the Vancouver Sun 

about the process of transitioning his gender. He was attracted to TD because of its progressive 

benefi ts policies, which include covering costs of any gender reassignment surgery not paid 

for through provincial health care. He also says 

he welcomes the opportunity to broaden the 

discussion about what it means to be 

transgender. “My view on it is that it’s the 

truth of my life.”

MORE ON THE WEB:

View a video on TD’s LGBT 

journey and listen to employees 

tell their story.  
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Mentoring and Networking

Mentoring tools and programs support all employees as 
they build knowledge, skills and capabilities that will help 
them succeed. 

In response to employee feedback, we now offer a variety of 
mentoring groups, including ones for new immigrant employ-
ees, women in leadership, employees who identify themselves 
as LGBT and members of (visible) minority groups. Over 180 
employees in Canada participated in group mentoring in 2011 
and 120 employees in the U.S.

•  We opened our group mentoring program to participation by 
all employees regardless of gender, ethnicity or other diverse 
attributes. 

•  In 2011 we created new mentoring groups for employees who 
identify themselves as Aboriginal or having a disability and 
expanded the LGBT groups in Canada and the U.S. to include 
employees in more junior roles.

•  A new training module helps people being mentored benefi t 
as much as possible from the group mentoring experience. 

Employee Networks 

Through extensive networks, employees from diverse back-
grounds can learn about networking opportunities, customer 
products, services and programs targeted to diverse groups, 
as well as community activities and donations, and volunteer 
opportunities. Feedback from these networks is an important 
barometer of our progress and a source of valuable ideas to 
improve recruitment and business development.

We typically host over 50 networking events every year, 
including: Black History Month employee receptions, Chinese 
New Year employee celebrations, LGBTA Pride receptions, and 
Access Awareness forums. 

Over 6,000 employees were active in the following networks:

•  Ability Network 
•  Aboriginal Employee Circle
•  Black, Chinese, Hispanic, Korean and South Asian Community 

Networks 
•  LGBTA Pride Networks 
•  Women in Leadership Network 

A DISABILITIES ENRICHMENT NETWORKING EVENT 

IN MAINE IN 2011 GAVE 200 EMPLOYEES AN OPPOR-

TUNITY TO LEARN ABOUT WHAT TD BANK IS DOING 

TO SUPPORT EMPLOYEES AND CUSTOMERS WITH 

DISABILITIES. AUTHOR AND DISABILITIES RIGHTS 

CHAMPION ANNE FORD WAS THE KEYNOTE SPEAKER.

Talent Management

We aim to ensure that diversity and inclusion are integrated 
into all aspects of resource planning, performance and 
development, and personal career management at TD and 
that there are no systemic barriers or biases in our policies, 
processes and practices.

A committee of senior executives continually monitors the 
progress of women and members of visible minority groups. 

In 2011, we gained valuable feedback from a third-party 
review the previous year of our Canadian employment systems, 
commissioned in keeping with the Employment Equity Act. 
The fi ndings indicated that we are making good progress but 
opportunities exist in the following under-represented areas:

• hiring and retaining Aboriginal employees; 
• accommodating people with disabilities; and 
• improving cross-cultural understanding. 

“ TD has a solid foundation and framework 

regarding diversity in place. There is a strong 

senior management commitment and 

accomplishments in diversity are abundant. 

As expected, the diversity journey is still 

in process.” 

Third-party employment systems review by 

Infoworth Consulting
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Training and Development

We embed diversity and inclusion principles into both formal 
and informal learning so that employees can understand and 
discuss key topics. 

•  People Managers Embracing Diversity – for all leaders who 
manage people across Canada. Based on feedback, we have 
put particular focus on increasing sensitivity to the black 
community, LGBT issues and intolerance with language issues 
for new immigrants. Since 2009, a total of 3,511 managers 
have attended this program.

•  Diversity and Inclusion – A new online training program for 
all employees in Canada and the U.S. This mandatory, 
interactive course helps employees understand the business 
reasons for fostering diversity and inclusion, recognize 
conscious and unconscious stereotypes and biases and learn 
how they affect behaviour. To date, over 40,000 employees 
have completed this training.

•  In the U.S. over 900 executives and people managers 
completed Micro-Inequities training. 

•  Value of Allies – In 2011, over 1,200 employees across Canada 
attended these sessions aimed at helping all employees 
understand their role in creating an inclusive culture.

•  The Americans with Disabilities Act – Training for our U.S. 
human resources employees focused on the Americans with 
Disabilities Act to help them improve their skills at executing 
policies correctly and fairly for employees with disabilities. 

•  Workplace Gender Transition Guidelines cover best practices 
for people who are or may be transgender. The guidelines are 
intended to help them, their co-workers, people managers 
and HR representatives create a more inclusive environment. 
These guidelines also help employees work with customers 
who are transgender. 

Communication

One of the ways we underscore the importance of diversity and 
inclusion is through a strategic communications plan. We keep 
awareness and discussion alive by providing e-mail updates on 
various diversity events, topics and news. In Employee News 
articles, leaders of diversity areas respond to questions submit-
ted by employees. We encourage interaction on the discussion 
board to deepen the conversation. 

We provide websites, applications and tools

to help employees with disabilities access 

the information and resources they need to 

be effective and successful in their jobs.

Recognizing that invisible disabilities tend to be poorly under-
stood and can generate stigma, we create opportunities for 
employees to learn more and share their stories.

•  In support of Mental Health Week, Hilary Jennings, a full-time 
student nurse and part-time Customer Service Representative 
in TD Canada Trust, shared her experience living and working 
with bipolar disorder. Her Employee News story rated among 
the highest for any article in 2011 and generated an outpour-
ing of employee support and sharing of personal experience 
through the discussion board. 

•  Executives reinforce TD’s commitment to diversity and 
inclusiveness when they speak at internal and external diversity 
events across North America.

“ The biggest thing I want people to know is that just 

because I live with a psychiatric disorder doesn’t 

mean I can’t be successful in every aspect of my life. 

I have many aspirations and, although some days it’s 

a struggle to just open my eyes, I can, and I will, 

accomplish everything that I dream of.” 

Hilary Jennings, Customer Service Representative, 

TD Canada Trust
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Serving Diverse Customers

We serve a broad diversity of customers in more than 2,500 
communities in North America. To meet these diverse needs, 
we provide customer service and communications in many 
languages:

Canada U.S.

BRANCHES/
STORES

Over 60 different 
languages across the 
country, including 
English, French, Mandarin, 
Cantonese, Punjabi, 
Portuguese, German, 
Russian, Greek and 
Spanish

English, Spanish, 
Mandarin and 
Traditional Chinese.

ATMS English, French, Italian, 
Chinese, and Portuguese

Albanian, Arabic, 
Mandarin, Traditional 
Chinese, English, French, 
German, Greek, Hindi, 
Italian, Korean, Polish, 
Portuguese, Russian 
and Spanish.

BY PHONE English, French, 
Cantonese, Mandarin, 
and over 200 languages 
through a translation 
service (including 
Aboriginal languages)

English, Spanish, and 
over 100 languages 
through a translation 
service.

According to the most recent New Canadian Tracker Research, 
TD is a leader in serving the South Asian Canadian, Chinese 
Canadian and LGBT communities. To make TD more inclusive, 
our initiatives in 2011 included the following: 

•  Advertising featuring members of diverse groups in major 
marketing campaigns throughout the year, including a 
campaign to support new Canadians from South Asian, 
Chinese and black communities. 

•  In the U.S., our brochures are available in Spanish.
•  We included bilingual (Spanish/English) merchandising in 

designated bilingual stores throughout TD Bank and promoted 
product and brand campaigns through Hispanic media in 
Miami, Florida. 

New and enhanced websites include: 

•  a New to Canada website in English, French, Simplifi ed 
Chinese and South Asian; 

•  adding information in Simplifi ed Chinese and Traditional 
Chinese to our Wealth Website;

•  the creation of a new Welcome Centre for new Discount 
Brokerage clients in four languages including Simplifi ed and 
Traditional Chinese; and 

•  www.tdbank.com/espanol, with bilingual information.

Accessible Banking

In 2011, we created greater customer and employee awareness 
of TD’s products and services to support customers with 
disabilities. Our initiatives included the following: 

•  Updating and enhancing our accessibility website, to include 
screen readers and more information on the accessibility 
features of our services.

•  A dedicated Customer Connection Day for people with 
disabilities at branches gave us an opportunity to reinforce 
with employees that TD is committed to meeting the needs of 
all our customers, including those with visible or invisible 
disabilities, and to educate employees generally about 
disabilities and TD’s accessibility features and services. 

•  A new multi-tactic marketing campaign to promote TD’s new 
Registered Disability Savings Plan (RDSP). 

•  A new fact sheet for people with disabilities highlights TD 
accessibility products and services, as well as our community 
involvement and employment opportunities.

•  Branches can book an American Sign Language (ASL)/ Langue 
des signes québécoise (LSQ) interpreter through the Canadian 
Hearing Society for customer interactions where the customer 
is deaf or hard of hearing. This service is free to the customer. 

•  We applied our accessible building design standards to 
new branches and completed 67 retrofi t projects to ensure 
our facilities provide designated barrier-free parking spaces, 
sidewalks and/or ramps, automatic door operators and 
accessible entrance vestibules and night deposit boxes. 

•  We developed Supporting Customers With Disabilities, a 
mandatory online training program for all Canadian 
employees to help them understand how to better serve 
customers with disabilities.

•  All ATMs in North America are Braille-enabled and 
wheelchair-accessible.

•  TD Waterhouse offers TalkBroker, a voice recognition program 
for market information and order entry.
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Supporting Diverse Communities

TD champions diversity in our local neighbourhoods, and the 
programs and organizations we support in this area refl ect TD’s 
own diversity priorities. 

$7.3 MILLION AMOUNT DONATED BY TD IN 2011 

TO SUPPORT DIVERSITY-RELATED PROGRAMS AND 

ORGANIZATIONS ACROSS CANADA.

We promote diversity through our investments in education 
and fi nancial literacy, the environment, creating opportunities 
for young people and affordable housing. In addition to 
funding events, we provide year-round support to organizations 
that want to make a difference in society. We also connect 
community organizations with employees who want 
to volunteer. 

TD SUPPORTED 18 PRIDE FESTIVALS IN CANADA 

AND THE U.S. FOR THE LGBT COMMUNITY, WHICH 

ATTRACTED SEVERAL MILLION SPECTATORS. 

“ TD’s commitment to diversity and the LGBT community 

is evident all year round and the company’s enthusiastic 

participation in Vancouver Pride helps to make this a 

successful summer event.” 

Ken Coolen, president, Vancouver Pride Society

Other support for diversity in 2011 included: 

•  Sponsoring the Black History in Canada education guide, 
a project by the Historica-Dominion Institute that pays 
tribute to African-Canadian heritage. The guide draws on 
The Book of Negroes by award-winning author Lawrence Hill 
as a platform for teachers to introduce students to a relatively 
unknown part of Canadian history. English copies of the guide 
were distributed to all junior high and secondary schools, 
with the French version to follow in 2012. We also announced 
$1 million to Dalhousie University in Halifax, Nova Scotia, to 
create the TD Black Opportunity Grant. These initiatives were 
among several we supported during Black History Month.

•  Supporting anti-bullying and anti-discrimination campaigns, 
such as those run by Jer’s Vision. The organization presents 
workshops and presentations to address bullying, 
homophobia, transphobia and discrimination in schools and 
youth communities. 

•  Funding for the Ali Forney Center, which promotes awareness 
of the plight of homeless LGBT youth in the U.S. with 
the goal of generating local and national action to provide 
safe shelter. 

•  Helping new immigrants with their job search in Canada, 
through partnerships with the Calgary Region Immigrant 
Employment Council (CRIEC), the Toronto Region Immigrant 
Employment Council (TRIEC) and Assisting Local Leaders with 
Immigrant Employment Strategies (ALLIES), which supports 
mentoring programs in Vancouver, Edmonton, London, 
Niagara, Montreal, Halifax and other cities. 

•  Sponsoring Together at the Vets Multicultural Festival 2011, 
the fi rst festival of its kind in Providence, Rhode Island. 
Some 15 different cultures – including Laotian, Bolivian, 
Colombian, Native American, Mexican, Cape Verdean and 
Haitian – were represented at the festival, held at the Veterans 
Memorial Auditorium, with music and dance demonstrations 
in traditional costume. Twenty TD employees volunteered at 
the event.
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Our Approach

We strive to make a positive impact where we do business 
and where our customers and employees live and work. For 
us, that means contributing to the social and economic 
development of our communities in meaningful, long-lasting 
and innovative ways. 

$66.2 MILLION AMOUNT DONATED IN 2011 BY TD 

TO SUPPORT NOT-FOR-PROFIT GROUPS IN NORTH 

AMERICA AND THE U.K.

Making an impact through focused giving

Our community involvement is aligned with our giving priorities. 
We contribute funding, expertise and the time and skills of TD 
volunteers to help address important issues facing the communi-
ties in which we operate. TD is prepared to back innovative and 
fresh ideas, as well as respond quickly to pressing needs.

Making an impact through volunteerism

TD employees care and want to make a difference, so we 
look for programs in which our employees can also engage. 
We connect community organizations – which often consider
 human support as valuable an asset as fi nancial support – 
with interested TD employees. By volunteering, TD employees 
are taking responsibility to help enrich the well-being of their 
local communities. Volunteering also gives employees opportu-
nities to build their skills, network and learn more about 
their communities. 

Making an impact through partnership

In addition to raising funds and mobilizing support, TD part-
ners with many community organizations to help widen public 
awareness of their work, add legitimacy to their causes and 
increase the reach of their programs. Through collaboration, we 
are bringing our collective expertise and resources to the table 
for greater impact.

Making an impact through thought leadership

American author Napoleon Hill once said, “Ideas are the begin-
ning points of all fortunes.” We couldn’t agree more, which is 
why we direct some of our funding to support forums, confer-
ences and research initiatives designed to generate discussion 
and ideas on how to address important social, economic and en-
vironmental issues. One example is our support for the Toronto 
Council of Educators, a multi-stakeholder initiative working to 
identify best practices in outreach to marginalized communities.

MORE ON THE WEB:

 Interview with CEO: “With increased 

austerity measures – what is the 

challenge for CSR?”  

Community
Taking Responsibility – To Make an Impact

2011 Challenges Our Response

•  Increasing demands for private-sector funding due to government 
cutbacks and economic conditions.

•  TD continued to support our community partners and increased our 
giving to $66.2 million in 2011.

•  Responding to local needs while maintaining a focus on our 
giving priorities.

•  With 23 community relations managers working across our 
regions, we continue to respond to the varying needs of individual 
communities.

•  Multiple demands involving the same issue: in the area of education, 
for instance, TD receives funding requests to support scholarships 
and bursaries, outreach to marginalized youth, programs to encour-
age youth to stay in school, academic research and more.

•  We focused on trying, where possible, to “connect the dots” to 
achieve multiple outcomes and ensure TD’s impact can be meaningful. 
Our support for the Toronto Council of Educators is an example. 
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Our Impact

TD Giving 

While some corporations may be tightening their donation 
budgets due to years of economic turbulence, TD has moved 
in the opposite direction. We recognize that many community 
organizations rely on our support more than ever in tough eco-
nomic times. Since the downturn in 2007, we have made year-
over-year increases in our overall charitable giving. 2011 was no 
exception: TD gave $66.2 million to community organizations in 
Canada, the U.S. and the U.K., up from $57.7 million in 2010.

“ Many people continue to grapple with lingering 

problems from the economic downturn, and 

community organizations are experiencing 

an increased demand from those in need. Our 

commitment to giving back to help build stronger 

communities has never been more evident, or 

more needed, than during the fi nancial crisis.”

Ed Clark, Group President and CEO, 

TD Bank Group

Year-Over-Year Performance

2011 2010 2009

Corporate Giving

Canada1 
(millions of Canadian dollars)

42.6 38.4 37

U.S.2 (millions of U.S. dollars) 23.63 18.63 19.33

U.K. (thousands of pounds sterling) 74 87 74

Employee Giving

Canada (millions of Canadian dollars) 11.2 11.1 9.5

U.S. (thousands of U.S. dollars) 1,270 1,200 700

U.K. (thousands of pounds sterling) 37 42 25

Employee Volunteer Grants

Canada 
(thousands of Canadian dollars)

377 409 336

U.S. (thousands of U.S. dollars)4 56.05 77.5 –

Customer Giving

Canada (millions of Canadian dollars) 6.4 3.6 4.7

1  This amount includes in-kind donations, such as donated equipment, computers and 
furniture. In 2011, TD’s in-kind donations amounted to $1.5 million (2010 – 
$1.4 million, 2009 – $1.03 million). Excludes program management costs.

2  In-kind donations do not occur and program management costs are excluded.
3  Includes US$16.2 million from the TD Charitable Foundation (2010 – US$13 million, 

2009 – US$13.9 million).
4  The U.S. employee Volunteer Grant Program was launched in 2010. 
5  Decrease in applications due to reduced internal promotion of the program. 

Customer Giving

Many customers want to make a difference, so we facilitate 
their generosity in many ways; for example, through our retail 
branch network in Canada, customers can donate to the 
Children’s Miracle Network and TD Friends of the Environment 
(TD FEF). TD covers the associated fundraising costs (marketing, 
salaries, and transaction fees) to ensure that 100% of the funds 
benefi t Children’s Miracle Network and TD FEF. For emergency 
recovery efforts, we accept customer donations on behalf of 
agencies such as the Red Cross. 

Employee Volunteerism

TD is committed to supporting our employees and their volun-
teer activities. Tens of thousands of employees volunteer each 
year, and we’re in the process of implementing a new system 
to capture these numbers. Through our Volunteer Grant 
Program employees who volunteer more than 40 hours a year 
to a registered charity can earn a donation for the organization, 
resulting in:

• $377,500 to 795 organizations across Canada; and
• $56,000 to 147 organizations in the U.S.
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LBG Canada

The London Benchmarking Group (LBG) promotes an emerging 
global standard for reporting community investment activities, 
which allows for a more meaningful comparison of community 
giving activities. Since there are no generally accepted account-
ing principles (GAAP) to inform how “community giving” is 
reported, different companies have historically taken different 
approaches to arrive at their numbers. 

TD is a founding member of LBG Canada. As an external third 
party, LBG Canada provides a standardized approach for 
valuing community investment and reviews each participant’s 
reported community giving to ensure that the approach has 
been followed.

For this report, we are using the LBG Canada standards to 
calculate our community giving performance, in addition 
to our previous approach, to enhance the transparency and 
comparability of our reporting.

Our Priorities

Our community giving priorities are:

• Education and Financial Literacy;
• The Environment;
• Creating Opportunities for Young People; and
• In the U.S., Affordable Housing.

We invest in community programs that support and promote 
each of these areas. In addition, we look for opportunities to 
invest in initiatives that:

•  touch upon two or more of our giving priorities 
(e.g., environmental education); and 

•  support diversity across our giving priorities (e.g., fi nancial 
literacy programs for minority groups). 

Why Priorities?

Priorities help focus our giving for greater impact and 
connect TD’s community relations activities across the entire 
organization globally.

What do the numbers include?

The combined value of TD’s 
donations and contributions using 
the LBG Canada assessment, plus 
customer and employee donations 
facilitated by TD’s activities.

The LBG Canada assessment also 
values employee hours volunteered 
during working hours (19,951 
hours in 2011), staff and overhead 
costs to run TD programs and other 
priority community campaigns.

TD’s existing calculation accounts 
for cash and in-kind donations.

Corporate 
Donations
(LBG Canada assessment)

Corporate 
Donations
(TD calculation)

$42.6 
million

Total Value of 
Contributions 
beyond TD
(LBG Canada assessment)

$65.6 
million

$45.4 
million

LBG CORPORATE GIVING IN CANADA

Canada United KingdomUnited States

Our Strategy:

Our Community Giving Priorities:

Our Mission:

Community 
Giving Framework
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How Did TD Select These Priorities?

•  Our research shows these issues are valued by TD 
customers and employees.

•  They represent current and emerging community needs.
•  They link to our business – issues such as fi nancial literacy 

and the environment are natural extensions of what we
 see as important issues for our own company. 

•  They are areas in which we can contribute our skills and 
resources and, therefore, make a real and lasting impact.

Our target is to apply 50% of our total giving to the areas 
of focus. The results below indicate a gradual transition as 
we begin to apply more funding to these areas over the 
coming years.

Canada

PERCENTAGE OF DONATIONS APPLIED TO FOCUS AREAS

11%

26%

19%

44%

United States

22%

5%

28%45%

Education and financial literacy

Environment1

Affordable housing1

Other

1  $1.2 million in donations from the Housing for Everyone Grant Competition was 
 directed to environmental improvements for affordable housing using energy-efficient 
 technologies and renewable resources. The donation has been equally split between 
 these two categories.

Education and financial literacy 

Environment

Creating opportunities 
for young people

Other

% OF GIVING DOLLARS APPLIED TO AREAS OF FOCUS

1  TD Charitable Foundation.

10

30

50

70

201120102009

        Canada           U.S.1

Education and Financial Literacy

Why Do They Matter?

Education is one of the best investments a person can make. 
Research has shown that higher education increases the chance 
of getting a job, decreases the risk of being unemployed and 
contributes to a better quality of life, such as health and well-
being. Yet for a variety of reasons some young people don’t see 
themselves staying in school or going on to higher education. 
For others, the fi nancial burden associated with pursuing post-
secondary schooling is a daunting prospect. 

Financial literacy is a life skill that’s more vital than ever before. 
While fi nancial decisions have confronted all generations in the 
past, both young people and adults today must make increas-
ingly important and complex choices about consumption, saving 
and investing. Numerous polls and studiesa conducted over the 
past few years show that people around the world lack ad-
equate knowledge, skills and confi dence to make sound fi nan-
cial decisions. National task forces in Canada, the U.S. and the 
U.K, identifi ed an urgent need for improving fi nancial literacy, 
recognizing that it should be a lifelong process. As a fi nancial 
institution, TD has an integral responsibility in this area.

What Is TD Doing About It?

Education and fi nancial literacy are important to TD. To make an 
impact in these areas, we work in partnership with community 
organizations to achieve three objectives:

i)  promote access to post-secondary education for all;
ii)  support excellence at universities and colleges; and
iii)  raise fi nancial literacy levels, with a focus on underserved 

communities
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Promoting Access

Access to Post-Secondary Education for All

In 2011, TD gave over $4 million to post-secondary education 
across Canada to support a range of bursaries and scholarships 
that help students cover tuition and other costs. In the U.S., 
the TD Charitable Foundation devoted $3.5 million to 
support education, with the majority of funding for underserved 
communities and programs that help kids stay in school and/or 
enrich their learning experience while there.

Research has shown that promoting access to post-secondary 
education requires planting a seed of the idea long before 
Grade 11 or 12. By the time of SATs, proms and graduation, 
students may fi nd themselves running out of options.

Access to education isn’t only a matter of affordability. Other 
barriers exist such as physical access and socio-economic factors, 
and we direct our contributions to address these areas as well. 

•  In New Jersey, the Rutgers University Foundation’s Rutgers 
Future Scholars Program, funded through a $20,000 
donation from the TD Charitable Foundation, introduces fi rst-
generation, low-income and under-represented middle school 
students from the local area to the promise of a college educa-
tion. In the summer preceding their Grade 8 year, students 
become part of a unique pre-college culture of programming, 
events, support and mentoring that continues through their 
high school years, with scholarships and federal grants 
available to those who successfully complete the program. 

$4 MILLION AMOUNT PROVIDED BY TD IN 2011 FOR 

STUDENT SCHOLARSHIPS AND BURSARIES.

•  With funding from TD, McMaster University in Hamilton, 
Ontario, is making library upgrades to better service students 
with disabilities. 

•  At the University of Victoria, we helped to create First 
Peoples House, an on-campus gathering place for 
Aboriginal students. This innovative space is considered 
essential for successful transition to university life and acts 
as a “home away from home” for many students. TD is also 
supporting the Indigenous Student Career Transitions 
Program, which provides workplace-readiness training and 
mentoring to graduating students.

Encouraging Thought Leadership

To help educational institutions identify best practices in 

outreach to marginalized youth, we pledged $100,000 

last year to the Toronto Council of Educators. The group 

includes representatives from universities and colleges in 

Toronto, the Toronto District School Board, the Toronto 

Catholic District School Board and other community-based 

organizations that work actively with marginalized youth. 

The gift will fund access to education-related research 

activities and increase dialogue between institutions.

TD CREATES OPPORTUNITIES FOR BLACK STUDENTS IN NOVA SCOTIA

How do you inspire young people to consider a 
university education when they don’t have the 
resources or expectations of attending? 

Promoting access to post-secondary schooling, especially for 

under-represented groups, is a major focus for TD. In 2011, 

the Bank pledged $1 million over 10 years to Dalhousie 

University in Halifax, Nova Scotia, to create the TD Black 

Student Opportunity Grant. The goal is to help high 

school students from the province’s black community pursue 

a post-secondary education. 

What makes the program unique is an outreach component 

designed to ensure maximum impact. Students who show 

academic potential early on are identifi ed – through sources 

such as teachers, guidance counsellors, ministers and social 

workers – and provided with personal support and incentives 

to pursue higher education. 

Current Dalhousie students like Cinera States mentor 

Nova Scotia students from Grades 7 through 12. “They’re 

very keen but many don’t have the resources to go to 

university,” said Cinera. “They may not be able to picture 

themselves there, which is why I’m here. I’m just like them 

and I’m at university.” 

“The TD Black Student Opportunity Grant is a remarkable gift 

of hope for students who are developing the motivation and 

academic skills to go on to study at Dalhousie University,” 

said Bonnie Neuman, the school’s vice-president of Student 

Services. “It’s a life-changing award that keeps on giving 

across generations.”



Supporting Excellence at Universities and Colleges

North American universities and colleges are among the best in 
the world, preparing the next generation for the careers of to-
morrow. TD’s support is helping these schools remain at the cut-
ting edge and even go one step further. Along with increasing 
access to disadvantaged students, TD also provides funding for 
unique programs and partnerships that promote or strengthen 
a school’s leadership in a specifi c area – particularly those that 
relate to TD’s own community priorities. 

•  The TD Charitable Foundation supports excellence at the 
University of Southern Maine through their Pioneers Partner-
ship Program. Designed to attract top Maine students to 
science, technology, engineering or health- focused disciplines, 
the program offers full scholarships and additional learning 
opportunities through internships and summer courses.

•  At McGill University’s Desautels School of Management, we 
are supporting the MBA Global Leadership Seminar and the 
Undergraduate Leadership Seminar. These programs enable 
students to learn what leadership really means to some of the 
world’s foremost organizations and business leaders. Several 
senior TD executives have also shared their insights with 
Desautels students. 

•  For the 16th year, 20 exceptional young Canadians were 
selected as TD Scholars for Community Leadership out of 
more than 3,300 applications from across Canada. Winners 
include Arnaud Vanier from Mirabel, Quebec, who co-
founded a triathlon to raise funds to send a medical mission 
to Africa. Each award, valued at $70,000, covers both tuition 
and living expenses, and provides summer employment for 
up to four years.

$2.02 MILLION AMOUNT DONATED BY TD IN 

2011 FOR FINANCIAL LITERACY PROGRAMS. 

2,800+ NUMBER OF TD EMPLOYEES WHO 

VOLUNTEERED IN THEIR COMMUNITIES TO 

TEACH FINANCIAL LITERACY PROGRAMS 

TO CHILDREN AND ADULTS.
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WOW!ing Youth with Practical Financial Skills

Financial literacy is essential and when these skills are taught 

early, young people can learn to make informed decisions 

and grow up to be fi nancially responsible adults. TD is 

involved with many projects across North America and the 

U.K. that help people of all ages better understand crucial 

money matters. 

Take the TD Bank WOW!Zone. It’s a free, interactive pro-

gram created by TD Bank that teaches kids about budgeting, 

saving and the importance of building good fi nancial habits. 

We work with local schools and youth organizations in the 

U.S. to facilitate the program. Approximately 2,100 trained 

TD Bank instructors volunteer an average of 400 hours to 

teach over 8,000 students each month. More than 900,000 

students have benefi ted since the program’s inception 

22 years ago.

Russ Hamilton, a teacher at Gilbert H. Hood Middle School 

in Derry, New Hampshire, hosted the TD Bank WOW!Zone 

within his Grade 6 class in 2011. “This program was an 

excellent introduction to personal fi nance,” he said. In 

addition to the classroom component, students, parents and 

educators can access games, learning activities and lesson 

plans by visiting tdbank.com/wowzone.
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VOLUNTEER CHRONICLES

“ I helped a single mom better understand credit and 

interest. She was carrying a balance on her credit 

card even though she could pay off the full balance. 

Helping her to realize the impact interest can have 

made me feel like I had a positive impact on her and 

her young family.”

Shameed Ali, Specialized HR Analyst for TD Canada 

Trust, volunteers to teach workshops to communities 

in need through the United Way Toronto’s fi nancial 

literacy programs. 

Raising Financial Literacy Levels in 
Underserved Communities

Financial literacy is directly related to TD’s business and is a fi eld 
in which we can, therefore, make a strong contribution. We 
want consumers to be knowledgeable and empowered to make 
good decisions about their money. In 2011, we increased our 
activity in this fi eld by investing both fi nancial and human re-
sources to make fi nancial literacy programs available and acces-
sible, particularly for people from disadvantaged or underserved 
communities who are particularly vulnerable in this regard. 

•  Throughout the U.S. in 2011, TD Bank delivered 521 home-
buyer mortgage seminars, with 9,497 participants learning 
about applying for a mortgage, the loan closing process and 
post-purchase maintenance to protect their housing invest-
ment. We also provided 126 small business workshops, 
with 2,879 small business owners gaining knowledge about 
preparing a business plan, fi nancing their new businesses and 
cash fl ow analysis.

•  TD pledged $375,000 over three years to support Money 
Matters, a new workshop created by ABC Life Literacy 
Canada to help adult learners, including new immigrants, 
Aboriginal Peoples, single parents and low-income families, 
become more comfortable with personal fi nances. The pilot 
program will reach out to 2,700 adult learners over a three-
year period in 28 communities across Canada. Up to 700 
TD employees will be trained to deliver the program.

•  We are funding United Way Toronto to pilot a community-
based fi nancial literacy strategy for low-income individuals 
and families. This includes $500,000 in funding as well as TD 
volunteers to deliver fi nancial literacy workshops. Our 
contribution also supports one-on-one fi nancial counselling 
for single parents, new immigrants and seniors through 
neighbourhood agencies.

•  In suburban New York, TD piloted a fi nancial literacy 
seminar series covering fi ve different topics, including 
managing credit and preventing fraud. Businesses, 
community centres, campuses and others can request a 
free seminar, delivered by TD employees, on one or all 
of the topics.

•  Through our participation in programs like Junior 
Achievement (in both Canada and the U.S.) and Number 
Partners (in the U.K.), thousands of TD employees volun-
teered their time at schools and community centres to teach 
the basics of money management, savings, credit and debt. 

•  The TD Financial Literacy Grant Fund was set up through SEDI 
to provide funding to community organizations that provide 
fi nancial education programming. Last year, the fund awarded 
$2.4 million to 29 community organizations across Canada, 
including those serving women, youth, Aboriginal Peoples and 
newcomers to Canada.

We are also helping TD customers increase their fi nancial 
know-how through programs like TD Helps and the 
TD Money Lounge. 

“ With support from the TD Financial Literacy Grant 

Fund, we will pilot an innovative, youth-centred 

fi nancial literacy program with 40 marginalized youth 

in our community. We want to reach youth who oth-

erwise would not be exposed to fi nancial literacy skills 

– and to do this with respectful recognition of 

the challenges they face.” 

Marilyn Eisenstat, managing director of 

Promoting Education and Community Health (PEACH) 

Toronto, Ontario 
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Environment

Why Does It Matter?

Threats to the natural world are many, and the effects are felt 
most at the local level – in the form of a contaminated lake, a 
cleared forest, an endangered species. Our customers, em-
ployees and communities are concerned about the health and 
protection of the environment. TD shares these concerns. 

$57 MILLION AMOUNT DISTRIBUTED TO COMMUNITY 

ENVIRONMENTAL PROJECTS SINCE 1990, INCLUDING 

$4.7 MILLION LAST YEAR.

20,000+ COMMUNITY ENVIRONMENTAL PROJECTS 

SUPPORTED SINCE 1990.

What Is TD Doing About It?

In addition to reducing our own environmental footprint, TD is 
taking responsibility to help the planet through our community 
involvement. 

In this area, we work to: 

i) green our urban environment and enhance biodiversity;
ii) promote energy conservation; and
iii) promote environmental education. 

These areas are a natural extension of what we see as important 
environmental issues for our own business: paper (trees), energy 
and education.

Volunteers Plant 28,000 Trees During 
TD Tree Days

TD Tree Days is a volunteer tree-planting initiative that 

we created in response to employees’ interest in greening 

their communities and playing a hands-on role to help 

the environment. 

The results have been overwhelming. Nearly 5,000 volunteers 

planted more than 28,000 trees at 91 locations during 

the second annual TD Tree Days, up 40% over the previous 

year’s campaign.

“ TD Tree Days plantings will tangibly improve the quality of 

life in these neighborhoods, helping to create a cleaner, 

greener, and healthier environment for community 

members,” shared Carrie Gallagher, executive director of 

the Alliance for Community Trees (ACTrees), based in 

College Park, Maryland.

The program began in Canada and in 2011, we expanded it 

to the U.S. and the U.K. with plantings in Philadelphia, 

Boston, Jacksonville, Manchester, Leeds and Birmingham. TD 

worked with expert partners like Tree Canada, l’Association 

forestière des deux rives and ACTrees to identify urban and 

rural locations in need of more trees. 

TD Branch Manager Maxime Leclerc was a site leader at the 

tree-planting event in Brossard, Quebec. “The environment 

provides a shared purpose for all, so it brings me a sense of 

pride to see the willingness of volunteers who support the 

cause,” he said. “It’s great that TD gets involved in commu-

nity events that humanize the bank, bring to life the values of 

its employees and demonstrate our desire to be leaders.”

MORE ON THE WEB:

View video of TD Tree Days in 

action and the impact on a 

community.  
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TD Friends of the Environment Foundation (TD FEF)

Since its founding in 1990, TD FEF has invested more than 
$57 million in over 20,000 organizations ($3.6 million and 
1,058 organizations in 2011) that protect and enhance 
the environment in local communities across Canada. 

•  Nationally, TD FEF is powered by over 800 advisory board 
volunteers, comprising of TD customers and employees 
alike. Working through local chapters, the volunteers review 
applications and make recommendations about which 
community projects to fund. 

•  Funding comes from thousands of donors who give to 
TD FEF monthly, as well as TD’s contribution in excess of 
$1 million annually. 

•  TD also covers all the administrative costs of running the 
foundation. This guarantees that 100% of all donations 
support grassroots environmental projects in the 
communities we serve. 

•  Funding recipients have effected positive environmental 
change in countless ways. We share some of their stories at 
fef.td.com.

Greening Our Urban Environment and 
enhancing biodiversity

A lagoon is being redeveloped as a nature park in Saint-
François-de-Madawaska, New Brunswick. New planting and 
watering techniques are being tested out in Victoriaville, 
Quebec. These are just two of the ways in which municipalities 
are putting their TD Green Streets grants to good use. Since 
1994, more than 450 communities across Canada, including 
23 last year, have received Green Streets grants. Valued at up 
to $15,000 each, these grants can be used to implement fresh 
solutions and leading-edge practices in municipal forestry. The 
program is delivered in partnership with Tree Canada.

Team Challenges are one-day initiatives in which TD employ-
ees in the U.K. rejuvenate and improve outdoor areas in Leeds, 
Birmingham and Manchester. Challenges in 2011 included 
refurbishing a pond and surrounding area at Cottingley Primary 
School and enhancing Fleet Lane Forest in the south of Leeds to 
promote further use by walkers and families.

Promoting Energy Conservation

To encourage energy conservation, last year TD supported 
initiatives such as EcoSpark’s Wattwize (pictured right) in the 
Greater Toronto Area. The program empowers students to run 
electricity conservation campaigns in their schools. Conservation 
coaches mentor students to conduct energy audits, design 
energy conservation plans and measure results, with a target 
of a 4% month-to-month reduction in school-wide energy 
consumption by year-end.

The Gaia Project, based out of Fredericton, New Brunswick, 
works to deliver hands-on energy and climate change programs 
to high school students across the province. With funding from 
TD, the Gaia Project is assisting 10 high schools in monitoring 
energy and water consumption in real time so they are able to 
manage these resources more effectively. 

Promoting Environmental Education

Helping youth better understand both local and global envi-
ronmental issues is crucial to fostering the next generation of 
green-minded citizens. Among the many educational programs 
TD supported last year: 

Eco-Kids is an initiative designed to teach green ideas and 
climate change awareness to primary school children in the U.K. 
In 2011, TD employees delivered sessions on water conservation 
and composting to 70 children at two schools in Leeds.

To give inner-city kids an out-of-city experience, the Friends 
of Fish Creek Provincial Park Society offered the TD Learn-
ing Naturally Program to 4,500 students from 34 economically 
disadvantaged schools across Calgary, Alberta. Children who 
don’t normally have the chance enjoyed a daylong fi eld trip to 
the provincial park, participating in guided hikes and hands-on 
exploration. “It’s a joy to watch the faces of children who have 
never been in a forest before observing a deer, fi sh or snake in 
the wild for the very fi rst time,” said Connie Embreus of the 
Friends of Fish Creek. 

The statewide conservation program of the Vermont Youth 
Conservation Corps (VYCC) in the U.S. hires approximately 
350 young Vermonters, ages 16-24, to complete high-priority 
conservation work on public lands. Workforce development, 
increased personal responsibility, group cooperation, community 
involvement and technical conservation skills are all outcomes 
of VYCC programs.
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Creating Opportunities for Young People

Why Does It Matter?

A positive future for young people is interlinked with their learn-
ing and skills development, whether through reading, music, 
arts or theatre. These opportunities feed children’s imaginations 
and contribute to their quality of life. Many studies, for instance, 
demonstrate the impact of improved literacy on a child’s educa-
tion, self-confi dence and career opportunities.b We want young 
people from all social backgrounds to have rich life experiences. 

What Is TD Doing About It?

TD strives to create opportunities for youth so they can develop 
educationally, socially and artistically in order to fulfi ll their 
potential. These are diffi cult economic times for many young 
people in our society, as well as the organizations that run or 
support youth services. We believe that makes it even more 
imperative for companies like TD to play a role by funding and 
ensuring access to quality youth programming. 

In this area, we work to:

i)  promote children’s literacy;
ii)   support young people from diverse and underserved 

communities; and
iii)  help youth access arts and culture.

1.1 MILLION NUMBER OF CHILDREN WHO 

BENEFITTED FROM LITERACY PROGRAMS 

SUPPORTED BY TD IN 2011. 

Promote Literacy

The ability to read is often taken for granted, yet this skill is 
paramount to success during school years and beyond, which 
is why TD believes it’s important to get children reading. TD’s 
investment of $6.7 million last year supported the distribution 
of free books to Grade One students, children’s literature 
awards, reading programs at libraries and National 
Reading Week in the U.S.  

Among our new initiatives, we partnered with Montreal’s Bib-
liothèque et Archives nationales du Québec (BAnQ) to launch 
TD Story Time, a program that introduces the world of reading 
to young newcomers to Canada. New immigrant parents bring 
their children aged 3-5 to hear tales read in French and in one 
of fi ve other languages: Spanish, Arabic, Chinese, Haitian Creole 
and Romanian. Also in collaboration with BAnQ, we presented 
the TD National Reading Summit II, a two-day event that 
brought industry leaders together to explore opportunities for 
promoting reading in Canada. 

A Passion for Reading 

A lifelong love of reading starts with the fi rst great book 

you ever read. And encouraging that love is one of our great 

passions at TD. 

That’s why we set up the TD Grade One Book Giveaway. 

Last year, TD and the Canadian Children’s Book Centre 

(CCBC) teamed up for the 12th consecutive year to distribute 

more than half a million copies of Gifts, written by 

Jo Ellen Bogart and illustrated by Barbara Reid, to Canada’s 

grade one students. 

Fully funded by TD, the program has provided over fi ve million 

books since 2000 to school-aged children in the country. 

Each year, a different book is distributed in both English and 

French. “Thanks to TD’s support and dedication to children’s 

literacy, we hope that Gifts encourages the imaginations 

of young children across Canada and teaches them about 

the joy of reading,” said Charlotte Teeple, executive director 

of CCBC.

Karen Foster, librarian at the Chippewas of Georgina Island 

First Nation Public Library, added, “Those giveaway books 

were like gold to us. They brought children and families 

through the doors of our small libraries – and still do.” 

TD supports a number of literacy initiatives across our 

footprint. Approximately 600,000 children took part in 

TD Summer Reading Club programs at libraries across 

North America last year. TD donated $100,000 to First 

Book, a not-for-profi t dedicated to providing books for 

children in underserved communities in Canada and the 

U.S. We’re also a long-time supporter of the Right to 

Read program in the U.K., where TD employees volunteer 

at schools in Leeds, Manchester and Birmingham to help 

children improve reading and social skills.
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Supporting Young People from Diverse and 
Underserved Communities

TD backs programs that share the dedication to helping youth 
succeed, with those from diverse and underserved areas a 
priority. We participate in a host of mentoring programs – 
kids.now (Canada), Big Brothers Big Sisters (North America) 
and Leeds, Manchester and Birmingham Mentoring (U.K.). 
TD employees volunteer as mentors, providing young people 
with encouragement, guidance, confi dence and an opportunity 
to gain a positive role model. 

New City Kids has transformed the lives of at-risk urban youth 
(ages 6-19) in Jersey City, New Jersey. The Teen Life Internship 
Program provides alternatives to gang activity and violence 
through academic support, high-quality employment, a free 
sailing school and personal college preparation. 

Culture Kids is an innovative project in Leeds, U.K., aimed 
at raising cultural awareness among school-aged children. The 
TD-supported program tackles issues of race and culture by 
engaging children in volunteer-led activities.

“ I learnt that you should never judge a book by a cover. 

We all have feelings and we should show respect to 

each and every one of our community.” 

Caitlin, aged 10, who took part in the Culture Kids 

program delivered by TD employees at St. Anthony’s 

Catholic Primary School in Beeston, Leeds.

Encouragement Goes a Long Way for 
Special Needs Youth  

Jeff Needham works on the front lines with at-risk youth in 

Toronto, Ontario. Since 2005, he has been a fi eld offi cer for 

the Duke of Edinburgh’s Award, a program that encour-

ages young people aged 14-25 to develop positive skills and 

habits, while having fun at the same time. Jeff visits local 

schools and organizations to inspire inner-city youth and 

young people with disabilities to participate in the program. 

He also provides ongoing support once they join, so they have 

a greater opportunity to complete the program. 

“ Whether it’s a shy Muslim girl adjusting to her new 

Canadian environment or a kid in an alternative high school 

who lacks a stable home life, the program is a way of adding 

structure, confi dence and recognition to a young person’s 

life,” says Jeff. “I give them encouragement, and they run 

with it. You can draw a straight line from the time they start 

the program to the upswing in interest in their communities 

– and themselves.”   

Participants earn the Duke of Edinburgh’s Award by setting 

and achieving goals in four areas: community service, skills 

development, physical fi tness and an adventurous journey. 

The program also improves one’s chances of going to 

post-secondary school and landing a job, as many universities, 

colleges and even workplaces recognize the award. 

TD is the program’s largest corporate sponsor in Canada. 

Since 2005, we’ve pledged more than $1.2 million, 

including $250,000 announced last year, as part of the 

TD Waterhouse Investing in Youth outreach initiative. 

Our funding supports local fi eld offi cers like Jeff in eight 

Canadian cities, who focus on reaching out to disadvantaged 

youth. The impact of TD’s contribution so far: over 5,700 

inner-city youth and youth with disabilities have participated. 

In 2011, the Investing in Youth initiative received an 

honourable mention for the Imagine Canada Community 

and Partnership Awards.
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Creating Opportunities to Access Arts and Culture

We invest in musical education programs geared to helping 
young Canadians cultivate and develop a love of music; for 
example, during the TD Vancouver International Jazz Festival last 
summer, we sponsored a jazz education program for aspiring 
musicians, allowing them to taste what it’s like to be part of a 
professional band and to perform live at the festival. 

TD underwrites admission costs for children and youth attend-
ing a variety of performing arts productions. Examples include 
discounted ticket offers for Canadian Opera Company produc-
tions in Toronto and for Theatre Under the Stars outdoor shows 
in Vancouver every summer. 

With funding from TD, the new Milton Centre for the Arts in 
Ontario is purchasing special equipment to assist persons who 
are deaf, deafened and hard of hearing attend selected theatre 
performances. Approximately 10 theatrical performances per 
year, as well as other events will be available with subtitles, and 
patrons will be able to read the words of performances on a 
screen located above or beside the stage. 

“ The TD Jazz Education program was an amazing expe-

rience for me. Getting to work so closely with some of 

Canada’s greatest jazz musicians has inspired me and 

provided fi rst-hand experience of what is possible.” 

Phil LeClair, student at Centennial Secondary School, 

Belleville, Ontario 

IN 2011, TD WAS AWARDED THE TORONTO ARTS 

AND BUSINESS AWARD, PRESENTED BY THE GLOBE 

AND MAIL, BUSINESS FOR THE ARTS AND THE 

TORONTO ARTS FOUNDATION. 

TD WAS NOMINATED BY THEATRE GARGANTUA IN 

TORONTO SPECIFICALLY FOR OUR INNOVATIVE SUP-

PORT OF THE ARTS INTERNSHIP PROGRAM AT THEIR 

ORGANIZATION, IN ADDITION TO OUR LONG HISTORY 

OF SUPPORTING THE ARTS IN TORONTO.

Affordable Housing

Why Does It Matter?

Affordable housing is a major priority for TD Bank in the 
U.S., where communities continue to experience economic 
turmoil and hardship. High levels of unemployment, the 
mortgage and credit crises and record foreclosures are among 
the problems faced by millions of Americans who have 
diffi culty gaining access to safe, quality, affordable shelter. 
Housing experts have identifi ed a pressing need for more 
energy-effi cient low-cost shelter. 

What Is TD Doing About It?

TD Bank is committed to improving the quality and availability 
of affordable housing in our local neighbourhoods, so we fund 
community development loans and investments and dedicate 
signifi cant support from the TD Charitable Foundation.

Housing for Everyone

TD has held the Housing for Everyone grant competition since 
2006. Nearly US$10 million in donations have been awarded to 
non-profi ts to help provide safe, affordable housing in the U.S.

Reinvesting in Our Local Communitites

Community Development Loans

In 2011, we made 52 community development loans to help 
address affordable housing in U.S. communities we serve. 
These loans represent US$294 million in funding, which helped 
build or preserve nearly 1,500 new homes or apartments. An 
additional 16 economic development loans provided more than 
US$45 million to venture capital funds in support of small 
business lending. 

Low-Income Housing Tax Credits

TD invested US$296 million last year in low-income housing tax 
credits to support 36 housing projects for families, individuals 
and elderly residents. 
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TD Charitable Foundation

In 2011, the TD Charitable Foundation contributed 
US$13.2 million to help meet the needs of low- and moderate-
income individuals, neighborhoods and small businesses. 
Examples include:

•  A US$25,000 donation to support Rising Tide Capital’s 
Community Business Academy and Business Acceleration 
Services programs. Rising Tide Capital provides business 
education and coaching tailored to low-income entrepreneurs 
throughout Northern New Jersey, with the objective 
of creating jobs and economic opportunity for local families 
and neighborhoods.

•  To help women make the best economic decisions for them-
selves and their families, YWCA Delaware offers programs 
that teach women how to save and invest money wisely, 
access capital to start a business, purchase their fi rst home and 
prevent foreclosure.

•  The Non-Profi t Training Resource Fund (U.S.) awarded 158 
non-profi ts in the U.S. up to US$1,000 each so they could 
provide job training, education and professional development 
opportunities for their employees. In the last three years, 
the fund, offered through the TD Charitable Foundation, has 
provided 364 grants worth US$323,762.

Sustaining Affordable Housing Through 
Energy Efficiency   

Preservation of Affordable Housing Inc. (POAH) is a 

national leader in furthering and preserving low-income 

housing for American families. Based in Boston, 

Massachusetts, the non-profi t organization rescues and 

rehabilitates “at-risk” rental housing developments, many in 

danger of losing their affordability. The importance of POAH’s 

work has never been greater, as the housing and jobs crisis in 

the U.S. continues to intensify the issues of access to and 

maintenance of inexpensive shelter. 

TD is proud to support POAH and other affordable housing 

developers in the U.S. through our annual Housing for 

Everyone grants competition. Since the program’s inception 

six years ago, the TD Charitable Foundation has provided 

nearly US$10 million to non-profi ts that are leading the way 

in protecting and enhancing affordable housing units.

As a 2011 grant winner, POAH plans to use its US$100,000 

award to deploy a cutting-edge solar hot air system at Salem 

Heights Apartments, one of the non-profi t’s properties that 

represents 15% of the affordable housing available to the 

Salem, Massachusetts community. The technology will 

increase energy effi ciency, reduce greenhouse gas emissions 

and protect residents from future volatility in energy prices. 

Celebrating its 10th anniversary in 2011, POAH has a long 

track record of integrating environmental considerations 

into its initiatives. 

“ Much of our affordable housing inventory is aging, and it’s 

cheaper and greener to update what already exists than to 

tear it down and build anew,” said Thomas Davis, POAH’s 

manager of strategic operations. “TD’s support helps POAH 

test and prove new tools for preserving existing affordable 

housing resources in ways that are sustainable fi nancially, 

for the environment and for the community.”

POAH was also a 2010 grant recipient, using the funds to 

install another renewable-energy innovation – solar thermal 

technology for heating water – at its affordable housing 

complex in rural New Hampshire. 
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Other Ways We Contribute

Over and above our giving priorities, there are many other ways 
TD contributes to communities. 

• Supporting diversity in the community (see p60)
• Health and social services
• United Way
• Emergency response 

Health and Social Services 

We recognize there are growing demands for health and social 
services, which are stretching the capacity of many front-line 
agencies to meet the need. In 2011, our U.S. TD Charitable 
Foundation made 764 donations, totalling US$9.86 million to 
key non-profi t, public and private organizations across America 
to provide basic services like heat, shelter and food. 

In Canada, TD is a long-time supporter and leading fundraiser 
for Children’s Miracle Network, raising more than $43 million 
to date. Donations help fund the medical care that saves and 
improves the lives of more than 2.6 million Canadian children 
each year. 

2011 Children’s Miracle Network Giving

Customer donations $3.5 million

Corporate donations $1.1 million

Employee fundraising $1.2 million

Total Giving: $5.8 million

VOLUNTEER CHRONICLES

Breakfast Club Makes a 
Difference for Kids

Wednesday mornings are extra busy for TD employees Gail 

Watkinson and Nancy Watters of Mactier, Ontario. For two 

years and counting, they wake up early each Wednesday 

to serve breakfast at the public school in town. They arrive 

for 8:00 a.m. so they can begin cooking, and when the 

school buses arrive a half hour later, more than 30 students 

from kindergarten to Grade 8 enjoy oatmeal, cereal, fruit 

and eggs prepared and served by Gail and Nancy. After 

breakfast and cleanup, they are off to their branch to start 

their work day. 

“ We have found this to be a very busy but rewarding 

opportunity to be part of the community and interact 

with the kids. We also have both been able to volunteer 

enough hours to get volunteer grants from TD Canada 

Trust so between us we have presented this breakfast club 

with $1,000 to help purchase food they need to run this 

program. This has been very much appreciated.” 

United Way is a major catalyst of social change in our soci-
ety, funding food banks, shelters and other vital social service 
initiatives in hundreds of communities. TD employees, some of 
whom have benefi ted from United Way-supported services, are 
passionate about volunteering for this essential organization.

Last year, TD Bank employees generated US$1.27 million for 
United Way chapters in the U.S., complemented by an addition-
al US$1 million from the TD Charitable Foundation for a total 
donation of $2.47 million. This represented an increase of 78% 
over the previous year. In Canada, TD achieved record-breaking 
results by donating $13.5 million – raising $10.1 million from 
employees alone – an increase of 44% over the previous year, 
making it TD’s largest donation ever. 

27,000 NUMBER OF CANADIAN EMPLOYEES, REP-

RESENTING 50% OF TD’S WORKFORCE IN CANADA, 

WHO VOLUNTEERED AND RAISED FUNDS FOR 

THE ANNUAL TD UNITED WAY EMPLOYEE GIVING 

CAMPAIGN LAST YEAR, UP FROM 42% THE 

PREVIOUS YEAR.

$16 MILLION AMOUNT DONATED BY TD IN 2011 TO 

UNITED WAY AGENCIES ACROSS NORTH AMERICA
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One of TD’s most enthusiastic volunteers was Ed Clark him-
self, our Group President and CEO, who chaired United Way 
Toronto’s campaign and contributed countless hours of his time 
to meet with key stakeholders, attend events and champion the 
cause. The result: The Toronto campaign shattered records with 
$113.2 million raised, the most ever raised for a United Way 
chapter in any city across North America. 

“Making it Real” tours were a new feature of the campaign, 
which enabled over 500 TD employees and executives to 
volunteer at United Way agencies like Central Neighbourhood 
House for half a day to learn about the impact of these projects 
in our communities. 

Responding to Disasters

In the wake of devastating natural disasters last year, TD 
provided corporate funding and our employees raised money 
to support recovery efforts as well as provide shelter and 
comfort for those forced out of their homes. We pulled together 
to make a difference for: 

•  victims of the extraordinarily devastating earthquake and 
tsunami that hit Japan;

•  victims of Hurricane Irene, which caused extensive damage 
over much of the U.S. East Coast, including South Carolina, 
North Carolina, Virginia, New York, Rhode Island and 
Vermont; 

•  fl ood victims in New Brunswick, Quebec and Manitoba;
•  those affected by wildfi res that devastated the community 

of Slave Lake, Alberta; and
•  residents of Goderich, Ontario, affected by a 

destructive tornado.

TD Responds to a Community in Crisis

The tornado that struck Goderich, Ontario, lasted only 

minutes, yet caused widespread destruction to the uniquely 

historic town. In fact, the 2011 storm damaged or destroyed 

hundreds of homes and businesses and touched the lives of 

people throughout the tight-knit community. 

In the aftermath of the disaster, our employees leaped into 

action to help the battered town of 8,000 residents. 

Employees rushed to purchase clean-up supplies and walked 

up and down streets to give the items to citizens in need. 

“ It was a very diffi cult time for our community,” said Teresa 

Doney, Branch Manager, TD Canada Trust, Goderich, who 

set up a temporary tent location in a parking lot after 

her branch was severely damaged. “We wanted people 

to know that we were still here and that we cared. What 

started as a place to assist customers with their banking 

quickly became a gathering spot for them to share their 

stories. We were strengthened by how TD stood behind 

our staff and customers to help out anyway possible.” 

The Purser family was among those who found comfort from 

the TD Canada Trust team. Upon hearing how this family of 

three lost everything in the storm, TD employees rallied to 

provide them with gift cards to buy much-needed essentials. 

“ My family and I cannot begin to thank you enough for 

the amazing support you have shown us since we lost 

our home,” wrote Sarah Purser in a letter to the branch. 

“I still shed tears of sincere gratitude.” 

Through the fundraising efforts of TD employees across the 

country, $100,000 was raised for the town and TD also 

contributed $20,000 both to relief efforts and to replace and 

replant uprooted or damaged trees. 
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Civic Contributions

Fostering Discussion on Public Policy Issues 

TD sponsors and supports a range of forums, civic initiatives and 
other activities. Here are some examples:

•  The Public Policy Forum, which is an independent forum for 
open dialogue on public policy. 

•  Programs that give the next generation an opportunity to 
experience the parliamentary process and how government 
works. These include the federal Parliamentary Information 
and Research Service Internship Program, the Ontario 
Legislature Internship Programme and the Forum for 
Young Canadians. 

•  Equal Voice, with a mission to promote the election of more 
women at all levels of government across Canada.

•  The Historica-Dominion Institute of Canada’s Passages to 
Canada Program, which introduces young Canadians to the 
immigrant experience in Canada.

The Future of Finance

In 2011, TD co-sponsored The Future of Finance research study, 
authored by the Centre for Responsible Business at the Haas 
School of Business, University of California-Berkeley and 
GlobeScan. Based on interviews with 60 experts from a diverse 
range of stakeholder groups, the report explores ways for banks 
to grow their business and build positive relationships through-
out society. Several TD executives participated in the study, pro-
viding a unique perspective on the Canadian fi nancial services 
industry, which fared more positively during the economic crisis. 

Trade and Business Association Memberships

TD is a member of the several industry associations that track 
and advocate on issues of interest to their membership, includ-
ing the Canadian Bankers Association, the Investment Funds 
Institute of Canada, the Investment Industry Association of 
Canada, the Canadian Life and Health Insurance Association, 
the Canadian Association of Direct Response Insurers and the 
Canadian Association of Financial Institutions in Insurance. 

TD is also a member of the Toronto Financial Services Alliance, 
a public-/private-sector collaboration to promote Toronto as a 
premier global fi nancial services centre. 

TD is a primary sponsor of the Global Risk Institute in Financial 
Services (GRIFS), an independent, world-class centre for research 
and training across fi nancial risk management and regulatory 
disciplines. GRIFS will develop leading-edge thinking and 
practical, policy-relevant applied research in the area of fi nancial 
risk management.

Research

TD Economics is one of the most respected think tanks in 
Canada. The group covers issues of interest to investors in North 
America, Europe and Asia. In addition to regular publications 
and forecasts, the group publishes special economic reports on 
a wide range of issues that support investment decision-making 
and contribute to public policy dialogue.

In 2011, TD Economics published 50 special economic reports 
on topics that included:

• the rising costs of food prices; 
• the importance of investing in post-secondary education;
• the urgent need for lifelong fi nancial literacy; 
• key success factors for women entrepreneurs in the U.S.; 
• a polarization of skills in the U.S. labour market;
•  potential economic impacts of the Keystone XL pipeline; and 
•  household indebtedness in Canada, especially among 

the elderly. 

A full list of TD Economics publications and special reports is 
available at td.com/economics.
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Public Policy

TD engages in discussions of public policy and economics with 
elected offi cials, public servants and regulators in all of the 
jurisdictions in which we operate. Given the role that banking 
plays in the economy, it is always important to communicate 
with the government, but the current fi nancial and economic 
situation has only heightened the need for ongoing discussion 
of economic and fi nancial sector developments. TD is committed 
to transparency and aims to meet both the letter and the spirit 
of the laws that apply to all of its contact with government. 

In Canada, TD’s Government Relations group coordinates the 
bank’s contact with politicians and public servants on policy is-
sues of interest to the bank, as well as coordinating much of the 
bank’s contact with industry associations, such as the Canadian 
Bankers’ Association. TD’s Regulatory Relations group coordi-
nates the bank’s contact with Canadian regulators, as well as 
regulators in foreign jurisdictions other than the U.S.

In the U.S. a Regulatory and Government Affairs team coordi-
nates the bank’s contact with regulators and government.

Lobbying Practices

In Canada the majority of TD’s interactions take place with the 
federal government since prudential supervision takes place 
at the federal level. TD complies with all federal lobbyist 
reporting requirements and reports all of its activities to the 
Offi ce of the Commissioner of Lobbying, as required. Those 
activities undertaken at the provincial and municipal levels 
follow all of the rules and/or reporting requirements that exist 
for these jurisdictions.

TD’s expanding presence in the U.S. combined with a complex 
set of federal, state and local lobbying requirements led TD’s 
Regulatory and Government Affairs team to provide ethics 
training to bankers that might be in contact with government. 
This process aimed to explain the requirements that exist in a 
particular state, make them aware of any obligations that would 
then apply to the bank or the individual as well as identifying 
the Regulatory and Government Affairs team as a resource for 
any questions. 

Signifi cant Public Policy Activities in 2011

Issue Audience Outcomes

Regulatory Changes

Implementation of the Dodd-Frank Act U.S. Congress and Regulators TD has participated in consultation processes 
on a number of aspects of the Dodd-Frank 
Act, explaining the impact that proposed rules 
would have on TD.

Implementation of Basel III Accord Financial Stability Board and Canadian 
Regulators

TD conveyed its support for the principles that 
underpin the Basel III Accord, as well as provid-
ing comments on some the impacts the Basel 
III could have on Canadian banks. 

Systemically Important Financial Institutions 
(SIFI)

Financial Stability Board and Regulators TD has supported the inclusion of capital 
surcharges for Systemically Important Financial 
Institutions (SIFIs) as part of the Basel III 
proposals. 

Economic conditions

Increasing levels of Canadian household debt Government of Canada and Regulators TD has tracked the aggregate level of 
household debt in Canada as well as TD’s 
own portfolios, and discussed the results with 
government and regulators 

Mortgage policies Government of Canada As a result of household debt levels, TD has 
encouraged the federal government to change 
several policies in order to tighten the lending 
requirements for mortgages.

Consumer Issues

Simplifi ed language documents Financial Consumer Agency of Canada TD has worked to ensure that documents 
explaining our products provide appropriate 
information and disclosure to customers. 

Payment systems – safety and soundness 
of mobile payments

Government of Canada TD has been an active participant in the Task 
Force for the Payments System Review, created 
by the federal government to consider the 
future of Canada’s payments systems. 
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Political Donations 

Canada

TD believes that a strong political system in Canada is of benefi t 
to the company and our customers. We participate in the 
democratic process and make political donations to those levels 
of government that allow corporate donations. Currently, fi ve 
provinces do not allow political donations – nor are they 
permitted at the federal level. Our contributions have no politi-
cal bias. Where permitted, TD makes donations to both the 
ruling and offi cial opposition parties. A review of our donation 
amounts was conducted in 2011, which resulted in increases 
across the provinces. 

Political Contributions Made by TD in Canada

2011 2010 2009

Federal – – –

Provincial $204,150 $129,500 $131,500

Municipal $1,700 –

Total $204,150 $131,200 $131,500

U.S.

Political contributions from corporations are not permitted in the 
United States. Election laws do permit the creation of a Political 
Action Committee and in August 2011, we registered the TD 
Bank NA Political Action Committee with the Federal Election 
Commission (FEC). All political donations made in the U.S. are 
disclosed through the FEC database (www.fec.gov). 

Supply Chain

Responsible Procurement 

We have a North American Strategic Sourcing Group that is 
responsible for setting out the overall framework for supplier 
selection and management at TD. This group uses a disciplined 
process for the selection of signifi cant suppliers and provides 
support to all TD businesses for their sourcing initiatives, 
assisting with evaluating, negotiating and structuring supplier 
arrangements both before and after contract awards. 

Suppliers are screened according to wide-ranging criteria, 
including social and environmental responsibility. We consider 
their privacy and security policies and standards, insurance 
coverage, ethical standards, equal opportunity and non-
discrimination policies. TD uses a policy that assesses the 
environmental performance of suppliers and the products 
we purchase from them. 

We also apply TD’s risk-management approach to prospective 
supplier relationships. In addition to regulatory requirements, 
our policies consider many other aspects of the supplier relation-
ship, confl ict of interest, technology risks and cultural compat-
ibility between the supplier’s culture and TD’s Guiding Principles, 
business objectives and service philosophies. 

As supplier relationships become more global, we recognize 
the need for increased governance. During 2010, a Supply 
Chain Working Committee was established to start exploring 
TD’s practice of identifying social and environmental risks in 
the supply chain. In 2011, the Strategic Sourcing Group 
dedicated resources to focusing on responsible procurement 
in TD’s supply chain. 

TD SPENT $5.0 BILLION ON GOODS AND SERVICES 

FROM SUPPLIERS ACROSS NORTH AMERICA IN 2011.
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Sustainability Rating Pilot Program

In 2011, we conducted a pilot with a sustainability rating 

agency focused on supply chain management. The agency 

assessed approximately 20% of our supplier spending 

against a set of criteria aligned with the UN Global 

Compact, Global Reporting Initiative and ISO 26000 and 

21 environmental, social, ethical and supply chain 

sustainability indicators. Through the pilot, we gained a 

better understanding of assessing suppliers against 

sustainability criteria.

With a focus on continuous improvement, we embarked 

on a university research project to gather internal and 

external stakeholders’ views on TD’s priorities for 

sustainable procurement moving forward. The research 

objectives include:

•  assessing environmental, social and economic impacts 

of TD’s current supply chain activity; and

•  setting criteria for future assessments and establishing 

meaningful supply chain metrics.

The study fi ndings will be evaluated in 2012.

A Fair and Transparent Process 

The selection methodology we use when sourcing is designed 
to be fair and transparent for our supplier community. Suppliers 
that are not successful are offered the opportunity for a debrief-
ing session so they may better understand the rationale for our 
decision and take steps for improvement if necessary. Currently, 
we do not survey suppliers on their overall satisfaction in 
doing business with TD, nor do we track or set requirements for 
spending on local suppliers at our major locations of operation. 

Environmental Procurement

We look for suppliers who share our environmental values. 
Our Environmental Procurement Policy includes environmental 
criteria and performance standards that our suppliers 
must meet. 

During the RFP (request for proposal) process, suppliers are 
asked to complete a questionnaire describing their own 
environmental policies, management systems and recycling 
practices. The completed questionnaires may be referred to 
TD Environment, who provide recommendations on supplier 
selection based on environmental performance. In 2012, we 
plan to review the Environmental Procurement Policy and revise 
its content based on the results of the sustainability research 
currently underway.

Supplier Diversity

Diversity and inclusion are an integral part of how we conduct 
business at TD. In 2011, we launched a Supplier Diversity 
Program to refl ect our commitment. This program focuses 
on creating a level playing fi eld for suppliers certifi ed as being 
minority-owned who are interested in providing goods and 
services to TD Bank Group. More information is available on 
our website. 

Accompanying Notes:
a  Examples include Statistics Canada, Canadian Financial Capability Survey, 2009; Ipsos Reid/ABC Life Literacy Canada fi nancial literacy survey, May 2011; FINRA Investor Education 

Foundation, in consultation with the U.S. Department of the Treasury and the President’s Advisory Council on Financial Literacy, National Financial Capability Study, 2009; Harris 
Interactive/National Foundation for Credit Counselling 2009 Consumer Financial Literacy Survey; Adele Atkinson/OECD preliminary research fi ndings. Global Measures of Financial 
Literacy (2011); and OECD’s international study Improving Financial Literacy: Analysis of Issues and Policies, 2005.

b  TD Economics, Literacy Matters: The urgent need for lifelong fi nancial literacy, June 2010; ABC Life Literacy Canada: http://abclifeliteracy.ca/family-literacy-facts
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Our Approach

We equate a healthy environment with a healthy economy. 
The combined pressures of population growth and urbanization 
place growing demands on basic resources – such as energy, 
water, and land. These resources, so often taken for granted in 
North America, are becoming increasingly constrained, and costs 
are rising.

“ Just like our customers, employees, and communities 

we are concerned about reducing our environmental 

impacts. How to manage the growth of a business, 

while reducing demands on scarce resources, is at the 

heart of responsible development. Whether through 

our fi nancing activities, our products and services, or 

how we operate our facilities, this is top of mind for 

TD. Responsible development creates challenges, but 

also tremendous opportunities.”

Karen Clarke-Whistler, Chief Environment Offi cer, 

TD Bank Group

Environmental Pillars

Our goal is to be an environmental leader. Over the past three 
years we have been building an environmental strategy that is 
embedded within TD’s vision and mission. Our environmental 
strategy reaches across all aspects of our business and is man-
aged through four pillars:

•  Reducing the environmental footprint of our business 
operations;

• Responsible fi nancing;
•  Developing green product and service options for our 

customers; and
•  Engaging our environmental stakeholders in dialogue to 

promote understanding and solutions.

While there are many environmental issues that need attention, 
we concentrate our efforts on issues where we can be most 
effective. In response to feedback from customers, employees 
and other environmental stakeholders, we selected two areas to 
focus on: energy and paper.

Environment
Taking Responsibility – To be an Environmental Leader

2011 Challenges Our Response

•  Continuing to achieve energy reduction targets for buildings and 
travel while growing the business through mergers, acquisitions and 
organic growth.  

•  We developed an Enterprise Real Estate Environmental Plan (2012-2015) 
to manage energy demands moving forward.

•  Achieving targets on paper reduction •  Made a public commitment that TD will become paper-neutral by 2012.

•  Increase environmental awareness and build employee engagement 
in the U.S.

•  Strengthened our team in TD Bank and developed a plan to increase 
employee involvement across all of our businesses

•  Continuing to manage the environmental and social risks associated 
with fi nancing activities – especially about Free Prior and Informed 
Consent (FPIC) 

•  Met with industry, aboriginal and environmental groups to advance 
dialogue on FPIC.
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Management Framework

TD’s Environmental Policy was updated in 2010. The revised 
policy provides an overarching framework for TD’s environment 
program. Goals and targets are being developed within each of 
our four environmental pillars. Processes and performance are 
tracked and reported through our Environmental Management 
System (EMS), which is based on the ISO 14001 international 
standard. The EMS will be fully implemented in 2012. 

MORE ON THE WEB:

Interview with executive environmental 

champion: “What’s next for TD – after 

becoming carbon-neutral?”  

Operations

Reducing TD’s Operational Footprint

We’re committed to continuous improvement to lower TD’s 
operational footprint through:

•  reducing energy use and greenhouse gas (GHG) emissions 
across TD’s business operations and fl eet;

•  implementing green building design standards for our new 
and existing facilities;

•  reducing non-paper waste and e-waste;
•  reducing paper usage; and
•  greening our supply chain.

TD’s North American Environmental Footprint

2010 2009 2008

Total Energy Use1

Electricity (kWh) 545,260,552 586,079,202 577,439,867

Heating and Cooling (GJ) 729,934 863,612 

Total GHG Emissions (tonnes CO2e)1, 2

Direct CO2e (GHG Scope 1) 42,464  45,716 48,539

Indirect CO2e (GHG Scope 2) 153,716  180,494 184,406

Other Indirect and Non-controlled (GHG Scope 3) 38,562  27,048 31,425

Total CO2e 234,742  253,258 264,370

GHG Intensity (per employee)3

Total CO2e (tonnes) 2.92 3.41 3.58

Energy component – CO2e (tonnes) 2.33 2.93 3.02

Travel component – CO2e (tonnes) 0.59 0.48 0.56

Electricity (kWh) 6,778 7,882 7,823

Offi ce Paper Intensity (per employee)3

Total offi ce paper (metric tonnes) 3,193 – –

Offi ce paper (sheets)4 8,557 8,308 8,473

1  Latest data available at time of reporting is 2010. 2011 data will be available in our 2012 Carbon Disclosure Project submission.
2  For further details see accompanying notes.
3  For the year ending October 31, 2010 the Bank has changed the geographic boundary for calculating the GHG intensity (per employee) values from the total number of international 

employees to the total number of North American employees to better match the source of GHG emissions reported which includes only North America. The 2008 and 2009 intensity 
data has been restated for comparative purposes. The restatement resulted in a 1% increase in the total intensity and electricity (KWh) values, a 3% decrease in the energy component 
value, and a 25% increase in the travel component value for both 2008 and 2009. 

4  2009 and 2008 offi ce paper does not include TD Insurance as the data is not available and cannot be reasonably estimated.
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Energy Use and Greenhouse Gas (GHG) Emissions

TD became carbon-neutral in 2010. We used the GHG emissions 
identifi ed in our 2010 Greenhouse Gas Inventory to provide the 
requirements for achieving carbon neutrality. The GHG inventory 
measures emissions from TD’s wholly owned North American 
operations. In addition, we estimated emissions from TD’s inter-
national operations, based on the space occupied.

TD measures our direct emissions from heating and cooling 
(Scope 1), our indirect emissions from electricity and TD’s fl eet of 
vehicles (Scope 2) and our business travel emissions and energy 
from subleased locations (Scope 3). 
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ACHIEVING CARBON NEUTRALITY 

TD’s carbon neutral program is based on these 

components:

Step 1: Reduce energy use.

Step 2: Green our energy supply.

Step 3:  Develop innovative, North American-based 

carbon offsets with commercial and social 

partners.

Using this approach, we are taking the fi rst steps to 

decouple our business growth from our use of fossil fuels. 

Since 2008 TD’s absolute emissions have decreased by 

11% - while our business continues to grow.

NORTH AMERICAN COMPARISON FROM 2008 TO 2010*

Revenue              Real Estate          Employees          GHG
                            (sq. ft.)

 29%        11%        9%         11%
*Results based on latest available North American data.

Energy Reduction Through Building Design

TD’s commitment to carbon neutrality has transformed the way 
we design and operate our buildings, with an increased under-
standing of green building principles. TD’s architectural team is 
developing design standards based on a full-cost-of-ownership 
approach, challenging us to design buildings that produce 
energy rather than consume it. 

TOTAL ELECTRICITY USE

(in millions of KwH)
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In 2011 we continued to identify opportunities to 
manageenergy requirements across the North American 
real estate portfolio. 
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TD Goes Net-Zero in Florida

In 2011 TD Bank built a store designed to be net-zero in 

Cypress Creek, Fort Lauderdale, Florida. The net-zero store 

uses state-of-the-art design to maximize energy effi ciency 

including effi cient lighting and mechanical systems. With 

an array of 400 solar panels, the store produces 100,000 

kilowatt hours per year and produces as much energy as 

it consumes.

Built to LEED platinum design standards it is one of 

only eight net-zero projects registered under the U.S. 

Department of Energy.

And, in London, Ontario

A 25-year-old TD Canada Trust branch in London, Ontario, 

is currently being transformed into a net-zero energy loca-

tion. This will be the fi rst net-zero energy retrofi t of a bank 

branch in Canada. Energy effi ciency enhancements include 

interior and exterior LED lighting, remote building monitor-

ing, and a solar electric vehicle charging station. In addi-

tion, the surrounding land will transformed into a green 

energy park that will house solar panels, solar trackers and 

an amphitheatre for local community use.

In 2011, TD’s green building program also saw the 
completion of 16 LEED-certifi ed projects (5 platinum, 5 gold, 
2 silver, 4 certifi ed) and another 61 projects that are registered 
for future development. 

TD does not own or lease facilities in environmentally 
sensitive habitats.

TD’S AUBURN, MAINE LOCATION WAS THE FIRST 

LEED CI PLATINUM CALL CENTRE IN THE U.S. AS 

CERTIFIED BY THE U.S. GREEN BUILDING COUNCIL 

Green Information Technology

Banks have come a long way since the days of ledger books in 
a branch. At TD, we aim to use technology in ways that reduce 
our environmental impact. As our business grows, we are updat-
ing our fl eet of servers, computers, printers and processors to 
facilitate the fast and effective services our customers expect. 
This approach also helps us gain substantial energy savings. 

Since 2008, 
These Programs: 

Have Saved:

•  Electrical and mechanical 
upgrades in our existing 
data centres

• $86,000 in electricity costs

•  PC power management •  9,253,093 kWh in energy and 
1.8 tonnes in CO2

•  E-waste diversion from 
landfi lls

•  100% of employee technology 
waste, such as laptops 
and printers

•  95% of data centre waste.

In 2011 TD developed a comprehensive green IT strategy, 
which seeks to:

•  achieve measurable energy and cost reductions from 
workspace, network and data centre initiatives;

•  inform and modify energy savings behaviour among 
employees and suppliers through our energy awareness 
campaigns; and

•  use performance measures to gauge our effectiveness at 
integrating green practices in our daily operations.

Location Description Est. Annual Energy 
Reduction (kWh/yr)

Est. Annual GHG 
Reduction (tonnes CO2e/yr)

TD Centre, Toronto, ON Lighting upgrades, LED replacement 
of MR16s, daytime cleaning

2,452,196 539

Creekside Campus, Mississauga, ON LED parking lighting, interior 
lighting, LED exterior signage

1,058,317 233

USA Retail  LED lighting upgrades Lighting upgrades 1,585,716 903

USA Corporate Lighting upgrades 825,871 470

Here are a few examples of the upgrades we’ve made.



TD Bank Group 2011 Corporate Responsibility Report 60

We are developing metrics that will help us better understand 
how to most effectively reduce energy use while improving 
computing effi ciency, including: 

•  PC power management consumption savings;
•  virtualization energy consumption savings;
•  Air miles and related CO2 savings through video conferencing;
•  storage energy savings through collaborative software such as 

share-point and web-based technologies (e.g. live meetings); 
and

•  printer energy use per employee.

Business Travel

Emissions from business travel include the use of air, train and 
vehicle travel related to TD business. In 2010 GHG emissions 
from travel were 47,225 tonnes of CO2e, representing 20% of 
total emissions. These increases are a result of activities associ-
ated with the acquisition of new businesses, integration activi-
ties, and mobile banking services available to our customers. 

We are actively seeking ways to reduce internal travel. In 2011 
we launched a video-conferencing pilot program in which we 
installed facilities at nine key business operations hubs in order 
to reduce the time, cost, and GHG emissions from business 
travel. Over a fi ve-month period we were able to:

•  save 823,412 kilometres (374,278 miles) of travel; 
•  save $640,000 in related travel costs; and
•  avoid 48 tonnes of CO2e.

TRAVEL SAVED THROUGH USE OF VIDEO CONFERENCING
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Some key lessons learned from the pilot include:

•  recognizing that communications and help-desk support are 
just as important as the technology itself;

•  making video-conferencing equipment accessible within a 
business; and

•  building incentive programs to encourage behavioural change.

In 2012 we plan to extend the video-conferencing program to 
more business groups across the bank.

TD’s new data centre in Barrie, Ontario, will open in 2012. The centre will maximize power effi ciency while reducing energy 

intensity through the use of virtualization technologies and energy-effi cient electrical and mechanical systems. The data centre 

will be built to LEED platinum standard, with a blueprint that meets the industry best-in-class power usage effectiveness (PUE) 

target (1.6). Smart building design features will include solar roof arrays, created to meet the energy needs of the centre’s limited 

offi ce space. Excess heat generated from the data hall will be captured for use in snow melting. Through these measures, we 

strive to demonstrate the successful integration of energy conservation and environmental awareness.
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Renewable Energy

TD is recognized across North America as an environmental 
leader in the purchase of green renewable energy. 

In 2010 we purchased renewable energy credits equivalent to 
49% of our carbon footprint from our electricity demand. All 
of the electricity for our U.S. operations, including our 
ATM network, is supplied by renewable energy. In Canada, 
our ATM network and all of our business operations in B.C., 
Alberta, Saskatchewan, Nova Scotia and P.E.I, are powered by 
renewable energy. We selected these provinces because they 
have the strongest reliance on fossil fuel sources for electricity. 
By purchasing renewables as an alternate energy source, we 
were able to remove the greatest amount of carbon from our 
electricity supply.

Carbon Offsets

We’re committed to developing high-quality offsets within our 
North American geographical footprint. In 2010 we used volun-
tary carbon offsets to neutralize 51% of our carbon footprint. 
About half of the offsets were developed in collaboration with 
not-for-profi t partners. We continued to work with partners 
such as Habitat for Humanity, the Munsee-Delaware First 
Nation, and the Greening Canada Fund to understand how 
carbon offsets can drive energy conservation initiatives. All of 
our offsets are independently verifi ed through ClimateCHECK.

What’s Next for TD?

By becoming carbon-neutral, we have gathered important 
insights on energy effi ciency, renewable energy and carbon 
credits. We have been able to not only reduce our energy 
consumption, but also use these insights to create fi nancial 
products and increase employee awareness. We are on the 
path to decoupling business growth from fossil fuels. TD is 
now committing to further reduce our GHG emissions.

TD’S GOAL: REDUCE GHG EMISSION INTENSITY 

BY 1 TONNE PER EMPLOYEE BY 2015

Our baseline year is 2008, as it refl ects the fi rst full year of TD’s 
North American business integration and the initiation of our 
GHG reduction program. 

2008 2010 2015

3.58
tonnes 2.92

tonnes 2.58
tonnes

CARBON FOOTPRINT REDUCTION

CO2 emissions per employee

Greening Canada Fund: Carbon-Smart, 
Community-Smart, Investment-Smart

TD was a founding investor in the Greening Canada Fund 

(established in 2009). The fund, which invests in voluntary 

carbon credits derived from community energy programs with 

schools, hospitals and municipalities, was the fi rst of its kind 

in Canada. 

In three years of operation the fund has invested in eleven 

projects enabling more than 420,000 tonnes of GHG emission 

reductions, the carbon equivalent of removing 111,000 cars 

off the road for an entire year. A few examples include: 

•  supporting the Toronto District School Board in energy retro-

fi tting of 237 schools;

•  energy retrofi tting schools in the Commission Scolaire 

Marguerite-Bourgeoys (CSMB) in Montreal, Quebec; and

•  supporting lighting-effi ciency measures in 26 campus build-

ings at the University of Alberta.

“ Many community facilities face effi ciency 

challenges. The Greening Canada Fund creates 

a triple win solution for fi nancing the critical 

retrofi ts needed to reduce emissions for all of us 

and lower energy costs for our community sites, 

while linking the results to the actions taken by 

our investors. TD continues to demonstrate its 

commitment to this innovative solution.”

Gerry Roche, President and CEO of 

Green Power Action
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Waste

Non-Paper Waste

In 2011 we completed an Enterprise Waste Management Plan 
to monitor, track and report on non-paper waste. All locations in 
Canada and 93% of locations in the United States are equipped 
for non-paper waste recycling. All corporate offi ces in Canada 
offer facilities for organic waste. We will continue to enhance 
the program in 2012 by linking recycling into our TD Green 
Nation employee engagement program – encouraging our 
employees to measure their impacts. 

Electronic Waste (E-Waste) 

E-waste includes obsolete computers, printers, phones and 
other electronic equipment. In keeping with our zero waste 
policy for e-waste, 100% of our e-waste is diverted from land-
fi ll. In 2011, 90% of our e-waste was refurbished and 10% was 
broken down for recycling. Through an innovative program with 
our computer recycling vendor, used equipment is refurbished 
and resold, with proceeds being donated to charity.

We expanded TD’s green branch opening program to routinely 
include e-waste recycling events. Customers are encouraged to 
attend the event and bring their used electronics for respon-
sible recycling and disposal. In 2011 we also launched a battery 
recycling program. 

“ During Earth Week, we made our fi rst offi cial trip 

to responsibly dispose of 650 old batteries, diverting 

the majority from going into landfi lls.” 

Pat Evans, Green Team leader

The Story of Paper at TD

Our customers and employees view excess paper as a major 
irritant – and with good reason. Banks and insurance companies 
are among the highest users of paper, with 10,000 sheets of 
offi ce paper per employee per year being the industry average.a 
While some paper copies are legally required, there are many 
opportunities to reduce or eliminate paper usage from our prod-
ucts, services and business processes. 

Since 2008 TD has been tackling the issue of paper reduction at 
all stages of the paper life cycle from sourcing, through usage 
and disposal. We source environmentally certifi ed paper (FSC, 
SFI, CSA) for letterhead, business envelopes, business cards and 
copy/fax paper. Our standard offi ce paper contains a minimum 
of 30% post-consumer content. TD has steadily reduced our 
offi ce paper use by 12% per employee, over three years.

TD Bank Group Paper Usage1,2 
(metric tonnes)

Type 2010 (baseline)

Statements and envelopes 6,120

Commercial print 4,518

Offi ce paper 3,193

Forms 1,122

Total 14,953

1  Excludes TD Auto Finance which was acquired by TDBG in April 2011 as the data is not 
available and cannot be reasonably estimated.

2  The paper data that was known and available to management was used in determining 
the paper use; however, the Bank was not able to substantiate all paper that may have 
been purchased through alternative suppliers or printers.

TD customers are also committed to reducing paper, with over 
50% opting for paperless statements for a variety of products, 
including chequing and savings accounts. The adoption rate in 
the U.S. is especially encouraging. Online statement accounts 
grew from 0.5 million to 1.2 million in just one year.

In 2010 we joined the Boise® Closed Loop System™, a recycling 
program to divert paper waste from landfi lls and reuse it in the 
production of recycled offi ce paper. This initiative diverts 1,500 
metric tonnes of offi ce paper from landfi lls every year. 

We’ve heard loud and clear from customers and employees 
that TD still needs to “use less paper.” It’s time to raise the bar. 
In 2011, we decided to take our commitment even further by 
announcing the following goal:

WE WILL RADICALLY REDUCE OUR PAPER USAGE AND 

WE WILL OFFSET THE PAPER THAT WE DO USE BY 

PROTECTING THREATENED FORESTED AREAS

We plan to achieve this goal by:

•  tracking all forms of paper that TD uses – including offi ce 
paper, business forms and reports, commercial print and 
customer statements and envelopes;

•  committing to reducing our overall paper usage by 20% by 
2015 relative to a 2010 baseline; and 

•  committing to being “paper-neutral” by the end of 2012, 
offsetting the paper that we use by planting or protecting 
forested areas across North America.
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TD Forests

As part of TD’s paper-neutral commitment, we’re launching a 
major North American conservation initiative in 2012. Through 
this program we will commit to growing the area of protected 
forest habitat in North America. Through this commitment we 
will protect an area equivalent to a football fi eld each and every 
day for the duration of the program.

Why protect forests rather than just plant trees? It’s clear that 
cutting down a tree has a greater impact than the loss of a 
single tree. Not only do forest ecosystems provide habitat for 

plants and animals, they contribute to air and water quality, as 
well as providing adventure and recreation for people. 

In Canada TD will partner with the Nature Conservancy of 
Canada to protect threatened forest habitat across the country. 
We will identify our conservation partner in the United States 
in 2012.

In addition, in 2012 TD will plant approximately 50,000 trees 
through our employee tree planting initiatives, TD Tree Days, 
held at more than 120 locations across North America and 
in the U.K.

Responsible Financing

Our fi nancing activities include loans, lines of credit, project 
and fi xed-asset fi nancing and investing. Our goal is to make 
balanced, informed and transparent fi nancing decisions. We 
work with our clients and stakeholders to proactively mitigate 
environmental and related social risks in our fi nancing activities. 
Given the strong link between Canada’s economy and resource 
development, we put special effort into promoting dialogue to 
better defi ne responsible development. 

TD is primarily a retail bank, with 80% of our fi nancing based 
on personal and residential lending. The remaining 30% relates 
to wholesale and commercial lending, focused on companies 
based in North America. Approximately 5% of our total fi nanc-
ing involves clients operating in environmentally and socially 
sensitive industries such as agriculture, mining, fossil fuel extrac-
tion, power generation, forestry, automotive, chemicals and 
manufacturing.

TD has developed the following policies that support 
responsible fi nancing:

Protecting Biodiversity

TD does not lend money for transactions that would involve ac-
tivities within World Heritage sites, would result in the degrada-
tion of protected critical natural habitats as designated accord-
ing to World Conservation Union classifi cation or would involve 
the purchase of timber from illegal logging operations. 

Weapons and Bombs

We do not lend money for transactions that are directly related 
to the trade in or manufacturing of material for nuclear, chemi-
cal or biological weapons or for land mines or cluster bombs.

Anti-Corruption

TD applies anti-corruption and anti-fraud controls to activities 
that are known to be susceptible to criminal activity or have 
been designated as being at high risk for money laundering or 
fi nancing of terrorism.

Step 1
High-Level Screen

A high-level screen is 
applied against all 
borrowing accounts 
to identify any activities 
that are prohibited under 
TD’s Environmental 
Management Framework.

Step 2
Social and 
Environmental 
Assessment (SEA)

This step assesses a 
client’s commitment, 
capacity and track record 
based on regulatory 
issues and other material 
environmental risks, 
stakeholder engagement 
and, where applicable, 
issues relating to free, 
prior and informed 
consent of Aboriginal 
Peoples.

Step 3
Equator Principles 
Categorization Tool

This tool is applied 
where a project of fixed 
asset is being financed.

Step 4
Sector-Specific Due 
Diligence Guides

Guides have been 
developed for 
environmentally sensitive 
sectors. TD’s Environment 
team maintains tools and 
resources to support 
credit risk managers.

Step 5
Escalation

If an application scores 
high for environmental 
sensitivity, TD 
Environment help 
assess if any action 
can be taken to reduce 
the environmental or 
social risk.

In cases where risk 
remains high the 
escalation process moves 
through Credit Risk 
Management and may 
proceed ultimately to 
TD’s Reputational Risk 
Committee.

ENVIRONMENTAL AND SOCIAL CREDIT RISK PROCESS
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Credit Risk Management 

Lending, Credit and Project Finance

TD’s Environmental and Social Risk Policy for Non-Retail Credit 
Business Lines establishes common standards for identifi cation 
and management of environmental and social risk across non-
retail lending operations, including due diligence requirements. 
The policy was updated in 2010 to provide comprehensive 
coverage of general corporate purpose, project and fi xed-asset 
fi nancing. Implementation will be completed in 2012 as TD 
Bank adopts the group-wide credit risk management policy. 

The credit risk management process embeds environmental and 
social risk assessment within a fi ve-step approach that applies 
to every undertaking considered by the bank, including annual 
reviews of existing clients. The approach considers policy, pro-
cesses and performance. 

Every undertaking goes through at least Steps 1 and 2. Addi-
tional sector-specifi c guidance has been developed for environ-
mentally sensitive sectors including: forestry, mining, power and 
utilities, thermal power generation, oil and gas extraction, and, 
oil and gas pipelines. 

In 2010, we reported the number of deals referred to TD 
Environment through the Environmental and Social Credit Risk 
Process. This year, we’ve found the measure to have negligible 
signifi cance as the majority of issues or concerns were raised by 
the business well before the point of formal escalation.

Equator Principles

TD has been a signatory to the Equator Principles since 2007. 
While the Equator Principles were designed to be applied to 
project fi nancing, TD has taken this a step further and has fully 
embedded the principles within our credit risk management 
policy applied to all undertakings including general corporate 
purpose, project and fi xed-asset fi nancing. 

The Equator Principles are derived from the International Financ-
ing Corporation (IFC) Performance Standards. In 2011 the IFC 
released its revised Sustainability Framework which includes revi-
sions to the performance standards. These changes are currently 
being reviewed by the Equator Principle Financial Institutions 
and will result in an update of the Equator Principles in 2012. 
TD is an active member of a number of related working groups. 
We will update our credit risk management policy, procedures 
and sector-specifi c due diligence guidance in 2013 to refl ect 
these changes. 

All Equator Principles projects were in the extractive sector and 
located within North America. The following projects were 
reviewed according to the Equator Principles.

Equator Principles

2011 2010 2009 2008

Equator Principles Category A 0 0 0 0

Equator Principles Category B 0 2 1 7

Equator Principles Category C 8 3 0 4

Total Projects 8 5 1 11

MORE ON THE WEB:

TD’s Environmental Risk 

Profi le including:

• Carbon sensitivity;

• Water sensitivity; and

•  Free Prior and Informed Consent 

of Aboriginal Peoples relating to 

natural resource development.
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Responsible Investing 

As a signatory to the United Nations Principles for Responsible 
Investing (UNPRI), TD Asset Management (TDAM) is commit-
ted to integrating environmental, social and governance (ESG) 
considerations into its investment decision-making process. As 
part of its UNPRI commitment, TDAM publishes an annual report 
summarizing how the principles have been implemented and 
the progress so far (Implementation of the Principles for Respon-
sible Investment). TDAM also prepares an annual Engagement 
Report summarizing its activities. 

TDAM adopted its Sustainable Investment Policy in 2009. Our 
approach is to assess ESG considerations for all of our invest-
ments. In 2011, we focused on collaborative engagement with 
both clients and industry stakeholders, with the purpose being 
better integration of ESG considerations.

Key 2011 Initiatives for TDAM include:

•  reaffi rming our commitment as a signatory to the Carbon 
Disclosure Project (CDP);

•  engaging in the CDP Carbon Action and the UNPRI to help 
increase survey participation and the quality of disclosure in 
the annual CDP questionnaire; 

•  becoming a signatory to the Water Disclosure Project and 
working to increase the number of survey participants; and

•  joining the Sustainable Stock Exchange Initiative, which 
encourages exchanges around the world to integrate sustain-
ability performance for their listed companies. 

We also provide two sustainability funds to retail and 
institutional investors:

•  TD Global Sustainability Fund (Canadian retail and
 institutional)

• TDAM Global Sustainability Fund (U.S. clients)

Our aim is to achieve long-term capital appreciation by invest-
ing primarily in companies around the globe that are viewed as 
best in class with respect to ESG factors and that are emerging 
specialists in clean energy technology and resource effi ciency. 
In 2011 TDAM made the decision to close the Emerald Global 
Sustainability Fund and offer institutional clients a version of the 
TD Global Sustainability Fund. TDAM managed approximately 
$20 million in the two global sustainability funds as of 
October 31, 2011. 

TDAM plays an active role in educating investors, clients and 
consumers about the importance of clean technology and 
sustainability. In 2011, we participated in discussion panels at 
the ClimateSpark Social Venture Challenge, Green Living Show, 
and the Ecocity World Summit. 

In 2011 TD was selected for inclusion in the Ethibel PIONEER 
and the Ethibel EXCELLENCE investment registers on the 
basis of its commitment to sustainable investing and overall 
corporate responsibility performance. 
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Green Product Options 

We know that green consumerism is a force in the marketplace 
and is on the rise.b However the link between green consumers 
and the fi nancial sector is poorly understood. 

“ We are living in the time of green. We can buy 

green energy, get a green job and green our weekly 

grocery shopping. The green consumer movement 

challenges the conventional notion of corporate 

leadership. Consumers want companies to be both 

strong environmental stewards while providing price 

competitive green product options.” 

Karen Clarke-Whistler, Chief Environment Offi cer, 

TD Bank Group (in Management Ethics, Summer 2011)

Our Green Banking web page helps Canadian customers fi nd 
information on TD’s existing green products and services. TD is 
working to identify and develop more ‘green’ choices for our 
customers in the areas of: 

–  renewables fi nancing;
–  fi nancing and insurance of hybrid and electric vehicles;
–  paperless banking options; and 
–  engaging green consumers.

TD provides fi nancing to customers, such as the Humphrey 

family in Toronto, Ontario, to install solar panels.

Renewables Financing

TD promotes energy diversity as a means of meeting the grow-
ing energy demand and supply gap. Financing of renewables 
projects has been widely identifi ed as a barrier to growth 
of this emerging industry. Banks are challenged to provide 
funding to emerging sectors, such as Cleantech, using 
traditional credit risk models. 

In 2010 TD launched an innovative fi nancing program for devel-
opment of small-scale renewables projects by home and cottage 
owners, business owners, farmers and building contractors. The 
program was introduced in Ontario, which had introduced a 
Green Energy Actc that includes a feed-in tariff program across 
the province. 

FINANCING OF SMALL-SCALE RENEWABLES PROJECTS
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Financing and Insurance of Electric Vehicles

TD has offered fi nancing and insurance of hybrid vehicles in 
Canada since 2008. In 2011 the program was extended to 
electric vehicles. Recent announcements indicate that large-scale 
production of electric vehicles (EV) in North America will ramp 
up in 2012, and TD wants to be a strong supporter. 

While we recognize that the market for this emerging industry 
will take time, we want to be on the forefront. TD is actively 
supporting EV policy groups such as Electric Mobility Canada. 
We are also working with Plug‘nDrive, a not-for-profi t organiza-
tion, aimed at raising awareness of electric vehicles in Ontario. 

TD is working with 
Plug‘nDrive to 
encourage electric 
vehicles in Ontario.
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Paperless Banking Options

Our online banking options are growing. Over 50% of TD’s 
customers now access their accounts online. In 2011 we offered 
online products that included:

•  mobile banking 
•  access to day-to-day account activity and online statements
•  money-market statements (TD Bank)
•  trade confi rmations and tax slips (TD Wealth)

The adoption rate in the U.S. is especially encouraging. Online 
statement accounts grew from 0.5 million to 1.2 million in just 
one year.

In 2011, we saw a need to raise consumer awareness of envi-
ronmental issues and green banking products through industry 
exhibitions that combine information, education and interactiv-
ity. We sponsored the TD Energy Fair held at the Green Living 
Show, Canada’s largest environmental trade show. The TD 
Energy Fair provided access to TD business advisors and promo-
tional offers on TD energy and home improvement products, as 
well as lectures by industry specialists on a range of topics that 
included an overview of the solar and wind markets, carbon 
offsets and energy retrofi tting your home.

Through this one event, we were able to generate $3 million 
in potential new business and engage 30,000 conference 
attendees and 1,000 employees.

Over 4,000 people 

used the TD Pedal for 

Power station to generate 

electricity by pedaling a 

bike. Enough energy was 

generated to cover the 

exhibit requirements and 

feed 376,000 watts back 

into the grid.

Engaging Employees 

TD employees remain our strongest environmental advocates. 
Not only do they provide insight on how to improve processes 
and lessen our environmental impacts, they also play a critical 
role in communicating TD’s message to customers, peers and 
community organizations.

79% OF TD EMPLOYEES SURVEYED SAID TD 

“...HELPED ME GAIN A GOOD UNDERSTANDING 

OF EFFORTS TO BECOME MORE SOCIALLY AND 

ENVIRONMENTALLY RESPONSIBLE,” COMPARED WITH 

69% OF EMPLOYEES WITHIN THE OTHER COMPANIES. 

 78% AGREED WITH “THIS ORGANIZATION 

EFFECTIVELY COMMUNICATES THE ACTIONS 

WE ARE TAKING TO MINIMIZE OUR IMPACT ON THE 

ENVIRONMENT,” COMPARED TO JUST 67% 

OF EMPLOYEES OF THE OTHER COMPANIES.

SOURCE: 2011 AON HEWITT SURVEY

In 2011, TD launched two key initiatives to engage 
employees on the environment: 

1)  Environment 101: An online training program designed to 
raise awareness of global environmental issues, provide an 
understanding of TD’s goals and initiatives, and encourage 
active participation. Employees can watch videos, interact 
with avatars and test their environmental knowledge. 
Environment 101 is part of the orientation curriculum for new 
employees and is fully accessible to people with disabilities.
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2)  TD green nation: A web-based performance management 
tool that allows employees to create their own profi le – and 
defi ne, pledge and accomplish green acts. The software lists 
over 125 green acts that relate to the workplace, at home 
or through volunteering in the community. In keeping with 
TD’s focus on energy, performance can also be measured 
in terms of carbon. Employees responded positively to the 
launch, achieving over 10,000 acts in six months. Moving 
forward, it will be used to drive corporate challenges 
between Green Teams and regions. TD green nation was 
launched to Canadian employees in 2011 and will be 
expanded to the U.K. and U.S. during 2012.

We also provide customized training and support for our 
growing army of Green Team leaders. The one-day workshop 
is supplemented with bimonthly webinars and an online 
portal for Green Team leader resources. 

The second annual GreenCeption invited over 200 TD execu-
tives, employees and Green Team members to celebrate their 
efforts in advancing TD’s environmental leadership position. As 
part of the event we established awards that will be presented 
annually for: 

–  individual performance
–  team performance, and
–  contribution to leadership in the TD Friends of the 

Environment Foundation.

Environmental Stakeholders

TD regularly engages with a range of stakeholders who are 
interested in and/or affected by resource development. Our goal 
is to play an active role in facilitating dialogue and discussion. 
Our business stakeholders include industry associations, 
governments, Aboriginal communities and organizations, 
environmental advocacy groups and academia. 

TD is actively working with multi-stakeholder groups consisting 
of aboriginal leaders, industry and environmental groups, such 
as the Boreal Leadership Council, to provide thought leadership 
and to develop practical guidance on the Canadian context 
for FPIC.

“ The Boreal Leadership Council is comprised of aborigi-

nal leaders, environmental groups, natural resource 

companies and fi nancial institutions dedicated to 

resolving issues relating to environmental stewardship 

and responsible development within Canada’s boreal 

region. In 2011 we formally welcomed TD Bank Group 

as member of the Council. TD has provided a valuable 

perspective on links between land development and 

fi nancing, especially on tough issues such as Free, Prior 

and Informed Consent.”

David Porter, Chair, Boreal Leadership Council

CEO, FBC First Nations Energy and Mining Council
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Accompanying Notes:
a  Source: http://business.edf.org/casestudies/citigroup-improving-paper-management
b  Such research includes CMHC Home Renovation Survey (Leger Marketing, 2010) and Canadian Environmental Barometer Environics, Sept. 2011.
c  Ontario Bill 150, Green Energy and Green Economy Act, 2009 proclaimed in force May 14, 2009, enacting the Green Energy Act, 2009, and amending other statutes.
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The 2011 Corporate Responsibility Report is designed to inform 
our stakeholders about TD’s environmental, social and economic 
performance. TD’s Public Accountability Statement is included in 
this report and meets our obligations under Canada’s Bank Act.

Report Scope

This report presents the material issues and impacts of our 
activities during the fi scal year ending October 31, 2011, and 
provides a three-year performance trend where possible. Reports 
from previous years are available at the following address: 
www.td.com/corporateresponsibility

The scope of this report encompasses all of TD’s wholly owned 
operations and activities which are organized around the fol-
lowing operating business segments: Canadian Personal and 
Commercial Banking, Wealth Management, U.S. Personal and 
Commercial Banking, and Wholesale Banking. 

Reporting Standards

This report has been prepared in accordance with the G3 
Global Reporting Initiative (GRI) v3.0 Guidelines including the 
GRI’s Financial Services Sector Supplement. These guidelines 
ensure the credibility and quality of sustainability reporting 
across all industries and sectors. To learn more about our GRI 
performance, please refer to the GRI index on p42.

Independent Assurance

Selected performance indicators were independently assured 
by Ernst & Young LLP. Ernst & Young performed a limited 
assurance engagement for a selection of TD’s 2010 and 2011 
performance indicators and TD’s 2010 greenhouse gas emissions 
and carbon neutral schedule. and a reasonable assurance 
engagement for TD’s 2009 greenhouse gas emissions and 
carbon neutral schedule. Facts and fi gures over which Ernst & 
Young provided a limited level of assurance are identifi ed with 
symbol  and facts and fi gures over which Ernst & Young 
provided a reasonable level of assurance are identifi ed with 
symbol . The results of Ernst & Young’s assurance 
engagements are documented in their assurance statement, 
which is included in our online report.

“ We commend TD for a thorough account of its 

Corporate Responsibility commitments, activities 

and performance. We’re particularly pleased to 

see the estimation of the bank’s contribution to 

employment (direct and indirect), which is a critical 

yet under reported issue in the banking sector. 

We also appreciate the concise and lucid articulation 

of the bank’s most material issues. In future reports, 

we encourage TD to provide additional context on 

its performance data and develop/refi ne its goals 

and KPIs.”

Michael Sadowski, Vice President, SustainAbility Inc.

About this report
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Our 2011 Measures of TD’s Performance in Corporate Responsibility

Customers 2011 2010 2009

Customer Experience Index

TD Canada Trust 33.4 30.6 27.0

TD Bank 36.4 30.8 32.5

Number of substantiated breaches of customer privacy or loss of customer data (in Canada) 1 5 5

Employees 2011 2010 2009

Employee retention1 (%)

Canada2 87.14 88.02 89.41

U.S.3 73.58 71.89 73.41

Employee engagement

TD Bank Group4 4.18 4.15 4.11

Average days of training per employee per year 

TD Bank Group4 3.14 5.81 3.90

Workplace accident statistics in Canada5

Minor injuries (# of incidents)6 – 216 199

Disabling injuries (# of incidents)7 – 62 49

1  Employee retention is measured as 100 minus the turnover rate. The turnover rate is total terminations (voluntary, involuntary and retirement) divided by the number of full-time and 
part-time employees. 

2  2009 and 2010 data excludes TD General Insurance, as data is not available and cannot be reasonably estimated.
3   2011 data excludes TD Auto Finance which was acquired in April 2011, as this data is not available and cannot be estimated. 2010 excludes The South Financial Group as the data is 

not available and cannot be reasonably estimated.
4  An average day is considered 7 hours for U.S. employees and 7.5 for all other employees.
5  Latest data available. The 2011 data will be reported to the Canadian federal government in spring 2012.
6  Injuries that are treated in the workplace, with no time lost beyond the day of the injury.
7  Injuries that result in lost time in the workplace on any day following the injury. For each of the years shown, there were no workplace fatalities or disabling injuries that resulted in 

permanent loss of use of a body part or function.

Key Performance Indicators
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Diversity1,2,3 (Canada) 2010 2009 2008

Women

Women in senior management4 positions (%) 34.43 33.13 33.78

Women in middle and other management5 positions (%) 46.57 46.63 47.17

Overall (%) 64.18 65.60 66.18

Visible minorities6

Visible minorities in senior management4 positions (%) 9.29 8.59 8.10

Visible minorities in middle and other management5 positions (%) 19.61 18.18 18.73

Overall (%) 26.74 26.14 25.97

Persons with disabilities6 – overall (%) 3.68 3.61 3.73

Aboriginal Peoples6 – overall (%)  1.06 1.07 1.06

1  Represents the amounts reported to the Canadian federal government as at December 31. Statistics for 2011 will be compiled and reported to the federal government by June 2012. 
2  Includes all Canadian businesses except TD General Insurance as this entity is provincially regulated. 
3  Includes full-time and part-time employees.
4  Senior Management includes TD job levels Vice President and above who have signing authority.
5  See glossary for defi nition of Middle and Other Management.
6  Data is voluntarily disclosed by employees.

Community Target 2011 2010 2009

Canada

% of fi ve-year average pre-tax profi ts donated to charities and other 
community organizations1

1%2 1.3 1.4 1.3

% of donations/sponsorships given to focus areas 50% 56 55 49

Dollars paid through employee volunteer grants (in thousands) 400 377 409 336

Dollars donated or raised by TD employees (in millions) – 11.2 11.1 9.4

U.S.3 (US dollars)

% of net pre-tax income donated to charities and other community organizations4 1%5 0.95 1.03 1.35 

% of TD Charitable Foundation giving in focus areas 50% 55 47 48

Financial literacy and education programs – 5,265 4,600 5,118

Corporate and employee contributions to United Way and United Way agencies 
(in millions of U.S. dollars)

2.47 1.2 1.4

1  Includes the average audited pre-tax profi ts of the fi ve years ended 2010. Excludes donations made in-kind and program management costs.
2  Target provided by Imagine Canada.
3  U.S. Community Giving fi gures are reported for TD Bank. They do not include our other businesses in the U.S., such as TD Securities. In-kind donations do not occur and program 

management costs are excluded.
4  Percentage of net pre-tax income of TD Bank donated – is the amount paid to charities by the TD Charitable Foundation for the period ended October 31 divided by the audited net pre-tax 

income of TD Bank for the period ended October 31. Net pre-tax income – is pre-tax income excluding intangible amortization and integration costs (costs related to acquisition integration).
5  Target provided by the Giving USA Foundation. The average percentage of net pre-tax income donated by U.S. companies in 2010.

Environment 2010 2009

GHG emissions1,2 (tonnes of CO2e) 234,742 253,258  

Offi ce paper (sheets per employee)3,4 8,557 8,308

1  Latest data available at the time of reporting is 2010. 2011 data will be available in our 2012 Carbon Disclosure Project submission. 
2 For further details see accompanying notes online.
3 2009 and 2010 results include Canadian and U.S. operations and employee headcount. 
4  2009 and 2008 offi ce paper does not include TD Insurance as the data is not available and cannot be reasonably estimated. 
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Global Reporting Initiative (GRI) Index

A complete list of the G3 Global Reporting Initiative performance indicators, including the GRI’s Financial Services Sector Supplement, 
are available in full on our website at: td.com/cr2011/gri

The following list shows the indicators that are covered in TD’s 2011 Corporate Responsibility Report.

Legend 
(P): Partial disclosure 
MD&A: Management Discussion and Analysis td.com/ar2011

Disclosure Number G3 Indicator Page #

Economic Performance Indicators

EC1 Economic value generated and distributed 6

EC2 Climate change 63-64, MD&A 83

EC3 Defi ned benefi t plan obligations 25

EC4 Financial assistance received from government 6

EC6 Spend on local suppliers 55

EC7 Procedures for local hiring 23

Environmental Performance Indicators

EN3 Direct energy consumption 57-58

EN4 Indirect energy consumption 57-58

EN5 Internal energy effi ciency 58-60

EN6 Energy-effi ciency of products and services 66-67

EN7 Reduction of indirect energy consumption 62

EN11 Land near biodiversity areas 59

EN16 Greenhouse gas (GHG) emissions 58

EN17 Other relevant GHG emissions 58

EN18 Initiatives to reduce GHG emissions 59

EN22 Total quantity of waste (P) 62

EN26 Environmental impact management 59-60, 66

EN28 Non-compliance with environmental regulation 12

EN30 Total spend on environmental protection Online

Social Performance Indicators – Labour Practices and Decent Work

LA1 Workforce by region and type 29

LA2 Employee turnover (P) 24

LA3 Benefi ts Online

LA4 Collective bargaining agreements 22

LA5 Minimum notice period 24

LA6 Health and safety committees 25

LA7 Health and safety performance 26

LA8 Programs for serious diseases 25

LA10 Training per year per employee (P) 27

LA11 Career and skill development programs 27-28

LA12 Regular performance and career development reviews 27-28

LA13 Employee diversity (P) 9, 31
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Disclosure Number G3 Indicator Page #

Social Performance Indicators – Human Rights

HR4 Incidents of discrimination and actions taken 22

HR5 Operations where freedom of association is at risk 22

HR6 Operations at risk for incidents of child labour 22

HR7 Operations at risk for incidents of forced or compulsory labour 22

Social Performance Indicators – Society

SO5 Public policy positions 53

SO6 Political donations 54

SO7 Incidents of anti-competitive behaviour 12

SO8 Non-compliance with laws and regulations 12

Social Performance Indicators – Product Responsibility

PR2 Non-compliance with health and safety codes 18

PR4 Non-compliance with product and service codes 18

PR5 Measurement of customer satisfaction 14

PR6 Adherence to marketing communications codes 18

PR7 Non-compliance with marketing communications codes 18

PR8 Customer privacy 17

Additional Indicators – Financial Services Sector Supplement

FS1 Policies with environmental and social components 26, 31,54-55, 63-64

FS2 Assessing environmental and social risks 63-64

FS3 Customer compliance with environmental and social requirements 63-64

FS4 Employee implementation of environmental and social policies 34,63-64,67-68

FS5 Client interactions regarding environmental and social risks 48-49, 68

FS9 Audits and assessment of environmental and social policies 33, 39,

FS13 Access points in low-populated or economically disadvantaged areas 18

FS14 Initiatives to improve access to fi nancial services 18, 35, 43

FS15 Policies for the fair design and sale of fi nancial products and services 18

FS16 Initiatives to enhance fi nancial literacy 43

TD self-declares its corporate disclosure process to GRI Application Level B. The GRI table has been checked by the Global Reporting 
Initiative and selected performance indicators were independently assured by Ernst & Young LLP, which allows us to submit the report 
at a B+ level (GRI checked). The results of Ernst & Young’s assurance engagements are documented in their assurance statement 
which is available online at td.com/cr2011/assurance.
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TD recognizes the value of third-party engagement as we 
continue to develop our corporate responsibility approach and 
strategy. We invited feedback from two stakeholder panels: one 
panel of external stakeholders and experts; and the other of TD 
employees. We selected individual panel members whom we 
judged could tell us candidly what we needed to know. 

Both meetings were facilitated by an independent consultant 
from Solstice Sustainability Works (www.solsticeworks.ca), who 
convened a process that brought together representatives from 
the following groups: employees, customers, TD Friends of the 
Environment board members, Burnaby Community Connections, 

Vancity, Mountain Equipment Co-op, the Mennonite Central 
Committee, the World Wildlife Fund Canada, Social Investment 
Organization, PHH Arc Environmental, the International Society 
for Sustainability Professionals and Simon Fraser University.

We asked participants to review both the corporate responsibil-
ity priorities and the issues we identifi ed as material to TD in 
last year’s Corporate Responsibility Report (2010). The following 
table features highlights of the panels’ feedback. A full report of 
the panel process and fi ndings is available online. Panel mem-
bers commended TD for its commitment to corporate responsi-
bility and for the openness demonstrated by inviting commen-
tary from the panels. Panellists were encouraged by TD’s vision 
To Be The Better Bank to offer these comments in the spirit of 
continuous improvement.

Stakeholder Panel Review

Panel Feedback Our Response

General Comments

Clearly establish what The Better Bank means in social and 
environmental terms. The priorities TD sets for corporate responsibility 
should show how TD plans to leverage its business to be “better” for 
all its key stakeholders.

Naturally, this is an iterative process as we seek to further integrate 
corporate responsibility initiatives throughout our business. The newly 
formed Corporate Citizenship Council – an executive management 
committee – will help refi ne and advance TD’s approach to corporate 
responsibility. 

Panellists would like TD to be more precise about what the priorities 
mean in practice, with the priorities tied to specifi c objectives. 

We agree that what gets measured – gets managed. We continue to 
align indicators with TD’s key corporate responsibility strategies. Where 
possible, we have included targets and time frames. See 2011 score-
cards on p76.

Feedback on the Corporate Responsibility Priorities: Our Response

Treat customers fairly and provide support in tough times   

Some employees thought that it should not be limited to tough 
economic times. Employees also noted that treating customers fairly 
does not go far enough to express employees’ passion for delivering 
legendary service

Part of TD’s core business strategy is to deliver legendary customer ser-
vice. The economic downturn continues to be a pressing issue – hence 
the reference to “tough times”. The corporate responsibility priorities 
were established in 2010, and we expect them to evolve over time. 

Be the bank of choice for diverse communities

It was unclear to the external panel how TD intended to be the “bank 
of choice for diverse communities.” The external panel interpreted this 
as reaching out to people in all communities to understand their fi nan-
cial and service needs, including people in situations of vulnerability 
such as new immigrants or single parents.

We have provided more explanation around what this priority means to 
TD. Read a fuller description on page 30.

Manage the social and environmental risks of our lending and 
investment products

This stood out as a priority for its centrality to TD’s core business and 
the potential scale of its impact. The panel would like to see more track-
ing of how often each step in the Environmental and Social Credit Risk 
Process is applied and the results of that process. The employee panel 
would extend this priority to include educating customers more about 
the risks they take on with credit. 

We have provided more explanation about environmental risk issues 
and trends in fi nancing and our review process (p63). Our 2011 report 
also includes more discussion about the steps to educate customers 
with credit and investment products.



TD Bank Group 2011 Corporate Responsibility Report 75

We thank the panel for providing valuable perspectives that 
help inform our discussions and review of key social and 
environmental issues moving forward. 

MORE ON THE WEB:

The panel’s complete report.

Feedback on the Corporate Responsibility Priorities: Our Response

Contribute to the economic and social development of the 
diverse communities we serve    

This priority resonated strongly with the panels as the area of corporate 
responsibility most closely connected to the role of a bank. They 
recognize it as an area of great opportunity and would like to see TD 
provide detailed objectives supported by measures of impact at the 
community level. 

We are exploring which measurements will help demonstrate the 
longer-term impacts of TD’s contributions in the community beyond 
fi nancial donations.

Use suppliers who demonstrate socially and environmentally 
responsible practices

The external panel commented that this priority has potential if more 
strongly worded. They encouraged TD to add more specifi c metrics that 
would show how TD is holding its suppliers to a higher standard. 

With a focus on continuous improvement, in 2011 we established a 
dedicated team to strengthen TD’s approach to sustainability in the 
supply chain. Read more about the stakeholder engagement and 
supply chain research conducted by this team on page 54.

Feedback on the Material Issues listed in 2010’s report: Our Response

There were some suggestions to expand or reframe material issues and 
only a few suggestions for new issues. These were:
•  the global fi nancial situation in general and its potential impact on TD;
• TD’s understanding and management of risks;
• community engagement;
• community prosperity;
• leadership succession; and
• paper use.

We recognize that defi ning and mapping the social and environmental 
issues is an ongoing process. Read our 2011 discussion of materiality on 
page 8.

Customer satisfaction   

Employees suggested that this title understated the depth of TD’s 
commitment to legendary service. The external panel discussed how 
TD distinguished between corporate responsibility issues and normal 
business imperatives. Some saw customer satisfaction as material 
in itself while others wanted TD to put a “social responsibility lens” 
on it, to show where TD “goes above and beyond.” 

Much emphasis is placed on “delivering legendary customer service” 
internally, so we appreciate that for employees, the generic term 
“customer satisfaction” falls short. Delivering legendary customer 
service is part of our core strategy. TD Helps is one way that we are 
responding to the social responsibility expectations of our brand.

Greenhouse gas (GHG) emissions

Both panels wished to frame this issue more broadly. The external 
panel suggested shifting focus from TD’s own operations to the Bank’s 
role in aiding the transition to a low-carbon economy. This expanded 
view could include supporting customers to track their emissions, 
or offering low-interest products to make energy-effi cient home 
improvements. The panel went so far as to say TD’s carbon-neutral 
position should be downplayed as this was now “table stakes” for 
large fi nancial institutions. 

TD remains one of a small number of fi nancial institutions to be carbon 
neutral in North America. We agree with the recommendation to 
apply what we’ve learned into developing products and educating 
stakeholders on energy issues. Read more on how we are taking this 
approach on page 58.
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Priority Goal Target Rating Comments

Treat customers 
fairly, and 
provide support 
in tough times. 

Improve Customer 
Experience Index (CEI) 
and Customer WOW! 
Index (CWI) scores.

 CEI: TD Canada Trust = 33 2012 Targets:
 TD Canada Trust: 35.1

 CEI: TD Wealth Management = 10  TD Bank: 33.7

 CWI: TD Bank = 33.7  TD Wealth Management: 16†

 TD Insurance: 11†

Resolve customer 
complaints fairly and 
quickly.

  Reduce number of complaints 
referred to the Ombudsman for 
Banking Services and Investments 
(OBSI).

•  25% reduction achieved for OBSI.

  Resolve 80% of customer com-
plaints within three days (U.S.)

•  97% resolution achieved.

Support Canadian 
customers through 
TD Helps.

•  Offer TD Helps as a permanent 
part of how we do business.

•  46,235 customers were granted TD Helps 
fi nancing options.

Be the bank 
of choice for 
diverse 
communities. 

Improve the accessibility 
of our customer facing lo-
cations and the products 
and services 
we offer.

•  Assess our universal design review 
research and customer service 
legislation to continue to make TD 
accessible to all customers.

•  Work is ongoing. In 2011 we enhanced the 
accessibility features of TD’s online services.

•  We developed training to increase 
employees’ comfort level when serving 
customers with disabilities.

Be recognized as the 
bank of choice by 
diverse communities.

•  Maintain leadership position as 
the bank of choice for new immi-
grant, South Asian, Chinese, black 
and LGBT communities.

•  According to latest research studies, TD 
is positioned as a leader in many diverse 
communities.

•  Ensure these groups are well 
represented in images used in TD’s 
marketing communications.

•  TD’s marketing materials continued to 
refl ect the diverse populations we serve.

† Due to an adjustment in composite weighting, the 2012 targets are not comparable to previous years reported results.

 did not meet

 made progress 

 fully achieved

 target
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Priority Goal Target Rating Comments

Be an 
environmental 
leader. 

Create new products 
and drive innovation.

•  Increase market share on fi nancing 
for renewable energy products.

•  235% increase in fi nancing for clean 
technology projects since 2010.

•  Enhance green features of existing 
product offerings.

•  In Canada, car loans and insurance products 
expanded to include electric vehicles. In the 
U.S. online statement accounts grew from 
0.5 million to 1.2 million in one year.

Be recognized as an 
environmentally-
responsible bank by 
customers.

•  Enhance environmental initiatives 
related to customer events, such as 
branch openings and community 
sponsorships.

•  Sponsored the TD Energy Fair to raise con-
sumer awareness.  E-waste recycling offered 
at new branch openings in Canada.

Engage employees and 
the community

•  Support community-based envi-
ronmental projects that promote 
environmental education, energy 
conservation and biodiversity.

• TD Tree Days expanded to U.S. and U.K.

•  Develop performance measures 
and track levels of employee 
engagement on environmental 
topics.

•  In Canada and the U.S., we launched 
“Environment 101” online training and “TD 
green nation” to encourage employees to 
pledge and complete green acts.

•  Launch Green Teams in the U.S. 
operation.

•  Developed employee engagement strategy 
for the U.S., which includes a network of 
employees connected through TD’s social 
media platform. A Green Team pilot is 
planned for 2012.

Continuously 
improve our 
environmental 
footprint.

Reduce energy use and 
carbon emissions.

    Reduce GHG emissions by 
5% relative to 2006 baseline, 
by reducing energy use.

n/a •  2006 baseline is no longer applicable due to 
growth in TD’s operation. New targets have 
been set.

•  Develop energy and carbon 
management metrics and targets.

  To reduce TD’s carbon emissions by 
1 metric tonne per employee by 2015.

•  Maintain TD’s carbon neutral 
status.

•  TD’s carbon neutral statement will be 
available online in April 2012.

Improve our 
environmental 
management.

•  Implement an Environmental 
Management Information System 
(EMIS).

•  Phase 1 completed with the set up and 
capture of historical environmental data. 
Using EMIS as the primary system for 
gathering environmental data will begin 
in 2012.

Reduce waste.    Improve recycling rate of 
non-paper waste in U.S. 
above 58%.

n/a •  New targets are currently being reported 
with comprehensive tracking through the 
EMIS.

Reduce paper.    Reduce our annual paper usage 
by 5% relative to 2009.

n/a New targets have been set:
  Reduce our overall paper consumption by 
20% by 2015 relative to a 2010 baseline.

  TD will be paper-neutral by the end of 2012.

Green our buildings. •  Implement green building 
standards in our U.S. operation.

•  With the opening of a net-zero store in 
Florida (new build) and the retrofi t of a 
branch in London, Ontario (existing 
building) we have applied key learnings 
into our green building standards across 
North America.

•  Develop plan for facilities gained 
through acquisitions.

•  We developed a 5-year enterprise real 
estate plan which included steps for new 
acquisitions. Implementation will carry 
on through 2012.
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Priority Goal Target Rating Comments

Manage the social 
and environmental 
risks of our lending 
and investment 
products. 

Identify and 
assess risks.

•  Reduce fi nancing risk through ac-
tive management of environmental 
risk. 

•  Implementation of TD’s Environmental and 
Social Risk Policy for Non-Retail Credit Busi-
ness Lines will be completed in 2012 with 
adoption in the U.S.

•  Track the number of fi nancing 
deals referred to TD Environment 
for review.

n/a •  We did not fi nd this to be a useful metric. 
See p64 for an explanation.

Engage with key 
stakeholders.

•  Continue open-door policy. •  Active engagements continue with many 
environmental stakeholder groups. 

Build a fair, diverse 
and inclusive work-
place that refl ects 
the communities 
we serve.  

Deliver a diverse 
and inclusive work-
place that supports 
existing employees 
and attracts new 
employees.

•  Expand mentoring and networking 
programs to diverse groups and 
their allies.

•  Over 6,000 employees participate in 
networks. Over 50 networking events held 
in 2011.

•  Continue to integrate diversity and 
inclusion focus into recruitment, 
resource planning, performance 
management, and personal career 
management.

•  Work is ongoing. See Diversity Recruitment 
(p32) for a description of programs and 
initiatives.

•  Increase employee representation 
for each area of focus.

•  Slight increase in representation of 
visible minorities in leadership, women in 
leadership and people with disabilities. 
Slight decrease in overall representation of 
Aboriginal Peoples. 

•  Complete the 2011 TD Diversity 
Inclusiveness Survey.

•  89% of employees surveyed agreed that TD 
was an inclusive workplace.

Attract and retain 
great people and 
create opportunities 
for continued 
development.

Develop great 
people and teams 
for the future.

•  Increase employee engagement 
score (EEI).

•  2011 EEI results increased. Overall improve-
ment on all 22 questions in the TD Pulse 
survey.

•  Improve employee retention. •  Slight improvement in U.S retention and a 
marginal decrease in Canadian retention. 

•  Launch diversity and inclusion 
training for all employees in North 
America.

•  Over 40,000 employees have completed the 
course so far.

Enhance our 
global recruitment 
capabilities.

•  Launch an enhanced global service 
recognition program in 2011.

•  Employees can opt to receive TD shares at 
signifi cant milestones.

•  Continue targeted recruitment 
efforts to diverse groups.

•  Participated in many forums. See Diversity 
Recruitment for details.

•  Ensure appropriate tools are in 
place to support recruitment 
efforts from diverse groups.

•  Added ASL/LSQ capabilities to 
td.com/careers. Continued to support TRIEC 
Mentoring program and the Career Bridge 
and Career Edge programs.

 did not meet

 made progress 

 fully achieved

 target



TD Bank Group 2011 Corporate Responsibility Report 79

Priority Goal Target Rating Comments

Contribute to the 
economic and social 
development of the 
diverse communities 
we serve.

Make a positive 
impact in our 
communities.

•  Maintain our charitable giving at or 
above standards such as the Imag-
ine Canada target and the Giving 
USA Foundation target. 

•  Achieved 1.3% in Canada (Imagine 
Canada target is 1%). Achieved 0.95% in 
U.S. (Giving USA Foundation target is 1%).

•  Grow the number of 
volunteering opportunities 
available to employees. 

•  We saw a moderate increase in volunteer 
opportunities through our existing program. 

•  Increase participation in our 
Employee Grants Program 
(Canada) and our Employee 
Volunteer Donation Program (U.S.).

•  Participation decreased due to reduced 
program promotion with the launch of 
our TD employee volunteer management 
system in 2012.

•  Implement an employee volunteer 
management system in Canada 
and U.S.

•  In progress. Launch scheduled for 2012.

•  Increase support of fi nancial 
literacy programs and initiatives 
particularly for low- to moderate-
income communities (U.S.).

•  14% increase in fi nancial literacy programs 
offered in U.S.

•  Develop an environmental program 
with a national non-profi t partner 
(U.S.).

•  TD Tree Days was set up in collabora-
tion with Alliance for Community Trees 
(ACTrees).

Maintain support 
for entrepreneurs 
and small business.

•  Continue to participate in the 
federal government’s Canada 
Small Business Financing Act Loan 
Program and the Canadian Agricul-
tural Loans Act Program.

•  More than $164 million funded.

•  Continue to participate in the 
Agriculture and Agri-Food Canada 
AgriInvest Program, a government 
sponsored investment account.

•  More than $113 million funded.

•  Continue to advise customers 
 during tough times.

•  In 2011, we continued to offer TD Helps 
fi nancing options for small business 
customers.

•  Continue to provide renewable 
energy fi nancing.

•  $32 million provided to small businesses and 
commercial operations in renewable energy 
fi nancing.

Be transparent 
about the way 
we conduct 
our business.

Continue to report 
on TD’s conduct 
and compliance. 

•  Continue reporting the total 
number of legal actions for anti-
competitive behaviour, anti-trust 
and monopoly practices.

•  No signifi cant incidents reported in 2011.

•  Continue reporting the total num-
ber of incidents of non-compliance 
with regulations and voluntary 
codes and any signifi cant fi nes.

•  One incident reported in connection with 
voluntary marketing codes in Canada. 
We will explore expanding reporting scope 
in 2012.

Use suppliers who 
demonstrate socially 
and environmentally 
responsible practices.

Enhance capability 
for supplier relation-
ships and practices.

•  Continue Supply Chain Working 
Committee meetings.

n/a •  Newly assigned team took over committee 
mandate.

•  Implement the agreed upon rec-
ommendations from the supplier 
diversity review.

•  Supply Diversity Program launched in 2011.

•  Continue work with our offi ce 
product supplier to deliver an 
offi ce product sustainability index.

n/a •  Program withdrawn by supplier due to its 
complex nature.

•  Develop metric to measure our 
supply chain performance against 
corporate responsibility criteria.

•  The procurement sustainability project will 
be completed in 2012 and will provide 
measurement criteria moving forward.



TD Bank Group 2011 Corporate Responsibility Report 80

Allies

A person or a group of people who help build a more inclusive 
environment and work to fi nd common ground with others.

ASL (American Sign Language)

A language that uses visually transmitted sign patterns whereby 
meaning is conveyed by the movement and shape of the hands 
and their position in relation to the upper part of the body. 
Facial expressions are also used to convey the intended message.

ATM (Automated teller machine)  

A computerized telecommunications device that provides clients 
of a fi nancial institution access to their funds and/or banking in 
a public space without the need for a physical teller or cashier to 
process the transaction.

Carbon dioxide equivalent (CO2e)

The standard unit for measuring Greenhouse Gases (GHGs). 
Each GHG has a different global warming potential and CO2e 
standardizes them for comparability purposes. 

Carbon (or GHG) footprint

The total set of greenhouse gas emissions caused directly and in-
directly by an individual, event, organization, product or service 
expressed as carbon dioxide equivalent (CO2e).

Carbon-neutral

The end result of an individual, business, or organization whose 
efforts to eliminate their impact on the environment result in 
no net greenhouse gas emissions being contributed to the 
atmosphere. It does not mean that an organization produces 
zero GHG emissions, but rather balances the amount of carbon 
released with the equivalent amount of reductions and offsets.  

Carbon offset 

A compensatory measure paid by one party for a reduction in 
carbon emissions made by another party. Carbon offsets are 
measured in metric tonnes of carbon dioxide-equivalent (CO2e). 
One carbon offset represents the reduction of one metric tonne 
of carbon dioxide or its equivalent in other greenhouse gases. 

Certified paper

A certifi cation given by certifi ed sources indicating that the 
paper product is from responsibly managed forests and verifi ed 
recycled sources. The Forest Stewardship Council (FSC) is one 
example of a certifi cation system. Under FSC certifi cation, 
forests are certifi ed against a set of strict environmental and 
social standards.

CSA (Canadian Standards Association)

A not-for-profi t members-based association that works in 
Canada and around the world to develop standards for 
businesses, consumers, industries and governments regarding 
issues such as quality of life, public health and safety, trade 
facilitation and the environment.

Equator principles

A set of voluntary standards designed to help banks evaluate 
the social and environmental risks associated with fi nancing 
large infrastructure projects, such as pipelines and mining. 

FSC (Forest Stewardship Council)

An international not-for-profi t membership-based organization 
that was founded in 1993, the FSC promotes responsible 
management of the world’s forests. It gives customers the 
opportunity to choose from socially and environmentally 
responsible forestry by setting standards and conducting 
independent certifi cation and labeling of forest products.

Learning Management System (LMS)

An online portal that allows employees to sign up for courses 
and other learning activities.

Glossary
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LEED

A designation that stands for Leadership in Energy and 
Environmental Design. LEED standards reduce a building’s 
environmental impact by considering: materials, building 
envelope, roofi ng, windows, glass, high effi ciency HVACs, 
lighting, water usage, furnishings, equipment and 
appliances, and where viable, includes the reuse or recycling 
of construction materials.

LSQ (Langue des signes québécoise)

A language known in English as Quebec Sign Language, LSQ 
users are mostly located in Quebec. Instead of acoustically 
conveying sound patterns, LSQ users visually transmit sign 
patterns to convey meaning through the movement and shape 
of the hands and their position in relation to the upper part of 
the body, along with facial expressions. 

Middle and other management

The category of “middle and other management” as 
determined by the Canadian Federal government for 
employment equity reporting: “Middle and other 
managers receive instructions from senior managers 
and administer the organisation’s policy and operations 
through subordinate managers or supervisors.” Refer 
to the HRSDC website for more information

Power Usage Effectiveness (PUE)

A metric used to determine the energy effi ciency of a data 
centre; PUE is calculated by dividing the amount of power 
entering a data centre by the power used to run the computer 
infrastructure within it. The closer the quotient is to 1, the 
more effi cient the network.

Phishing

A form of fraud whereby an attempt is made to acquire 
information via electronic communication while masquerading 
as a trustworthy entity; this information can include passwords, 
credit card information and usernames, along with personal 
information such as addresses and dates of birth. Phishing often 
includes the use of a fake website that looks and feels like the 
legitimate version.

SFI

A type of paper certifi cation that is governed by the Sustainable 
Forestry Initiative, which is an independent non-profi t 
organization. The SFI promotes responsible forest management 
across North America.

Stakeholder

A group or individual that has a more or less direct interest 
in the life of an organization or is likely to be affected by the 
organization’s decisions.

The TD Charitable Foundation (The Foundation)

The charitable giving arm of TD Bank in the U.S. whose 
mission is to serve the individuals, families and businesses in 
all the communities where TD Bank operates. The efforts of 
the Foundation are coordinated locally through TD Bank’s 
community relations departments and are focused on the 
areas of affordable housing, education and fi nancial literacy, 
and the environment.

Thin client

The practice of hosting software on a central server, thereby 
reducing the power needed to run the application on the 
end-user’s computer.

Virtualization technologies

A type of technology that comprises of a virtual version of 
something rather than the actual version; examples can include, 
but are not limited to, operating systems, hardware platforms, 
network resources or storage devices. It can also be referred to 
as “cloud
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Public Accountability Statement Appendix

In this section:

• Affi liates
• TD Bank Group
• Taxes (Recovery) Paid in Canada
• Business Debt Financing
• Branches Opened, Relocated and Closed
• Automated Teller Machines Opened and Closed 

The Toronto-Dominion Bank’s 2011 Corporate Responsibility Report and Public Accountability Statement provides a full reporting of 
factual information as required by the Canadian federal government’s Public Accountability Statement regulations (section 459.3 (1) 
of the Bank Act), including taxes paid, number of employees and small business fi nancing. Information provided pertains to our most 
recent fi scal year (November 1, 2010 to October 31, 2011).

Our 2011 Corporate Responsibility Report and Public Accountability Statement includes information respecting The Toronto-Dominion 
Bank’s wholly owned subsidiaries and prescribed affi liates, as described below.

Affiliates

The following are the prescribed affi liates whose relevant activities are included in this Public Accountability Statement, as required 
by the Bank Act:

Cotyledon Capital Inc. TD Financing Services Home Inc.
CT Financial Assurance Company  TD Financing Services Inc.
Primmum Insurance Company  TD General Insurance Company 
TD Asset Finance Corp. TD Home and Auto Insurance Company
TD Asset Management Inc. TD Investment Services Inc.
TD Auto Finance LLC TD Life Insurance Company
TD Auto Finance Services Inc.  TD Pacifi c Mortgage Corporation 
TD Aviation Finance, LLC TD Realty Limited
TD Capital Group Limited TD Waterhouse Private Investment Counsel Inc.
TD Capital Mezzanine Partners (Non-QLP) L.P. The Canada Trust Company
TD Capital Mezzanine Partners (Parallel) L.P. Toronto Dominion (Alabama), Inc.
TD Capital Mezzanine Partners (QLP) L.P. Toronto Dominion Capital (U.S.A.), Inc.
TD Capital Mezzanine Partners (Sidecar) L.P. Toronto Dominion (New York) LLC
TD Direct Insurance Inc. Toronto Dominion (Texas) LLC

Public Accountability Statements for other declarants within TD: This section provides the public accountability statement for TD Mortgage Corporation and Security National Insurance 
Company (“the Declarants”) and covers the Declarants’ 2011 fi scal year (November 1, 2010 – October 31, 2011). The Declarants are subsidiaries of The Toronto-Dominion Bank and are 
among the fi nancial institutions within TD. For information on and examples of the Declarants’ goals for community development and related activities (including employee volunteer activi-
ties, philanthropic activities, charitable donations, new initiatives and technical assistance programs for fi nancing for small business, investments or partnerships in micro-credit programs, and 
initiatives to improve access to fi nancial services for low-income individuals, senior citizens and persons with disabilities), and for the total amount of income and capital taxes paid or payable 
by TD and for charitable donations made by TD, please refer to the corresponding information contained in the 2011 Corporate Responsibility Report and Public Accountability Statement for 
The Toronto-Dominion Bank, which is hereby incorporated by reference.

As members of TD, the Declarants did not separately undertake or participate in the foregoing or previous, as all such activities and donations are carried on by The Toronto-Dominion Bank 
on behalf of other members of TD, including the Declarants. All employees of the Declarants in Canada are employees of TD. The Declarants did not open or close any branches for their 
operations separate from those disclosed in the 2011 Corporate Responsibility Report and Public Accountability Statement for The Toronto-Dominion Bank. All money authorized by way of 
debt fi nancing to fi rms in Canada was made by The Toronto-Dominion Bank; none was authorized by the Declarants. The affi liates of the Declarants are listed in and covered by the 2011 
Corporate Responsibility Report and Public Accountability Statement by The Toronto-Dominion Bank, which list is hereby incorporated by reference.
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Income, Capital and Insurance Premium 
Taxes Paid by TD Bank Group in Fiscal 2011 
(thousands of dollars)

TD is a major Canadian taxpayer. The taxes we have paid over the years help all levels of government provide the programs that 
support Canadian residents.

Tax jurisdiction Income Taxes
Capital & 

Premium Taxes Total

Federal   913,851 –     913,851

British Columbia        46,348         2,092        48,440

Alberta        49,832       17,916        67,748

Saskatchewan          3,641       11,346        14,987

Manitoba          4,936       16,163        21,099

Ontario      368,929       57,259      426,188

Quebec        25,478       14,552        40,030

Newfoundland and Labrador          1,111         6,007          7,118

New Brunswick          1,790         5,666          7,456

Nova Scotia          9,249       13,850        23,099

Prince Edward Island             550         1,622          2,172

Yukon             490            165             655

Northwest Territories             147            173             320

Nunavut                 4              14               18

Total $1,426,356  $ 146,825 $1,573,181

The above fi gures represent the total amount of income, capital and premium taxes paid or payable by TD Bank Group during its 2011 fi scal year (Nov. 1, 2010 – Oct. 31, 2011) broken 
down by the total amounts paid or payable to federal and provincial governments.
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Business Debt Financing as at October 31, 2011 
(authorized amounts in millions)

TD is committed to making debt fi nancing available to our customers across Canada. In 2011, authorized business loans totaled 
approximately $216 billion.

Provinces and 
Territories

$0-
$24,999

$25,000-
$99,999

$100,000-
$249,999

$250,000-
$499,999

$500,00-
$999,999

$1,000,000-
$4,999,999

$5,000,000
and 

greater TOTAL

Newfoundland
and Labrador

Authorized amount1 9.2 15.6 28.2 27.7 38.1 70.6 † 189.4

Number of Clients 534 295 180 77 59 39 † 1,184

Prince Edward 
Island

Authorized amount1 69.3 25.4 17.5 19.3 17.4 40.4 † 189.3

Number of Clients 229 180 100 54 24 19 † 606

Nova Scotia Authorized amount1 27.8 43.5 84.6 93.2 92.1 266.6 1,057.9 1,665.7

Number of Clients 1,805 797 533 270 136 125 59 3,725

New Brunswick Authorized amount1 17.6 32.3 48.6 66.6 52.0 146.9 266.4 630.4

Number of Clients 1,165 596 311 195 78 68 11 2,424

Quebec Authorized amount1 76.9 168.3 401.8 521.3 486.8 1,377.2 3,010.3 6,042.6

Number of Clients 8,818 3,432 2,505 1,526 723 654 174 17,832

Ontario Authorized amount1 1,250.4 1,427.3 2,331.9 2,608.8 2,603.2 8,052.9 160,585.4 178,860.0

Number of Clients 82,526 26,975 14,935 7,619 3,854 3,796 2,271 141,976

Manitoba Authorized amount1 37.6 68.6 97.6 111.4 129.7 473.9 1,626.1 2,544.9

Number of Clients 2,129 1,156 623 331 192 225 78 4,734

Saskatchewan Authorized amount1 40.9 100.9 176.8 175.7 162.4 373.4 465.6 1,495.7

Number of Clients 2,149 1,634 1,099 518 244 184 41 5,869

Alberta Authorized amount1 306.9 466.4 853.4 902.7 805.3 2,237.1 9,039.0 14,610.8

Number of Clients 16,879 8,222 5,352 2,658 1,203 1,041 407 35,762

Territories Authorized amount1 3.5 4.5 8.2 9.3 8.8 14.1 †† 48.4

Number of Clients 214 84 53 26 13 8 †† 398

British Columbia Authorized amount1 274.6 294.6 510.7 705.7 774.6 1,976.6 5,445.9 9,982.7

Number of Clients 15,277 5,160 3,186 2,042 1,169 971 311 28,116

TOTAL Authorized amount1 2,114.9 2,647.7 4,559.2 5,241.6 5,170.5 15,029.8 181,496.7 216,260.4

Number of Clients 131,725 48,531 28,877 15,316 7,695 7,130 3,352 242,626

Above balances represent October 2011 ending balance for Corporate, Mortgage and Visa Businesses.
Corporate balances include loans, treasury and inventory. Personal loans used for business purposes are not included in the totals.
Total Clients = Mortgage and Corporate clients in 2011. Visa client numbers are not included since almost all have a loan as the primary client product included in Loans.
Territories = Yukon Territory, Northwest Territory and Nunavut.
 1 Authorized amounts in millions of dollars.
 †  To preserve client confi dentiality, client counts and authorizations for Newfoundland and P.E.I. have been combined with Nova Scotia data for the same size band and have been included in 

the Nova Scotia totals.
 ††  To preserve client confi dentiality, client counts and authorizations for the Territories have been combined with B.C. data for the same size band and have been included in the BC totals
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Branches Opened, Relocated and 
Closed in 2011

At the end of 2011, our Canadian retail network consisted 
of 1,150 branches.

Branches Opened During Fiscal 2011

All of the following branches were opened in 2011. 

New Location Address City/Province

3100 Blvd Frechette Chambly, QC

3030 Highway 56 Binbrook, ON

1305 Blvd du Plateau-St-Joseph Sherbrooke, QC

23532 Woodbine Ave Keswick, ON

82 Peakview Way Bedford, NS

320 The Boardwalk Waterloo, ON

614 Fleet St Toronto, ON

867 Rymal Rd E Hamilton, ON

325 Colonnade Dr Kemptville, ON

2298 Whatcom Rd Abbotsford, BC

278 Route 138 Local 20 St Augustin Desmaure, QC

5990 Mullen Way NW Edmonton, AB

51 Mont Royal Ouest Montreal, QC

280 East Colombia St New Westminster, BC

75 Des Chateaux, Bureau 302 Blainville, QC

55 Boulevard de la Gappe Gatineau, QC

9435 Mississauga Rd Unit D Brampton, ON

383 Norwich Ave, Bldg D Woodstock, ON

11300 Steveston Hwy Richmond, BC

218 Hunt Club Rd Ottawa, ON

9970 Kennedy Rd Markham, ON

280 Boul Sir Wilfred Laurier St Hilaire, QC

501-1801 Princeton Kamloops Hwy Kamloops, BC

9 Nicol St Nanaimo, BC

Branches Relocated During Fiscal 2011

All of the following branches were relocated in 2011. 

This branch: Relocated to: City / Province

878 Eglinton Ave E 89 Vanderhoof Ave Toronto, ON

246 Marlee Ave 1416 Eglinton Ave W Toronto, ON

478 Jean Talon Rue Ouest 525 Jean Talon Rue Ouest Montreal, QC

11016 51 St 800-5015 111 St NW Edmonton, AB
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Automated Teller Machines Opened 
and Closed in 2011

At the end of our fi scal year (Oct 31, 2011) we had a total 
of 2,780 ATMs in our network, which is an increase of 
47 machines from last year.

ATMs Opened During Fiscal 2011

Address City/Province

2310 Whatcom Rd Abbotsford, BC

501-1801 Princeton Kamloops Hwy Kamloops, BC

9 Nicol St Nanaimo, BC

11300 Steveston Hwy Richmond, BC

280 East Columbia St New Westminster

800-5015 111 St NW Edmonton, AB

5990 Mullen Way NW Edmonton, AB

100 East Main St Atikokan, ON

624 Yonge St Barrie, AB

10908 Hurontario St Brampton, ON

D-9435 Mississauga Rd Brampton, ON

14 Main St, Box #670 Brighton, ON

3030 Highway 56 Binbrook, ON

231 Highland St. Haliburton, ON

867 Rymal Rd E Hamilton, ON

325 Colonnade Dr Kemptville, ON

23532 Woodbine Ave Keswick, ON

9970 Kennedy Rd Markham, ON

5626 10 Line W Mississauga, ON

100 University Ave 
(West Orillia Sports Complex)

Orillia, ON

218 Hunt Club Rd Ottawa, ON

221 Colborne St Port Stanley, ON

2650 Lawrence Ave E Scarborough, ON

1416 Eglinton Ave W Toronto, ON

614 Fleet St Toronto, ON

493 Parliament St Toronto, ON

89 Vanderhoof Ave Toronto, ON

290 Yonge Street, Unit Z2008 Toronto, ON

320 The Boardwalk Waterloo, ON

383 Norwich Ave Woodstock, ON

75 Des Chateaux  Locale# 302 Blainville, QC

3100 Blvd Frechette Chambly, QC

55 Boulevard de la Gappe Gatineau, QC

161 Boul De La Concorde Est Laval, QC

280 Boul Sir Wilfred Laurier Mont Saint Hilaire, QC 

6168 Henri Bourassa Blvd E Montreal, QC

478 Jean-Talon Rue Ouest Montreal, QC

51 Mont Royal Quest Montreal, QC

5800 Rue St-Denis Montreal, QC

278 Route 138 Locale# 20 St-Augustin-de-Desmaures, QC

1305 Blvd du Plateau-Saint Joseph Sherbrooke, QC

82 Peakview Way Bedford, NS

ATMs Closed During Fiscal 2011

Address City/Province

329 North Rd Port Coquitlam, BC

2016 Main Mall  (99 Chairs UBC) Vancouver, BC

9737 Macleod Trail SW Calgary, AB

11016 51 Ave Edmonton, AB

444 St Mary Ave  (Rupertsland Square) Winnipeg, MB

177 Highland St (Henwood’s Variety) Haliburton, ON

482 The Queensway S, Unit#4 Keswick, ON

2425 Truscott Dr Mississauga, ON

878 Eglinton Ave Toronto, ON

246 Marlee Ave Toronto, ON

1781 Queen Street E Toronto, ON

218 Yonge Street Toronto, ON

2105 Boul Daniel-Johnson Laval, QC

525 Jean-Talon Rue Ouest Montreal, QC
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 For information on TD’s commitments to 
the community see the TD Corporate 
Responsibility Report online by scanning 
the QR code below or visiting 
td.com/cr2011

 For more information, including video 
messages from Ed Clark and Brian Levitt, 
see the interactive TD Annual Report 
online by scanning the QR code below 
or visiting td.com/annual-report/ar2011
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We welcome your feedback on this report. Please send 
your comments or suggestions about our 2011 Corporate 
Responsibility Report. We’re always looking for ways to 
improve the information we provide.

For more information about our Corporate Responsibility Report, 
please contact us.

E-mail:  crreport@td.com

Phone:   Canada 1-416-308-6371 
U.S. 1 (888) 751-9000

Mail:   Community Relations
TD Bank Group
TD Tower
55 King St West, 17th Floor
Toronto, Ontario, Canada M5K 1A2

  Community Relations
TD Bank, America’s Most Convenient Bank
9000 Atrium Way
Mount Laurel, New Jersey 08054

Our 2011 Corporate Responsibility Report is also available in 
alternative formats. You can request a copy by calling us at 
1 416-308-6371. 

Feedback





fsc logo

®/ The TD logo and other trade-marks are the property of The Toronto-Dominion Bank 
or a wholly-owned subsidiary, in Canada and/or other countries.
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