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I. Introduction 
 
Toyota submits this Quarterly Report pursuant to paragraph 37 of the Third Amendment to the 

Coordinated Remedy Order (“ACRO”) issued by the National Highway Traffic Safety Administration 

(NHTSA) on December 9, 2016.  This document summarizes and contains the latest updates to Toyota’s 

Recall Engagement Plan and Quarterly Supplements, which were submitted pursuant to the ACRO.  This 

document covers NHTSA-designated recalls 15V-284, 15V-285, 15V-286, 16V-127, 16V-128, 16V-340, 

17V-006, 18V-024, 18V-025, 18V-883, 19V-005, and 19V-741 for certain Toyota, Lexus, and Scion 

vehicles.  This updated plan outlines Toyota’s actions for the covered recalls during the last quarter, 

remedy completion status, and the on-going and planned efforts to promote and maximize remedy 

completion.  Please refer to the June 30, 2018 Quarterly Supplement (“June 2018 Quarterly Supplement”) 

for a more comprehensive description of the history of our outreach program and the actions and 

strategies employed. 

 

As outlined in this document, we continue to reach out to affected owners in many ways to make sure 

they are aware of the Takata air bag recalls.  Toyota’s outreach is designed to help them resolve this issue 

as quickly, conveniently, and as safely as possible.  It further helps owners understand the importance of 

this urgent safety recall and that serious injury or death can occur as a result of the safety defect.  We 

want owners to know that replacement air bag inflators are readily available, that the repair is FREE, and 

takes about an hour for most models.  Toyota offers alternate transportation during the free repair, or 

vehicle pickup, if necessary, to help affected owners have their vehicles repaired.   

 

The updated activities from the past quarter discussed in this supplement include: 

 

• Summary of an early pull-ahead of the remaining “like for like” vehicles to be recalled by 

December 31st under the ACRO 

• Updates to our Core Outreach activities, including updates on the MDL Settlement 

Special Administrator (SSA) program 

• Updates on our case management call center effort focused on certain PG1-3 vehicles 

with missed opportunities (vehicles at dealers for recent service but recall repair not 

completed) 

• New dealer engagement activities and results from previously implemented programs 

• An incentive program for Lexus dealers to reduce Takata-related missed opportunities 

• Results to date from our social influencer program called “Carma Project” 



 
 

 

• Certified mail activities for PG6-8  

• Overview of Toyota’s canvassing activities in Puerto Rico, Florida, Texas, and California 

• Recent community engagement activities  

• Initial results from a canvassing effort built around license plate look-up technology 

 

Toyota will continue to work with government agencies, the Takata Monitor, third-party vendors, and 

other automakers to share best practices and identify new ways to proactively reach out to affected 

owners, while improving on existing methods, with a goal to maximize remedy completions for these 

recalls.   

 
II. Recalls and Remedy Status 

Toyota is currently administering the safety recalls under the following NHTSA ID numbers: 15V-284, 

15V-285, 15V-286, 16V-127, 16V-128, 16V-340, 17V-006, 18V-024, 18V-025, 18V-883, 19V-005, and 

19V-741 involving Takata airbag inflators in the U.S. and federalized territories.   

 

In October, Toyota announced an early pull-ahead of the remaining “like for like” vehicles scheduled to 

be recalled by December 31, 2019 under the ACRO.  This announcement completed Toyota’s remaining 

schedule for recalls under the ACRO.  All Toyota vehicles scheduled to be recalled under the ACRO have 

now been recalled. 

 

The current recalls, involved vehicles, vehicle populations, and completion performance as of December 

12, 2019 are outlined below by Priority Group.   

 

PG Inflators  
Affected 

Total  
Out of Transit** 

Inflators  
Repaired 

Completion 
Percentage 

*** 

1 819,484 192,559 499,513  79.68% 

2 1,864,432 374,551 1,220,532 81.92% 

3 429,522 51,522 311,416 82.39% 

4 763,580 125,710 490,398 76.88% 

5 620,790 97,818 414,243 79.21% 



 
 

 

Notes:  
* General Motors is administering the recall of the Pontiac Vibe vehicles built by New United Motor 
Manufacturing (NUMMI).  General Motors will address the Pontiac Vibe in the plan it is submitting. 
**Out of Transit includes “SSE” and “other” adjustments pursuant to Paragraphs 45-48 of the ACRO; see 
section IV. below for further details.  
***Completion rate is the percentage of inflators affected (that are not out of transit) that have been 
repaired.   
****For affected vehicles in each priority group, please see our previously submitted June 2018 Quarterly 
Supplement or the Amended Coordinated Remedy Order. 
 
 
III. Toyota’s Outreach Strategy 
   

On December 9, 2016, NHTSA issued a Third Amendment to the Coordinated Remedy Order.  Paragraph 

35 of the Order outlines a recall completion schedule and related completion percentage targets.  Toyota 

is employing a variety of strategies designed to maximize the completions of the Takata recalls and will 

discuss these strategies in the sections that follow.   

 
As Toyota has engaged with NHTSA and the Takata Monitor team under the coordinated remedy 

program, we have seen a significant change in our outreach efforts both within Toyota and the industry.  

Development of our various outreach programs and channels has taken significant effort, but through that 

effort, we have obtained new knowledge of the available methods to communicate with owners about the 

Takata recalls, as well as strategies for deploying these methods in a coordinated manner.  The diagram 

below was developed based on our learnings in this program so far and describes our current strategy for 

our comprehensive outreach program.  This diagram shows not only the general timing of different 

outreach efforts, but also the changing role of each outreach method as a recall campaign matures.   

 

6 348,740 44,431 245,106 80.55% 

7 288,558 32,306 204,021 79.62% 

8 264,522 46,757 166,562 76.49% 

9 606,620  73,043 413,303 77.46% 

10 1,314,033 88,149 860,707 70.21% 

11 478,316 11,083 75,006 16.05% 

12 612,761 5,739 61,383 10.11% 



 
 

 

 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Toyota is committed to continuously improve our outreach efforts and may continue to change/enhance 

our outreach strategy going forward as we learn from our ongoing efforts.  We intend for this strategy to 

be a guideline that is illustrative of how the various outreach methods can be used in a coordinated 

manner.  The diagram shows how each method can fit into the coordinated effort based on the time since 

the launch of a priority group and the remaining population of unrepaired VINs.   

 

The table below describes the current stage of our outreach strategy into which each priority group 

currently falls. 

 

Priority Group Current Stage Comment 
1-3 Stage 5 Various outreach activities have been on-going since 2014. 
4-8 Stage 4 PG4: Certified Mail deployed in November 2018, and Social 

Influencer incentives were deployed in December 2018 with the launch 

of “Carma Project”. 



 
 

 

PG5: Certified mail deployed in August 2019. 

PG6-8: Certified mail was deployed between September and 

December. 

9-12 Stage 3 VINs and customer contact information for vehicles in NHTSA recall 

18V-024, 18V-025, 18V-883, and 19V-005 were deployed to dealers 

for outreach in June 2019 and December 2019. 
11-12 Stage 1 Recently added vehicles to PG11-12 under NHTSA recall 19V-741 are 

currently in Stage 1 of our outreach strategy. 

 

As discussed in the following sections, while our core nationwide outreach program continues, we have 

continued to pilot and adopt new initiatives and evaluate how to incorporate them into our overall 

outreach strategic concept.  Toyota will continue to work with NHTSA and the Takata Monitor in 

developing new strategies to support maximizing recall completions in the Takata recalls.   

 

IV. Core Outreach Updates 
 
Toyota began owner outreach in December 2014 for certain PG1-3 vehicles.  Over the past five years, we 

have learned about new forms of outreach and new ways to identify and reach the affected owners.  

However, Toyota has continuously applied the core outreach that we started in 2014.  All affected PG1-3 

vehicles have received this core outreach activity for three years, and this core outreach has become the 

backbone of our overall outreach activities.  All vehicles in all priority groups which are not repaired, not 

out of transit, and for which contact information is available, are included in our core outreach program. 

After SSE/ “other” adjustments, as of December 17, 2019, we are conducting our core outreach activity 

on 1,481,762 VINs in PG1-12.  The table below breaks down this population of VINs currently in 

outreach by priority group and shows the number of total attempts we have made to reach owners within 

each priority group through our core outreach program.    

 

Priority Group 
Total Outreach 

Attempts 

VINs Currently in Core 

Outreach 

1 30,725,804 147,395 

2 53,966,233 295,362 

3 10,726,093 69,506 



 
 

 

4 20,619,129 150,631 

5 16,206,270 111,080 

6 8,562,567 60,178 

7 7,230,247 52,839 

8 7,364,180 51,844 

9 14,969,110 121,025 

10 3,341,558 368,280 

11 1,569,821 37,668 

12 629,443 15,954 

All 175,910,491 1,481,762 

 
 
A. Contact Information Availability and Phone Outreach 
 
The percentage of VINs with availability of mailing addresses, email addresses, and phone numbers for 

unrepaired, in-transit vehicles, as of November 19, 2019 are shown in the table below.  We continue to 

explore additional data sources for email and phone to increase the availability of that information.  In the 

past quarter, an additional data provider for phone appends has been added which has increased the 

availability of phone numbers for unrepaired VINs by approximately 10%.  In addition, although we have 

an address for nearly all of the affected owners, as discussed in section VI below, nearly half of these 

addresses may be inaccurate based on certified mail results.  We are employing several tactics and data 

sources to improve the deliverability to the correct owner of mail-based outreach. 

 
 

PG Mail Email Phone 

1 98.17% 35.30% 47.89% 

2 99.63% 41.10% 56.14% 

3 99.78% 46.00% 62.58% 

4 97.94% 37.90% 50.78% 

5 98.84% 41.46% 55.46% 

6 98.39% 40.75% 54.65% 

7 99.03% 42.03% 55.82% 

8 99.99% 45.64% 62.21% 



 
 

 

9 99.47% 44.62% 59.93% 

10 99.25% 47.62% 67.61% 

11 99.69% 37.22% 50.02% 

12 99.99% 40.60% 55.91% 

 
From September 1, 2019 – November 30, 2019, we have made a total of 1,847,228 outbound phone calls.  

The following table breaks down the results of these outbound phone calls.  Although we have seen 

higher rates of repair for phone outreach compared to other forms of outreach among those owners who 

we have reached, the percentage of owners with whom we are able to make contact remains very low. 

 
Activity Sep-19 Oct-19 Nov-19 Total 

Abandoned Call 347 3 - 350 
Already Completed Service 362 1,813 2,704 4,879 

Appt: Agent Scheduled 423 1,429 1,007 2,859 
Appt: Dealer to Schedule 984 2,914 1,943 5,841 
Appt: Transfer to Dealer 1,170 3,197 2,440 6,807 

Brand Follow-Up 173 376 410 959 
Call Back 5,240 20,937 16,347 42,524 

Customer To Schedule on Own 1,470 5,372 4,499 11,341 
Do Not Contact 235 1,098 802 2,135 

Facsimile 664 2,819 4,129 7,612 
Incorrect Number 5,832 19,961 18,398 44,191 

Left Voicemail 327 12,680 340 13,347 
Language Barrier Call: Other 179 842 533 1,554 

Language Barrier Call: Spanish 134 525 465 1,124 
Never Owned Vehicle 248 1,287 870 2,405 

No Answer 193,914 800,680 547,387 1,541,981 
No Open Recalls 72 185 312 569 
Not in Possession 978 4,826 4,327 10,131 
Operator Intercept 10,850 50,783 82,847 144,480 
Remedy Refusal 216 1,097 781 2,094 

Warm Transfer to Brand 6 23 16 45 
Total 223,824 932,847 690,557 1,847,228 

 
 
 
 
 



 
 

 

B. Settlement Special Administrator Program Updates 
 

Toyota has coordinated a transition of our core outreach program activities to the outreach program run 

by the Settlement Special Administrator (SSA) responsible for the Multi-District Litigation class action 

settlement.  Toyota continues to work closely with the SSA team to help ensure that the core outreach 

activities are implemented in a way to optimize our overall strategy.  For more details about this 

transition, please refer to the June 2018 Quarterly Supplement. 

 

Over the past quarter, the SSA has been adjusting the management structure of the outreach program and 

sourcing new vendors to support the outreach program.  The goal of these changes is to become nimbler 

and adjust the outreach activity more rapidly to changes in owner response and to increase efficiency and 

the volume of outreach which can be done under the program.  Outreach under the new management 

structure began in September.  We are seeing some initial benefits from these changes, including an 

increase in outbound call volume compared to the prior quarter, as well as an increase in direct mail sent 

under the program (see the chart below).  In turn, inbound call volume from vehicle owners is increasing, 

and we are able to schedule more repair appointments.  We continue to monitor these changes with the 

SSA on a regular basis and will share updates in future Quarterly Supplements. 

 

 



 
 

 

 
i. National Spokesperson and Paid Media Plan 

 

The SSA team launched a paid media plan featuring, Academy Award Winning actor Morgan Freeman.  

Mr. Freeman has one of the most recognizable faces and voices in the film industry and has been voted as 

“Most Trusted Celebrity” in several media publications.  We hope to leverage that innate trust that Mr. 

Freeman inspires in viewers to convince vehicle owners of the urgency of the recall and the legitimacy of 

the direct outreach that is being sent to vehicle owners. 

 

Deployment of TV, radio, and digital advertising featuring Mr. Freeman began in August and finished in 

November of this year.  This creative encouraged vehicle owners to check their vehicles for the Takata 

airbag recall and, if they are affected, have the free repair completed.  A message from Mr. Freeman was 

also posted on the SSA’s website (www.safeairbags.com) and YouTube.  Please see the following link:  

https://www.youtube.com/watch?time_continue=1&v=akyWT6oz3Fc.  

 

Since the launch of the Freeman paid media activity, the traffic on the SafeAirbags.com site has greatly 

increased.  The chart below summarizes the inbound web traffic to SafeAirbags.com after the paid media 

activity began.  The amount of traffic greatly increased immediately following the launch of this media 

activity. 

 

 

http://www.safeairbags.com/
https://www.youtube.com/watch?time_continue=1&v=akyWT6oz3Fc


 
 

 

With more recognition through highly visible communications and a familiar, trustworthy voice, we hope 

that vehicle owners receiving direct outreach pieces will be quicker to act and that we may be able to 

locate and incite action in some vehicle owners who are not receiving communications due to ownership 

data inaccuracies.  As the paid media strategy recently concluded, we will report final results of the 

activity in a future Quarterly Supplement.  In addition, the SSA is planning to relaunch the paid media 

effort again in early 2020. 

 

ii. Call Center Improvements and Expansions 
 

To improve the owner experience when calling into the central call center, the SSA has made several 

changes to scripts and protocols within the call center including: 

• Adding a call back request feature to the inbound call prompts.  This was added to reduce the 

chance that an owner will abandon the call if the call cannot immediately be taken. 

• Conducting follow up outbound calls following a warm transfer to a dealer to confirm the 

appointment was set by the dealer. 

• Conducting additional training of agents on rebuttals and escalations to improve the conversion 

rate of calls. 

• Conducting focus groups of call center agents to determine additional improvements to scripts. 

 

In addition, two new call center programs will be launched in January covering commercial and business-

owned vehicle outreach and a new concierge service focused on the most difficult-to-reach vehicle 

owners.   

• The commercial vehicle program will have three dedicated agents who will have their own 

accounts to manage, and their own direct phone lines and emails.  Their focus will be on using 

existing data sources and internet sourced data to find the vehicle owners and to break through 

any barriers from initial contact with the business.  The agents will also support the scheduling of 

multiple vehicles at once with a dealer to minimize interruption to the vehicle owner’s business 

operations. 

• The concierge service program will have several agents operating in a team to help ensure that, 

when a vehicle owner calls, they can speak to someone on the team.  For the initial deployment, 

2,000 VINs will be targeted.  These agents will also have their own direct phone line and email to 

make the experience more personal to the caller.  The team will work on their VINs until the 

vehicles are remedied or otherwise accounted for. 

 



 
 

 

We will provide more updates on these programs in a future Quarterly Supplement. 

 

C. Toyota and SSA Collaboration 
 
Toyota and the SSA have a collaborative working relationship where both parties discuss the planned and 

ongoing outreach activities on a regular basis.  In addition, we have continued to partner on several 

initiatives in the last quarter, including: 

1. Canvassing coordination – The SSA is supporting inbound call center communications. 

2. State DMV and municipality branded letters – The SSA has supported the printing and 

distribution of these letters to affected owners, along with resulting inbound calls and 

appointment scheduling. 

3. Call center support for our new social influencer program described in section VI and LPR 

Canvassing activity described in section VII. 

 

Toyota will continue to work with the SSA team in a collaborative partnership to drive further 

improvement in our recall completion rates.   

 

D. Future SSA Activities 
 
The SSA team is also actively working on or considering several additional projects, including: 

• Developing a common platform for mobile repair scheduling. 

• Developing web interfaces for owners to update their vehicle ownership status. 

• Establishing an owner nurturing program designed for owners who engaged through outreach 

communications but have not yet had their vehicles repaired. 

• Identifying ways to incorporate social influencers into the outreach activity. 

 

Our hope is that these additional efforts will continue to increase awareness by affected owners and 

encourage them to have their vehicles repaired.  We also hope to continue to learn more about what 

influences owners to respond to outreach and what they view as barriers to having their vehicles repaired.  

Through these learnings, we can continue to improve our outreach efforts and tailor them to owner needs. 

 
Toyota continues to believe that these core outreach activities are a major component of our program, 

which is aimed at maximizing completion rates.  We believe that these efforts, combined with some of the 

activities the SSA is considering and other activities that we are exploring as described in the sections 

below, can continue to support our recall momentum and completion rates. 



 
 

 

E. Case Management Call Center Activity 
 

Toyota is currently engaged in a case management-focused call center effort for certain PG1-3 owners 

who have received a large amount of outreach, and whose address information has been verified via 

certified mail, yet their vehicles remain unrepaired.  These owners may have some barrier to repair or 

misconception about the recall which is preventing them from obtaining the remedy.  This call center 

effort is focused on converting long unresponsive owners into repairs or otherwise accounting for their 

vehicles.  To do this, our call center agents are focused on call quality, not call volume.  They are 

equipped with a variety of convenience services which they can offer but will also be encouraged to find 

out what it is that an owner needs to overcome his or her personal barrier.  In essence, we are asking them 

to treat each case uniquely and manage each owner’s expectations individually. 

 

This effort is a two-stage approach.  As we know that these owners are likely receiving our other outreach 

communications and not responding, they may be hesitant to answer our outbound phone calls.  

Therefore, if contact information is available, we send them a new email creative first to make them 

aware that we would like to speak with them about their situation and help them with whatever is 

preventing them from having their vehicle repaired.  There are three email creatives with increasing 

urgency in each.    We believe that owners who call from emails are more receptive to a conversation 

about the recall than owners who are cold called.  We deployed the first touch email in mid-June 2019 

and completed all the touches in August.   

 

Results of the first phase of the outreach email activity are as follows: 

 

Emails Sent Emails Delivered 
Completions for 

Emails That Were 

Opened 
Completion % Open Rate 

19,754 17,676 270 1.53% 6.7% 

 

 

 

 

 

 

 



 
 

 

The creative for email is shown below. 

 

Touch 1:      Touch 2:           Touch 3: 

 

 

 

 

 

 

 

 

 

Owners were also given the opportunity to take a survey.  A majority of survey engagement (56%) was 

answered with, ‘I no longer own or use my vehicle’. 

Outbound phone calls following the emails began in early-October.  These phone calls are made by 

agents specially trained to expect significant barriers or resistance from these owners, and they have been 

provided tools and techniques to overcome those barriers.  Call center scripts have been developed, but 

agents are provided a variety of convenience options which they can use in any situation, depending on 



 
 

 

the individual owner need.  We are offering loaner vehicles, towing, vehicle pickup, mobile repair in 

certain areas, and incentives as needed.  In all cases, the agent is responsible for walking the owner 

through the entire process of scheduling the repair, and they will be available if there are any problems 

with the owner keeping the appointment.  In addition, agents are assigned to owners in geographic groups 

so that they will tend to work with the same dealers on a consistent basis to schedule owners for repair.  

This will establish a relationship between the agent and dealer, and we believe that this will further 

facilitate a smooth experience for the owner. 

 

We began the activity with a target population of 20,000 VINs, focused on certain PG1-3 vehicles located 

in higher risk Zone A states.  Initial results from the outbound phone activity are shown below. 

 

Result of Call No. of Calls 
Hang up 52 

Incorrect Contact Info 4,398 
Left Message 558 

Made Appointment 23 
Refused Repair 21 

Vehicle Repaired 130 
Total VINs to go 13,650 

Total VINs 18,833 
 

In January 2020, the email portion of the outreach will be expanded to all models and model years for PG 

1-3 (approximately 188,000 VINs).  Updates to the email creative used in the pilot will be made.  Subject 

lines will also be developed for testing.  The emails will be deployed in three waves within eight weeks.  

At this time, the call center activity will remain focused on the initial 20,000 VINs. 

 

F. Dealer Engagement Activities 
 
Toyota has launched and enhanced a number of dealership initiatives, consistent with the Monitor 

recommendations, to leverage the dealers’ knowledge of their local markets to help improve recall 

completions.  This section summarizes these initiatives.   

 
i. Providing Open Recall Owner Information to Dealers 

 
Toyota continues to provide owner-specific data to dealers in their primary market areas so that dealers 

can engage owners who have not yet had the recall remedy completed.  Toyota’s system also supports 

distributing consistently updated VIN information to dealers.  Further, this system provides metrics to 

help dealers compare completion rates and share best practices.  Toyota believes that our dealers’ 



 
 

 

knowledge of their primary market areas will assist in reaching those affected owners and coordinating 

the repair of their vehicles.  Outreach templates and tools have been developed to help promote consistent 

messaging when dealers reach out to owners.  

 

On June 7, 2019 we updated (PG 1-4) and expanded (adding PG 5 and 6) Takata owner data information 

in our SOAR (Service Opportunity Access for Retention) website for Toyota dealers and SSR (Service 

Smarts for Retention) website for Lexus dealership outreach efforts.  We have continued to refresh this 

data monthly, and added additional Priority Groups 7, 8, 9, 10, 11 and 12.  As of December 10, 2019, we 

have provided dealers with all Priority Group VIN information.  Dealers access and use of this 

information may vary, depending on their particular local initiatives at any given time.  For the month of 

November 2019, 69% of Toyota dealers and 52% of Lexus dealers accessed these lists.  

 
ii. Dealer Outreach Activities 

 
As the Takata recall continues to expand, so does the need for effective ways of reaching and persuading 

owners of affected vehicles to schedule their free repair.  Our dealers have long been at the forefront for 

sharing safety messages, because no one knows their local communities better.  We have empowered our 

dealers with more choices for how to best message in their markets.  We provided four multi-channel 

campaigns that dealers can access and distribute free of charge.  This includes the support of dealer 

outreach efforts by funding additional direct mail and email.    We recently announced the availability for 

enrollment in a dealer-branded direct mail outreach campaign with the following schedule:   

• Drop one: January 10, 2019 (PG 1-6) 

• Drop two: February 18 (PG 1-7) 

• Drop three: March 30 (PG 1-8) 

Enrollments are currently in progress for this campaign; as of December 12, 2019, 96% of our 1,240 

Toyota dealerships have enrolled.  We continue to offer email outreach options which are available to 

Toyota dealers within our on-demand website.   

 

These efforts will be fully funded by Toyota, and we have encouraged dealers to use the messages that 

have shown the higher remedy rates.  Dealers also have the option to include an offer (funded by the 

dealership).  The offer options for dealers to select from upon enrollment are:  

• Complimentary Wiper Replacement 

• Complimentary Alignment 

• $25 Prepaid Card for service at dealership  

• Complimentary Car Wash  



 
 

 

iii. Dealer Repair Events 
 

With help from Toyota, Toyota and Lexus dealers have been hosting cost-effective, easily executed 

Takata Recall Events.  Events at the dealership and in the community are targeted to engage owners of 

unrepaired vehicles.  Local events are prime opportunities to drive recall awareness, with a major 

emphasis on brand recognition and trust.  Dealers engage owners in a conversation about the recall and 

Toyota’s goal to repair every affected airbag. 

 

Toyota created an “Event Playbook” for dealerships to use to host a dealership repair event or local 

community awareness events and offers tiered financial support based on the number of unrepaired 

vehicles in each dealer’s assigned market.   

 

The Event Playbook was rolled out to the Toyota Regional offices in late January 2019 and to dealerships 

in February.  Since launch, there are 279 dealer events that have been conducted or will be conducted 

over the next several months.  Dealership repair events have had very positive feedback and engagement.   

As of December 5, 2019, we have received event recaps from 196, dealers; they have reported 

engagement with 18,500 people and have completed 3,307 Takata repairs.   

 

We continue to update event results and share best practices monthly with regional offices in our Dealer 

Event Success Stories sheet:   

       
     
As dealers continue to enhance and improve their dealer events, creativity has been seen in billboards, 

Facebook, newspapers, “trunk or treat” Halloween events, and safety events.  Several dealers created 

event announcement YouTube videos.   



 
 

 

 

Examples of some of these dealer creatives can be seen below.  

 
    Dealer Developed Commercials & Videos: 

 
Chatham Parkway Toyota – Savannah, GA  

https://youtu.be/Gp9lKlcROS8 

Rice Toyota – Greensboro, NC 

https://www.facebook.com/RiceToyota/videos/3070491616312353/   

De Luca Toyota – Ocala, FL 

https://vimeo.com/369955315/0452abc571 

Toyota of Carlsbad – Carlsbad, CA 

https://www.youtube.com/watch?v=oqmnyxweNpo&feature=youtu.be 

  
• Newspaper Ad 

McCord’s Vancouver Toyota - Vancouver, WA 

 
 

• Billboard  

Cox Toyota – Burlington, NC 

 
 

 

 

https://urldefense.proofpoint.com/v2/url?u=https-3A__youtu.be_Gp9lKlcROS8&d=DwMFaQ&c=DDPRwrN9uYSNUDpKqPeD1g&r=8ySl1K9UF959SMoPrTRTKSYsicbu9gHyHpEAvaUcUiY&m=w9fgmaR3Ahg_QkVpYAIy-Awkmd6rEuS7FwDpcBbglUI&s=zGcOkq5h8p2IAgLcwt9J0nfLugYRsGqtox8kzwvd3Dk&e=
https://urldefense.proofpoint.com/v2/url?u=https-3A__www.facebook.com_RiceToyota_videos_3070491616312353_&d=DwMFaQ&c=DDPRwrN9uYSNUDpKqPeD1g&r=8ySl1K9UF959SMoPrTRTKSYsicbu9gHyHpEAvaUcUiY&m=UbP73yTW18n-7u9Ygeo2BqRJDoRow0a9TbNoPUSngbc&s=uLYptcMcb9b3JD6_gqob0Mcw9mPmeQoyDQMqNwAOBTc&e=
https://urldefense.proofpoint.com/v2/url?u=https-3A__vimeo.com_369955315_0452abc571&d=DwMFaQ&c=DDPRwrN9uYSNUDpKqPeD1g&r=8ySl1K9UF959SMoPrTRTKSYsicbu9gHyHpEAvaUcUiY&m=mQ6KS_TIuxAQs5hIl5ksjj-1nDl9sXyflENjS63T5J4&s=maMdKskC3CLcAFBNZavo2OUR-0bq0_cGe2uawBMR6ZM&e=
https://urldefense.proofpoint.com/v2/url?u=https-3A__www.youtube.com_watch-3Fv-3DoqmnyxweNpo-26feature-3Dyoutu.be&d=DwMFAg&c=DDPRwrN9uYSNUDpKqPeD1g&r=FEeB8fINXOi0wwM35Xn_LLU593qglSYyIEYFQgxRQ-k&m=GHK6Dijbhb9T0sP73uz2WMVHI0evGNO9vrycyDExyd8&s=JY5zhywMp6ftw0KLBfuY0tJHVt4au99lN-5LDYTFoa0&e=


 
 

 

• Facebook 

Hometown Toyota – Ontario, OR 

 
 

 

 

 

 

 

 

 

 



 
 

 

iv. Multiple Dealer Events 

 

Washington, D.C. Dealers’ Event  

As noted in the last Quarterly Supplement, dealers in Washington, D.C., Maryland, and Virginia 

held an awareness week event September 3rd ~ 9th.  Results were extremely positive with 2,506 

airbags being remedied.   

 
The Washington, D.C. dealers also collaborated and funded a social media campaign via 

YouTube, E-mail, and Facebook which ran in conjunction with their Airbag Awareness Event 

and continued through October.  The results of the email campaign are as follows: 

 

 
Total 

Delivered 
Total 

Opened 
Total 

Clicked 
Open 
Rate 

Click 
Rate 

Takata Email Campaign 52,025 22,533 1,501 43.31% 6.66% 
 

 
The results of the Facebook campaign are as follows: 
  

Reach and Frequency  Impressions Clicks to Site Shares 

233K 4.8M 5,844 3,844 
 

                        

                       Washington, D.C. Event Facebook Creative  

 

                     
 



 
 

 

Phoenix Metro Dealers’ Event 
 
All ten Phoenix metro dealerships sponsored and volunteered at a booth at the Copa Univision 

Soccer Tournament in Phoenix on November 2, 2019.  They engaged attendees to educate them 

on the Takata recall.  There were 7,000 attendees at the event.   

 

                                 
 

Baltimore Metro Dealerships’ Event 

All 13 Baltimore metro dealerships conducted a Takata Repair Event Week at their dealerships 

the week of October 21-25, 2019.  Dealerships offered an oil change, tire rotation, or $25 in store 

gift cards to entice customers.   Results were extremely positive, with 700 airbags remedied.  

 
 

                                        
 



 
 

 

v. Other Dealer Events 
 

African American Collaborative & RRR Automotive Collaboration  
 
On September 19, 2019, 23 volunteers from Toyota’s African American Collaborative partnered 

with RRR Automotive from Maryland to conduct recall outreach calls on behalf of  Toyota of 

Bowie   A temporary call center was set up at the Omni Shoreham Hotel in Washington, D.C., 

where volunteers were trained by Customer Relations Managers from RRR Automotive on their 

guiding principles and the approved recall phone script.  The volunteer call center attempted to 

contact 1,146 customers and made 11 appointments in the 1 ½ hours of outreach.  

 
 

                   
 
 
 
G. Missed Opportunity Report 
 

As discussed in the June 2018 Quarterly Supplement, Toyota has developed a process to identify vehicles 

which have come to one of our franchised dealerships for service in the past two months, but still have an 

open recall.  We refer to this process as the “Missed Opportunity Report”.  We began sending this report 

to our field teams across the country in June 2018.  We use this in place of mystery shopping to gain 

insight into opportunities at the dealership level, because it presents a more robust set of data regarding a 

dealer’s operation with regards to the Takata recalls.   

 

The following graphs summarize the results from the Missed Opportunity Report for vehicles visiting 

Toyota and Lexus dealerships in the months of April 2018-December 2019 as it relates to the Takata 

recalls. 

   



 
 

 

 
 

Although consistent progress was made month over month in reducing the missed opportunities across 

both Toyota brands, the announcement of Phase 4 in January 2019 caused a large spike in missed 

opportunities, and a smaller increase occurred following the announcement of the remaining Phase 5 

vehicles in October.  Our field teams are engaging with dealership management each month to educate 

them on the importance of completing all open recalls at the time of service.   

 

In addition, we have developed a best practice guide which was distributed to all field teams in September 

2019.  The guide explains how to use the data in the Missed Opportunity Report to reach out to those 

owners and to take action to reduce missed opportunities within the dealership. 

 



 
 

 

To better understand the reason for missed opportunities on PG1-3 vehicles, Toyota launched a new 

phone-based outreach process specifically for missed opportunity PG1-3 vehicles in May 2019.  As 

described in an earlier section above, the goal is to call the owner back within three months of the last 

service to determine why the recall was not completed and to help arrange another appointment.  Agents 

are trained to offer convenience services and to ease any owner concern should an owner find out about 

the recall for the first time.  In addition, agents are trained to increase the urgency with any owners who 

may be refusing the recall remedy for various reasons.  Toyota and its dealers will continue to try to 

educate these owners on the urgency of this repair through the messaging we have already been providing 

about the recalls.  Ultimately, if we are unable to convince an owner to repair through escalating urgency 

and offers of convenience services, we plan to collect their affirmative refusal and account for their 

vehicle as “Refused Service” as indicated in section XI.   

 

This program launched in a pilot phase in May 2019, focused on missed opportunities at dealers in the 

southeastern United States.  We have attempted to contact the owners of 1,869 VINs using contact 

information obtained during the owner’s recent service visit.  These 1,869 VINs received three phone 

attempts and then a written communication if the owner could not be reached after the phone attempts.  

Of the 1,869 VINs, we have been able to reach and speak with 749 owners.  As of November 20th, the 

repair status for the 1,869 VINs we attempted to contact, grouped by our success at reaching them or not, 

is shown in the table below. 

 

Group Total VINs Repaired VINs Repair % 
Customer was reached 749 237 32% 

Customer could not be reached 1120 183 16% 
Total of Both Groups 1869 420 22% 

 

We also asked vehicle owners and the dealer which they visited for the reason that they did not have the 

repair performed during their visit.  The response categories and the percentage of the 1,869 owners who 

fell into each category are shown below.  

 

Reason for Missed Opportunity % of Total 

Reason was not provided by customer or dealer 12% 

Customer declined recall remedy 9% 

Customer did not have time to wait for recall repair during visit 4% 



 
 

 

Dealer was unable to perform repair during same visit due to scheduling 4% 

Dealer did not inform customer about recall (dealer thought there were no parts available) 33% 

Dealer did not inform customer about open recall 38% 

 

We hope to continue to convert as many of these missed opportunities as possible into repairs through 

further emphasis of the importance of this recall with dealers and customers.  To that end, we promoted 

the importance of missed opportunities at our National Dealer Meeting held in September and are 

developing additional analytics tools for field teams to use in identifying areas of improvement for missed 

opportunities at dealers.  In efforts to support our dealers, we send a breakdown for each region monthly 

for which dealers have missed opportunities, along with the reason why the opportunities were missed.  

As we learn more, we will share those results in a future Quarterly Supplement. 

 

The number of missed opportunities is a relatively small percentage of the total repair orders.  This 

indicates that, while there is certainly opportunity for improvement, dealers are generally following best 

practices of checking vehicles for open recalls that come in for service and repairing those vehicles during 

the time of service.    

 

H. Engagement with Field Teams 
 

We have a multi-tiered communication strategy with our regional field offices as follows: 

• Monthly conference calls with our Takata Dealership Task Force (minimum of one representative 

from each region) to review updated completion numbers, missed opportunities, new outreach 

efforts, and regional best practices sharing of new or improved ideas for Takata outreach efforts. 

• Bi-weekly completion rate reports and other updates are sent to National and Regional 

management showing completion rate increases by Region, District, and Dealership.  

• Bi-weekly updates on the Dealership Event Schedule shared with Takata Dealership Task Force. 

• Monthly Missed Opportunity Reporting is provided to regions to identify process gaps and 

provide solutions. 

• Monthly Parts & Service scorecard sent out to National Vice Presidents and Regional 

management highlighting regional completion rates.  

 

In addition, the Quality Compliance group activated a booth at Toyota’s National Dealer Meeting 

September 10-12, 2019, which hosted Dealer Principals and General Managers from 1,240 Toyota 



 
 

 

dealerships.  Dealers were asked to share their dealer code to spin the prize wheel and win a prize.  We 

utilized their given dealer code to look up and consult with the dealership on their Takata recall 

performance and engagement on their performance dashboard.   

 

The Takata recall campaign performance dashboard is a summary of a dealership’s participation and 

performance on the recall.  It provides a recap of whether a dealer is participating in a dealer event and 

mobile repair and accessing Takata owner lists.  The dashboard also includes performance measurements 

for completion rate percentages for PG 1-3, remaining unrepaired VINS, missed opportunities, and 

percentage of VINS that had a recalls search inquiry while in the service drive.  Engagement at the Takata 

booth was extremely positive, with lines every night of the activation event. 

  

Below is an example of the Takata Recall Performance Dashboard Screen:   

 

 
 

 



 
 

 

          
 

I. Lexus Field and Guest Incentives 
 

Lexus has developed dealer and field incentives to bring focus to Takata remedy completions:   

• Between June and August, dealers were incentivized to take the extra effort required to reach and 

remedy vehicles whose owners reside a significant distance from any Lexus dealer.  38 vehicles 

were repaired during the incentive. 

• Lexus field staff were incentivized to raise dealer awareness and reduce the occurrence of missed 

opportunities using the Missed Opportunity Report.  Takata missed opportunities continue to drop 

month over month; almost 40% of Lexus dealers do not miss any Takata opportunities. 

• Area field staff were incentivized to raise dealer usage of the Takata owner lists in Service Smarts 

for Retention to outreach and schedule vehicles for repair.  While highly effective during the 

incentive month, dealer usage dropped thereafter.  Area staff are continuing to focus dealers on 

the use of the open recall lists. 

• Area staff have funding to work with dealers on dealer, district, or metro events that raise 

awareness and seek remedy completions.  Examples include: 

o Central Area in the Chicago metro area held a Halloween-themed awareness event during 

“Boo at the Zoo.” 

o Lexus of Mobile conducted an awareness event at a local mall. 

o Northside Lexus (San Antonio) will conduct a Takata weeklong event in mid-December. 

 

 

 



 
 

 

• Lexus sent an offer to shop the Lexus Collection to owners of uncompleted PG1-3 vehicles in 

early November.  480 PG1-3 vehicles have been remedied in the month since the offer was made.  

See sample of the owner communication below: 

 
 

V. Specialized Outreach 
 

A. Social Influencer Approach 
 
Toyota has partnered with a vendor to supply unique social media outreach services related to the Takata 

recall under the name “Carma Project.”  For details, please refer to previous Quarterly Supplements.  To 

view Carma Project, visit www.carmaproject.com. 

 

Throughout the fourth quarter of 2019 Carma has launched several initiatives and site improvements to 

continue to improve the effectiveness of the program.  Below are descriptions of several of these items: 

 

Drip Rewards – Through our learnings, we discovered that, because ambassadors are only incentivized 

once a remedy is logged in Toyota systems, there is usually a 30-60 days delay between the time the 

ambassador originally shared a message to the time they received their incentive.  To make rewards more 

instantaneous, ambassadors will be incentivized a nominal amount (approximately $0.25) for each 

Toyota/Lexus/Scion vehicle look-up that their share message generates.  This strategy will draw a 

stronger and more instantaneous connection between the ambassador share activity and the ambassador 

incentive. This drip reward should provide a stronger incentive for the ambassador to stay engaged and 

share messages more regularly. 

 

http://www.carmaproject.com/


 
 

 

A small test of this reward mechanism occurred in Q3 2019.  This small test showed positive results, so 

additional tests will be conducted to further refine this strategy and determine if more widespread 

deployment is desirable.  Results of these tests will be shared in future Quarterly Supplements. 

 

Curated Influencers – Carma is entering into partnerships with specially selected online influencers who 

have larger online presences and who have personas and messaging that align with the goals of Carma.  

Through partnering with these influencers, customized video and messaging is created and then shared by 

the influencer and by Carma.  Small tests of this strategy have been effective, so a larger test will be 

conducted over the next several months.  In this test approximately ten influencers will be selected and 

will be involved in a two-month curated influencer campaign.  Results of this test will be shared in future 

Quarterly Supplements. 

 

Ambassador and Community Education – Vehicle owners and ambassadors have brought up various 

questions/concerns to Carma.  Some examples are: 

• There have been concerns about how owner data are used when a VIN or license plate is input to 

do a recall check. 

• Some owners think that only vehicle make, model, and year are enough to do a recall check. 

• Some owners and ambassadors do not have a clear understanding of the Takata recall and the 

danger involved. 

To address these points, Carma has begun and education campaign called “MythBusters”.  This campaign 

will include social media, blog entries, emails, and ambassador missions.  These materials are designed to 

provide some basic information on how recalls can be identified on vehicles and how vehicle owners can 

take action to have their vehicles repaired.  This campaign ran from August 28-September 18, 2019 and 

generated over 340,000 impressions.  Below are some examples of the campaign materials: 

 

 

 

 

 

 

 

 

 

 



 
 

 

MythBusters Examples 

 

 

 

Carma Concierge – This is a new feature that is being tested.  It allows a visitor to carmaproject.com to 

engage in a chat session with Carma.  During this chat session, a user can ask questions about the Takata 

recall and do a look-up of their vehicle.  Over 1,000 users have engaged with this feature since the launch.  

Below is an example chat session. 

 



 
 

 

 
 

New and Refreshed Missions – Several new missions were launched in the last quarter.  Below are some 

examples of the creative used. 

 



 
 

 

 

 

 

New Look-up Funnel – The process that a user goes through to search a vehicle on the website to 

determine if it is affected by the Takata recall has been updated to improve the user experience. Below are 

highlights of the major updates. 

 



 
 

 

1. Improved Site Performance 

The speed of the recall look-up has been 

improved so that results are displayed even 

faster than before. 

 
2. Improved Results Screen 

The recall results screen has been updated 

to improve the Call-To-Action for users. 

This is intended to make the process of 

taking action to schedule an appointment 

and have the Takata recall completed 

simpler and clearer. 

 



 
 

 

3. Share Modal 

After a user completes a search and 

schedules their appointment, they are 

instantly provided with an option to share a 

message about the Takata recall on their 

social media.  This is another way to 

leverage the power of social media to 

continue to inform the public of the Takata 

recalls and drive repairs. 

 
4. Lead Form 

After the user looks-up their vehicle, they 

are also given the option to provide their 

contact information so that we can reach 

out to them in the future about any new 

Safety Recalls on their vehicle. 

 

 



 
 

 

Those are just a few of the updates that are ongoing on carmaproject.com.  Results of these and other 

enhancements will be shared in future Quarterly Supplements. 

 

In addition to ambassador recruitment advertising, Carma is working with news outlets to share 

information about Carma Project.  Since March 2019, Carma has generated over 40 news stories 

including interviews, local market pieces, and national coverage.  States that have covered Carma in their 

local markets include Arizona, California, Delaware, Florida, Georgia, Illinois, Iowa, Kansas, 

Massachusetts, Michigan, Missouri, North Carolina, Ohio, Pennsylvania, Rhode Island, and Texas.   

 

Through ambassador recruitment advertising and news stories, Carma has over 23,800 ambassadors as of 

December 5, 2019. 

 

The Carma Project website has been available in Spanish since February 2019.  Ambassadors can now 

choose to share messages in both languages.  This will help our efforts in reaching Spanish speaking 

vehicle owners and recruiting Spanish speaking ambassadors. 

 

Toyota monitors the performance of Carma Project on a weekly basis and works with the Carma team to 

continuously optimize the site and user experience.   

 

Below are some figures highlighting the performance of Carma Project as of December 5, 2019. 

 
Overall Performance 

 



 
 

 

 

 
We continue to see the remedy rates increase each quarter, with the most recent quarter performing 25% 

better than the previous quarter. 

 

Across all manufacturers, over 11,300 vehicles with active Takata airbag recalls have been searched on 

Carma.  Below are some statistics to show the impact that Carma is having for Toyota, as well as for other 

OEMs.  Note that, because Toyota is the founding sponsor of Carma, the statistics for Toyota tend to be 

stronger than that of other manufacturers. 

 
 

Remedies Per Quarter 
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Over the last quarter, Toyota has seen a steady increase in the percentage of searches that result in finding 

a Toyota/Lexus/Scion with an active Takata recall (Q2 2019 8.0%, Q3 2019 11.6%).  This indicates that 

targeted messaging that is Toyota specific continues to improve the results for Toyota compared to that of 

other OEM vehicles that are searched on carmaproject.com. 

 
B. Certified Mail  
 
Toyota previously piloted and has now expanded the use of certified mail to notify vehicle owners.  

Certified mail requires the postal service to locate the recipient of the mail and obtain his/her signature 

before delivery.  If the recipient cannot be found, the mail will not be delivered.  The process also involves 

electronic tracking, so the sender can identify whether a letter has been delivered.  Toyota believes that this 

method of mail is a good way to confirm owner receipt of outreach materials and identify potential 

inaccuracies in ownership information from our current sources.  In addition, the sending of a letter as 

certified mail is a further way to impart a renewed sense of urgency and importance to the vehicle owner. 

 

In mid-September 2019, Toyota sent certified mail to certain remaining unrepaired owners in PG6. Toyota 

used enhancements that had been made to previous certified letters in this notification, including 

personalization of the letter, emphasizing convenience services like loaner vehicles and vehicle pickup, 



 
 

 

making the letter available in ten languages through online resources, and including a reply card for owners 

to update contact information and vehicle status.  In addition, we incorporated the ability to respond by text 

for the PG6 letter. 

 

As of November 20, 2019, the results of this mailing are shown in the table below.   

 

Total VINs Mailed 77,946 
Delivered 30,869 40% 
Undeliverable (Incorrect Owner Information) 5,000 6% 
In-Transit / Waiting for Owner to Respond 42,077 54% 
Repairs for VINs that had Certified Mail Delivered 11,094 14% 

 

The repair rate for PG6 has increased over 250% since the certified letters began in mid-September.  This 

is similar to the repair rate trend we have seen in other certified mail activities. 

 

 
 

Toyota will continue to employ the use of certified mail as part of Stages 4 and 5 of our Outreach 

Strategy.  Toyota recently began deploying a certified mailing for PG7 and 8 vehicles in November and is 

discussing plans to conduct certified mailings for PG9.  

 



 
 

 

C. Evaluation of Other Data Sources 
 
Certified mail, as described above, presents additional opportunity to identify owner data which may not 

be accurate.  Addresses which are undeliverable, or owners who cannot be reached through certified mail, 

represent an opportunity to evaluate additional data sources beyond the traditional vehicle registration-

based data.  Toyota has identified some additional sources of owner data shown below.  We continue to 

evaluate these sources to determine if the owner data provided are different, and potentially better than, 

the traditional vehicle registration data. 

 

Source      Summary Status 

Vendor A Proprietary database of secondary address information 
different from the traditional DMV sources. 

Complete, limited 
additional information, 
decided not to use. 

Vendor B 
Address Hygiene and Third-Party Change of Address 
Sources that are non-USPS based (i.e., utility bill 
forwarding, etc.). 

Complete – currently in 
use 

Vendor C 
Gather available owner information from public facing 
websites for return mail addresses to attempt to find 
owners current residence. 

Complete, limited 
additional information, 
decided not to use. 

Vendor D Proprietary data source using DMV registration data and 
other proprietary sources. 

Complete, some 
additional information, 
awaiting the results of 
Vender E trial before 
proceeding further. 

Vender E Proprietary data source based on insurance industry data. Mailing Trial Underway 

 

In addition, based on the positive results from Vendor B, Toyota is conducting data hygiene activities in 

advance of the certified letters, as we believe this to be more efficient.    PG5 certified mail activities were 

the first to have data hygiene treatment from Vendor B applied in advance of the mailing, and we will 

continue this practice for future certified mail activities. 

 

D. Vehicle Canvassing 
 
Toyota has continued to expand canvassing outreach.  Phase III was launched in late May 2019, and 

expanded outreach to include owners of additional model years of Corolla and Matrix vehicles in the 

markets canvassed during Phase II, as well as Corolla, Matrix and RAV4 models in certain metro areas of 



 
 

 

Texas and Southern California.  For this phase Toyota has hired a new vendor, MarketSource, that utilizes 

a tech-driven operation to allow for quick data updates and tracking, route generation and guidance, and 

overall improved efficiency.  They have been conducting airbag recall canvassing for other automakers 

and have a canvassing presence in most of the same metros targeted for this phase.   

 

The table below identifies key differences between Toyota’s Phase II and Phase III canvassing programs.  

 Phase II Phase III 
Program ~15K 03-04 Corolla & Matrix and 04-05 

RAV4 
Areas: FL – Tampa, Orlando & Miami, PR – 
San Juan 
Deployment: 4 groups launched in monthly 
intervals; Mail notifications sent from early 
Nov. ‘18 to early Feb ’19, Canvassing from 
early Dec. ’18 to early May ‘19 
 

~50K 03-08 Corolla & Matrix and 04-05 RAV4 
*05-08 Corolla & Matrix only in FL & PR 
Areas: FL – Tampa, Orlando & Miami, PR – San 
Juan, Southern and Western urban areas, TX – 
Houston, Austin, San Antonio & Dallas, CA – Los 
Angeles, Inland Empire & San Diego. 
Deployment: 6 groups launched in monthly intervals; 
Mail notifications sent from late May ‘19 to late Oct. 
’19, Canvassing from mid-June ’19 to Dec. ‘19 
 

Outreach 
Method 

Two Contact Methods (trial comparison) 
1) Visit owner’s home during afternoon or 
evening hours to explain the recall and 
encourage appointment scheduling through 
call center.  Up to 2 attempts per address.  If 
no answer, informative material is left 
directing owner to call Shift Digital call 
center for appointment scheduling.  
2) Owners’ homes are visited during daytime 
hours, and a door hanger and information 
packet left without attempting a conversation 
with the resident. 

Canvassing agents, referred to as Recall Specialists, 
visit an address up to two times.  If no answer, a door 
hanger is left with the Recall Specialist’s business 
card and a personal message requesting the owner 
call them directly.  In that event, the following 
contact attempt is made at a different time of day.  If 
a vehicle is identified at the address and there is no 
answer, the agent will leave a message and door 
hanger on the vehicle as well. 

Appointment 
Scheduling 

Canvassing agents either encouraged an 
owner to contact a call center or would assist 
by calling the call center with the owner.  
The call center agent would then collect a 
reference number or the VIN from the 
owner, and either route the call to a local 
dealer for appointment scheduling or 
schedule a mobile repair using AER’s 
google calendar.  The canvassing agents did 
not perform any scheduling functions 
beyond connecting an owner to the call 
center. 

Dealer Appointment: Recall Specialist will call the 
local or owner preferred dealer directly, while with 
the vehicle owner.  Prior to canvassing in an area, the 
MarketSource team will have introduced themselves 
and described their operations to the facing dealers.  
As a result, the dealers are aware the canvassing 
agents will be scheduling appointments on an 
owner’s behalf and will have established processes 
specific to each dealer for appointment scheduling.  
 
Mobile: Using the mobile repair service provider’s 
scheduling system, the agent will establish the 
appointment while with the vehicle owner and 
continue to be a point of contact for the owner if 
appointment issues arise.  
 
*Often times, in both models, the Recall Specialist 
will send a message via text or email to the owner 
the day before the appointment as a reminder. 

Route 
Generation & 

Addresses for canvassing were provided to 
agents as needed, with generally enough 
addresses for two to three days of canvassing 

Routes are provided to each agent every morning 
directly to a tablet which is used for call report 
documentation as well as route guidance.  The 



 
 

 

Call Report 
Recording 

at a time.  Agents manually outlined their 
canvassing route and sequence and used 
their own GPS as guidance.  When 
documenting a canvassing visit, outcomes 
were documented on paper and later input 
electronically. 

downloaded routes include the sequence of contact, 
and guidance from one address to another.  A 
customized user interface on their tablet allows the 
Recall Specialist to view the owner’s address and 
vehicle information, identify the available repair 
options for the owner (ex. Local dealer, mobile 
repair availability, etc.), and input detail from the 
conversations with each point-of-contact. 

 

Since the launch of Phase III canvassing outreach in mid-June to November 18th, there has been over 

76,000 canvassing outreach attempts on nearly 36,000 VINs.  During this outreach the canvassing agents 

have set repair appointments for approximately 21.2% of all VINs canvassed.  The Phase II canvassing 

outreach resulted in repairs on approximately 8.1% of the canvassed VIN population.  For Phase II, the 

canvassing agents were mostly directing owners to a call center for appointment scheduling and had no 

interaction with the local dealer network.  The improved effectiveness of Phase III can be attributed to the 

canvassing agents’ focus on assisting the vehicle owners with appointment scheduling at the point of 

contact, as well as understanding and offering various options that could improve convenience for the 

owner.  The canvassing teams have established and maintained relationships with each dealer and the 

mobile repair service providers to ensure appointment scheduling fits their operational needs and can be 

offered with the greatest level of convenience to owners to encourage appointment setting.  The table 

below describes the results of Phase III canvassing up to November 18, 2019. 

 

Summary by 
Metro 

Canvassing 
Performed Appointment Result 

Metro 
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CA 8093 14,376 1179 512 61 1752 21.6% 
INLAND EMPIRE 1608 3088 210 105 14 329 20.5% 
LOS ANGELES 5997 10294 875 397 47 1319 22.0% 
SAN DIEGO 488 994 94 10 0 104 21.3% 

FL 15,060 35,106 2152 905 52 3109 20.6% 
MIAMI 9741 23032 1297 611 46 1954 20.1% 
ORLANDO 3111 7535 554 197 6 757 24.3% 
TAMPA 2208 4539 301 97 0 398 18.0% 

PR 5304 13,570 1297 285 54 1636 30.8% 
PUERTO RICO 5304 13570 1297 285 54 1636 30.8% 

TX 7150 13,578 631 365 45 1041 14.6% 
AUSTIN 782 1572 76 26 1 103 13.2% 



 
 

 

DALLAS 2260 3817 191 158 18 367 16.2% 
HOUSTON 3099 6427 321 135 21 477 15.4% 
SAN ANTONIO 1009 1762 43 46 5 94 9.3% 

Grand Total 35,607 76,630 5259 2067 212 7538 21.2% 
*Unconfirmed describes repair appointments for dates that are on or prior to the date of the 
summary which have not yet had a claim processed. 

 
Beyond the standard deployment of canvassing, MarketSource has also collaborated with dealers to 

perform concentrated outreach which offers dealer performed mobile repair.  These concentrated 

canvassing efforts are referred to as a “blitz” and typically consist of two days of canvassing in close 

proximity to a dealership by multiple canvassing agents.  Dealership mobile repair techs are available to 

respond to any immediate mobile repair appointments which are scheduled.  The first blitz was conducted 

in mid-September in downtown Los Angeles and resulted in repairs or repair appointments on more than 

25% of the attempted outreach population.  Approximately 30% of these repairs were mobile repairs 

completed by the dealer.  Since this activity, additional blitzes have been conducted in all states where 

canvassing is currently being conducted.  Aside from the success of repaired vehicles, dealers have also 

been able to refine the mobile repair processes and improve scheduling efficiencies with the canvassing 

teams. 

 

Toyota has been expanding our mobile repair programs, which are explained in further detail in Section 

VII.  Martin Technologies has been expanding in Southern California, and the local canvassing team is 

integrating this additional repair method into the options they are able to offer.  AER Manufacturing has 

continued to support the Texas and Florida metro locations, and multiple weeks of the dedicated Toyota 

capacity have been completely scheduled.  The dealer-offered mobile repair program is now available and 

optional for dealers, but dealer participation is still low.  Blitz activities and other canvassing 

engagements are expected to increase dealership utilization of the mobile repair option by generating 

multiple mobile repair appointments on a given day, reducing lost technician productivity time due to 

travel.   

 

Toyota is preparing to deploy Phase IV, which will be conducted throughout 2020 and begin at the 

conclusion of Phase III in December 2019.  This canvassing expansion would be conducted by the same 

vendor as Phase III and will focus on Priority Group 1 to 3 vehicles in areas of Zone A states in which 

canvassing is a practical and scalable method of outreach.  This phase will continue to focus primarily on 

the areas of high unrepaired vehicle density, such as Los Angeles, Atlanta, and metro areas in Texas.  

Phase IV will include metros in which prior Toyota canvassing has not yet been attempted, such as New 

Orleans, Louisiana and Thousand Oaks/Santa Clarita, California.  By the end of Phase III, multiple 



 
 

 

canvassing attempts will have been performed on the majority of the PG 1 to 3 vehicles in the previously 

targeted Florida metros and Puerto Rico, so these areas would have limited involvement in Phase IV.  

Some of the new areas with less population will be deployed in shorter engagements that do not last the 

entire duration of Phase IV, and include Jacksonville, Florida, Baton Rouge, Louisiana, and Mobile, 

Alabama.  Some less populous metros will have canvassing only conducted during highly focused, short-

term blitz activities.  These blitz activities would be about a week and involve close collaboration with a 

small number of local dealerships.  Each blitz would be staffed by canvassing agents from nearby metros 

where longer term canvassing is being deployed.  

 

VI. Supporting Outreach Activities 
 

A. Using Toyota’s Website to Improve Recall Completions 
 
As reported in our past Quarterly Supplements, Toyota has established a unique page on its recall look-up 

website devoted to Takata inflators.  See http://www.toyota.com/recall (this is also the landing page for 

Lexus and Scion) and refer to the links near the top of the page regarding Takata-specific recall 

information (http://www.toyota.com/recall/takata).  We have been enhancing this site over the past year 

with several new features designed to inform owners about the recall, quickly and easily allow owners to 

check if their vehicle is affected by the recall and make an appointment to have the remedy performed.  

The site contains other information and resources for Community engagement activities.  

 

We believe that the Toyota recall website has been very helpful in improving Toyota’s completion rates.  

Our data show that 6,561,122 Takata recall VINs were processed through the Toyota.com/recall website 

VIN look-up tool from July 15, 2016 to November 18, 2019.   While there is insufficient data to conclude 

whether the website VIN look-up tool caused the vehicle owner to complete the recall, the number of 

vehicles repaired involved in these look-ups totaled 4,228,577.  Thus, of the 6,561,122 VINs processed, 

64% are now complete. 

 
B. Efforts to Engage Independent Repair Facilities (IRF’s) 
 
As described in our Recall Engagement Plan and prior Quarterly Supplements, Toyota has developed an 

innovative strategy to help reach owners of older vehicles.  Many vehicles, especially older models, are 

serviced by independent, aftermarket repair facilities (IRF’s).  Thus, Toyota constructed “Toyota Active 

Recall,” a system-to-system interface that can be consumed by external applications to return safety recall 

applicability by VIN.                                                                                                     

 

http://www.toyota.com/recall
http://www.toyota.com/recall/takata


 
 

 

i. Current Results for Toyota Active Recall 
 

In October 2016, Toyota released, with Mitchell 1, a pilot test of Toyota’s Active Recall notification 

capability.  Mitchell 1 is a leading provider of shop management systems to the automotive aftermarket.  

There are approximately 30,000 automotive aftermarket locations using the Mitchell 1 system with 

“Toyota Active Recall.”  In February 2018, Toyota expanded the Active Recall notification users to 

include Revecorp.  Revecorp is a California-based engineering and data solutions firm specializing in 

vehicle inspection program technologies and vehicle information data systems.  Since this program was 

launched with these companies, we have seen the following results as of November 30, 2019:  

Active Recall 

Consumer 
# of VINs Checked 

# of VINs Found with 

Open Takata Recalls 

# of Found VINs with open Takata 

Recalls that were Repaired After Look-

up Occurred* 
Mitchell 1 4,367,975 726,573 78,080 

Revecorp 654,168 99,517 53,602 

 
*Due to multiple outreach activities occurring simultaneously at that time, it is not possible to conclude that the 
Toyota Active Recall system directly caused a vehicle owner to complete the recall.  
 

The chart below shows the number of look-ups for which the vehicle was repaired after the look-up by 

vehicle model year for the entire program as of November 30, 2019.   The chart shows that the Active 

Recall system continues to support identification of the older model year vehicles involved in the recall, 

some of which are no longer visiting Toyota dealerships for routine service. 

 

                      
 



 
 

 

ii. Future Opportunities 
 
Future independent Repair Facility engagement opportunities include the following potential additional 

providers: 

Provider Services Reach Status 

A Service Information 
System Less than 30K subscribers Onboarding 

B Electronic Parts 
Information System 

10% Toyota Dealers/5% 
Lexus Onboarding 

C Service Information 
System 30K to 50K subscribers Contract in 

negotiation 

D Collision Estimating 
System 30K to 50K subscribers Contract in 

negotiation 

E 
Service Information 
System and Vehicle 
Marketing Software 

30K to 50K of dealer 
subscribers, millions of 
consumers 

Contract in 
negotiation 

F Electronic Parts 
Information System 

90% Toyota Dealers/95% 
Lexus  

Contract in 
negotiation 

 
 
C. Finding and Repairing Vehicles for Sale 
 
As detailed in our June 2018 Quarterly Supplement, Toyota has been engaging with a vendor to identify 

vehicles for sale online, and we have developed a process with our mobile repair vendor and our dealers 

to repair these vehicles.  The vendor’s process identifies vehicles for sale on Autotrader, Cars.com, 

Edmunds, and Carstory.  Vehicles in PG1-3 with open recalls are reported to Toyota, and an automated 

email message is sent to the sellers, notifying them of the open recall on the vehicles they are selling.   

The image below describes how dealers and our mobile repair vendor are brought into the process to 

follow up with the sellers to promote vehicle repair. 

 



 
 

 

 
 

 

 

As of October 28, 2019, we have found 8,195 unique PG1-3 VINs through this program, and 3,051 of 

them are now repaired.  The graph below shows the number of VINs found through this program and the 

rate of completion for these found VINs within 60 days of their detection.   

 

 



 
 

 

The graph below shows the number of emails sent to sellers notifying them of the open airbag recalls on 

the vehicles they are selling.  At the beginning of this program, we could communicate with about one 

third of the sellers by email on average based on the available contact information provided in online 

listings.  However, our vendor has made some process improvements and now leverages contact 

information found across multiple listings for the same seller to increase the availability of email 

addresses which we can use to contact a seller.  In addition, this graph shows the downward trend of 

vehicles active for sale and unrepaired at the end of each month, indicating that we are making steady 

progress at reducing the number of affected and unrepaired vehicles being offered for sale. 

 

 
 

After a full year of implementing this activity, Toyota feels that this program has been successful in 

locating and repairing some vehicles in commercial transit before they are purchased by a new owner.  

Based on this success, Toyota has decided to expand the scope of the scanning activity to include all 

Takata affected Toyota vehicles.  We began the expanded scanning in November 2019 and will report the 

results for this expansion in a future Quarterly Supplement.  In addition, we have reviewed the scanning 

results we have seen from each website and have determined that some websites are locating the majority 

of the affected VINs and providing the best seller contact information.  As such, we have consolidated the 

activity to four sites: Autotrader, Cars.com, Edmunds, and Carstory.  The other sites mentioned in our 

previous Quarterly Supplements were not providing additional VINs found beyond the four previously 



 
 

 

mentioned sites or they were not providing the necessary contact information to conduct follow up 

outreach to sellers. 

 

We continue to stress the importance of this information to our dealers and encourage them to follow up 

on these open vehicles for sale near them.  We are hopeful that, with continued focus on these identified 

vehicles by dealers and our mobile repair vendor, we can increase the rate of completion month over 

month. 

 
D. Addressing Inconvenience 
 

Toyota recognizes that the recall repair can be inconvenient.  For some owners, this presents a major 

barrier to repair completion.  Toyota has taken several steps to minimize the inconvenience barrier, 

wherever possible, to maximize completion rates, including offering alternate transportation, pickup and 

delivery, and mobile repair where available.  Although owner communication content varies depending 

on the outreach activity and channel, we strive to include offers of free loaner vehicles and free pickup 

and delivery in every form of outreach.  All mailed communications to owners offer these two free 

services, and some offer additional services such as mobile repair, depending on the location where the 

mail is being sent. 

Mobile Repair Update 
 

Mobile repair has the potential to improve our ability to repair Takata-affected vehicles in situations 

where bringing the vehicle to a dealership is impractical.  In addition, mobile repair has the potential to be 

integrated with several of our outreach initiatives, from direct owner outreach to initiatives which engage 

the private sector.  The diagram below describes how mobile repair could potentially integrate into a 

variety of outreach channels.   

 
 



 
 

 

Toyota has developed a mobile repair platform through two different third-party vendors, AER 

Manufacturing and Martin Technologies.  The program with AER was initially launched in the Dallas-

Fort Worth market in early May 2018.  Next, AER expanded to the Miami, Tampa Bay, and Orlando 

metros to support canvassing efforts in Florida.  The program was also expanded to Houston, San 

Antonio, and Austin metros. AER was slated to provide mobile repair in Los Angeles, but they were not 

able to staff to appropriately to support the area.  AER has performed a total of 928 repairs from all 

locations as of November 25, 2019.  

 

There have been 75 dealers in Florida and Texas that have signed agreements to participate in the third-

party mobile repair program with AER.  Expansions to other metros has been reviewed with AER, but 

AER has attributed capacity issues to their lack of willingness to perform Toyota repairs in other areas. 

Currently AER designates one day a week for Toyota mobile repairs, and for most metros, the capacity is 

filled weeks in advance.  Nearly all of this repair demand is generated by the canvassing activities.  

 
Martin Technologies has begun providing mobile repair service in Southern California and has been 

staffing to support repairs in the Los Angeles, Inland Empire, and San Diego areas.  The operating 

process for the mobile repair program with Martin Technologies has been modeled after the current 

process used with AER.  Toyota has successfully established this company as a Toyota vendor, and will 

be utilizing their mobile repair support in the ongoing canvassing efforts in California.  In addition, mail 

notifications specifically offering mobile repair will be sent to owners in the areas serviced by Martin.  A 

mail schedule will be developed with Martin to optimize technician utilization.  

  

Toyota has also developed a mobile repair program for dealers, which was launched nationwide in July 

2019.  As of November 25, 2019, 132 dealers have enrolled in the program.  Similar to the third-party 

performed mobile repairs, most of the repair demand is generated from local canvassing.  The dealers 

who have been regularly performing mobile repairs have maintained close collaboration with the 

canvassing team to ensure efficient appointment setting processes that align with their normal operations. 

Toyota will continue to monitor and adjust the mobile repair programs to ensure they remain viable recall 

repair options. 

 

E. Community Engagement 
 

Toyota continues to look for opportunities to engage the community about the importance of the Takata 

recalls.  On November 6, 2019 Toyota sponsored an Airbag Recall booth at the Opportunity Exchange in 

Detroit, Michigan.  Our booth featured a banner, tablecloth, prize wheel, and Toyota-branded giveaways.  



 
 

 

There were approximately 2,000 attendees at this event, and many stopped by the booth to acquire 

additional information.   

 
We hope to continue to raise awareness about the Takata recall and spread our message about its 

importance to various local communities through the trusted sources of friends and families of vehicle 

owners. 

 
i. Toyota Regional Engagement  

 

Regional offices continue to initiate engagement activities concerning the Takata recalls.  On October 26, 

2019, the Lexus Central Office hosted a Takata Activation Event at the Brookfield Zoo – “Boo at the 

Zoo”—for Halloween.  There were 15,000 attendees, and the booth was armed with treats for the children 

as well as “adult treats” to create meaningful conversations with Lexus/Toyota owners regarding the 

Takata Airbag recall.  A second team scanned 300+ Lexus/Toyota license plates throughout multiple 

parking lots, finding six vehicles and leaving behind notices about open Takata recalls.  The goal of 

generating additional Takata awareness was achieved. 

 
On November 14-17, 2019, the Toyota Portland Region activated next to the Toyota display at the Seattle 

Auto Show. There were 1,800 attendees at this event.  

 

 
 
 
 
 
 



 
 

 

ii. Dealership Toolkits  
 
We finalized and delivered all assets of the dealership toolkit for all 1,240 Toyota, 241 Lexus dealers, 12 

Toyota regional offices and 4 Lexus area offices.  These toolkits will assist the dealers in promoting our 

safety message and encouraging everyone to “Check Your Bags”.  Toolkits arrived at all dealerships by 

October 31, 2019 with a letter addressed to the Dealer Principal and an action sticker on the outside. 

      

                                    
 

The toolkit included: 

• 1 Pack of 3 Window Clings    

• 1 Pack of 3 Posters      

• 3 Pads of 50 Mirror Hangers     

• 3 Packs of 25 Dealer Handout Version #2   

• 3 Packs of 25 Dealer Handout Version #3  

• 2 Packs of 50 Accordion Cards   



 
 

 

Here is an example of toolkit contents and creative: 

 

      
 
 
We are encouraging dealers to order this material and use it to continue to spread awareness about the 

recall with all their dealership associates and in their communities. 

 

F. Check to Protect 

Toyota continues its partnership with Check to Protect, the vehicle recall awareness campaign led by the 

National Safety Council (NSC).  The philosophy behind Check to Protect is simple:  they want drivers to 

check their vehicle’s recall status in order to protect the loved ones who ride with them.  The campaign 

aims to motivate the public to check for open recalls, to educate them on the risk of ignoring those recalls, 

and to overcome barriers to reducing the proportion of open recalls. 

Check to Protect aligns well with the direction of Toyota’s initiatives, as we strive to inform, educate, and 

engage the public about the importance of repairing vehicles with open safety recalls.  The coalition has 

recently grown, with Volvo and Nissan joining the campaign.  These events have been completed in 

2019:  

• Birmingham Barons Minor League Baseball Game (Birmingham, Alabama, September 1) 

• Auburn vs. Mississippi State Football Game (Tuscaloosa, Alabama, September 28) 

• Hispanic Heritage Festival (New Orleans, Louisiana, September 13) 

• Gretna Heritage Festival (Gretna, Louisiana, September 27-29) 



 
 

 

• Ole Miss v. UC Berkeley Football Game (Oxford, Mississippi, September 21) 

• University of South Carolina vs. Alabama Football Game (Columbia, September 14) 

• Jubilee Festival of Black History & Culture (Columbia, South Carolina September 21) 

• Susan G. Komen Race for the Cure Sponsorship (Greenville, South Carolina, September 28) 

 

Hispanic Herirage Festival           Ole Miss vs UC Berkeley          Birmingham Barons Game 

                 

 

G. SMU Student Challenge 
 
Toyota had a unique opportunity to partner with a Crisis Management class from Southern Methodist 

University (SMU) in Dallas, Texas during their Spring 2019 semester.  It was an eight-week challenge 

with ten undergraduates divided into three competing groups.  Students were challenged to develop a 

cohesive 360-degree outreach plan that could raise Takata campaign awareness and boost remedy repair 

urgency amongst key demographics in the Dallas / Ft. Worth area.  

 

Toyota has evaluated and prioritized the ideas presented by the students and will be implementing several 

of them in the next few months. We piloted two of the suggestions in the DFW area: iHeart radio spots 

and gas station TV.   Results for the campaign are shown below.  The estimated impressions are 

signficant, but it is not possible to quantify any correlation with remedies in the larger Dallas / Ft. Worth 

market. 

 



 
 

 

 
 

H. Video License Plate Recognition (VLPR) Technology Software Project 
 
The VLPR technology software/hardware project is focused on building the technology necessary for 

capturing groups of license plates via VLPR, translating those license plates to VINs, and subsequently 

looking up open recalls in real-time.  Customized hardware and software have been developed to combine 

all elements of this technology into a user-friendly, seamless, and real-time-response package that can be 

used in a variety of settings.  Privacy considerations are also being incorporated to support the safety 

intent of the technology.  As the project continues to develop, two concepts are currently being pursued to 

leverage this technology: Scan and Tag Concept and Check and Know Concept.  Details about these two 

concepts have been discussed in previous Quarterly Supplements. 

  

Toyota is using a vendor that specializes in event planning to support the locations and events where the 

VLPR technology may be effectively used.  The vendor will work with each venue to explain the program 

and receive permission to deploy the technology.  The same vendor would also conduct the event and 

provide all results to Toyota. 



 
 

 

 

As Toyota continues to develop this technology and work with its partners to design use cases for it, 

Toyota will consider the vehicle owner’s privacy and takes these considerations seriously.   

 

We continue to evaluate these concerns while concurrently developing and piloting the technology. 

Toyota has conducted five pilot events to date.  Now that all pilot events have been completed, Toyota 

and its partners are developing a plan to deploy the technology more broadly at events/venues. 

For all pilot events, the owner of each vehicle that is identified with an unrepaired Takata recall was 

notified by leaving an information card under the windshield wiper, a magnet near the driver’s door 

handle, or through an in-person conversation if the vehicle owner is encountered during the scanning 

activity (see below for images of the leave-behind material).  Using multiple versions of the leave-behind 

material will allow Toyota to test the effectiveness of the different materials and messaging.   

These are the events and results as of December 2019: 

Toyota Motor Manufacturing Texas – San Antonio, TX – February 2019 
Number of vehicles scanned ~1,700 
Number of Toyota/Lexus/Scion vehicles scanned* ~730 
Number of Toyota/Lexus/Scion vehicles with unrepaired Takata recall 26 

 

Goodguys Car Show – Del Mar, CA – April 2019 
Number of vehicles scanned ~2,300 
Number of Toyota/Lexus/Scion vehicles scanned* ~520 
Number of Toyota/Lexus/Scion vehicles with unrepaired Takata recall 17 

 

Toyota Motor North America HQ – Plano, TX – June 2019 
Number of vehicles scanned ~3,900 
Number of Toyota/Lexus/Scion vehicles scanned* ~2,300 
Number of Toyota/Lexus/Scion vehicles with unrepaired Takata recall 20 

 

 

 



 
 

 

NASCAR Watkins Glen International – Watkins Glen, NY – August 2019 
Number of vehicles scanned ~1,700 
Number of Toyota/Lexus/Scion vehicles scanned* ~128 
Number of Toyota/Lexus/Scion vehicles with unrepaired Takata recall 9 

 

New York Giants vs. Washington Redskins, MetLife Stadium – East Rutherford, NJ – September 2019 
Number of vehicles scanned ~4,600 
Number of Toyota/Lexus/Scion vehicles scanned* ~530 
Number of Toyota/Lexus/Scion vehicles with unrepaired Takata recall 15 

 

Although the number of vehicles identified with open Takata recalls at these pilot events were not 

significant, these pilot events assisted in further developing the LPR technology and our LPR strategy. 

These pilots provided an opportunity to further refine the technology package and work out any 

bugs/issues that were identified during the pilots.  Through these learnings the technology package in 

both hardware and software has been simplified and streamlined.  In addition, each pilot venue was 

unique in its geographic location, event type, attendees, parking lot structure.  These learnings will be 

used as we work on a strategy to perform LPR at additional events/venues. 

To see examples of the signage that is posted in the area where scanning was conducted, the scanning 

vehicle and equipment, and the leave behind materials, refer to previous Quarterly Supplements. 

I. CarmaGo 
 

As Toyota and its VLPR development partner continue to develop and refine the technology, additional 

use cases are being identified.  One such example is being called CarmaGo.  CarmaGo will leverage the 

same technology described above but will be implemented using a different strategy.  Under the CarmaGo 

strategy, the partner that has developed the VLPR technology will also be conducting the scanning and 

tagging of vehicles.  That same partner will also work to gain permission to conduct the scanning and 

tagging in the chosen locations, focusing on locations where large numbers of vehicles congregate, such 

as mall parking lots.   

 



 
 

 

The CarmaGo pilot launched in late August.  This activity was focused in Orange County, California.  

The scope of the pilot was to identify and tag 1,000 Toyota/Lexus/Scion vehicles with an open Takata 

recall.  Below are the results of this pilot as of December 5, 2019: 

Active scanning hours ~160 
Vehicles scanned (all OEMs) ~61,000 

Toyota, Lexus, Scion vehicles scanned ~18,500 
Toyota, Lexus, Scion vehicles with unrepaired Takata recall – vehicles tagged 1,000 

Toyota, Lexus, Scion Takata completions 238 

 

Below is a breakdown by Priority Group of the 1,000 vehicles tagged. 

 

 

 

 

 

 

 

53%47%

Breakdown by PG

PG1-4 PG5+



 
 

 

Below is a breakdown by Priority Group of the completions as of December 5, 2019.  

 

 

 

Different versions of leave-behind materials were tested during the pilot.  Below are some examples.  

There are several unique features of these leave-behind materials: 

• A preapproved handwritten note was included in multiple versions. 

• A print on demand sticker with vehicle information was included in all versions. 

• A rubber bracelet was included in multiple versions. 

• Different envelope types (yellow paper, black paper, clear plastic) were used. 

• One version of the leave-behind directed the vehicle owner to a canvasser that Toyota is using in 

the Orange County area. 

• Different size/shape of the leave-behind materials were used. 

 

 



 
 

 

Leave Behind Examples 

 

 

 

 



 
 

 

Below are the results of the different leave behind materials.  The percentages shown are the remedy rates 

for each of the leave behind materials, with the highest percentage indicated in the green box. 

 

 

The final vehicle was tagged on October 6, 2019.  We continue to monitor the results of this pilot, and 

plan to conduct a second, larger pilot in the near future leveraging the learnings from the first pilot. 

J. Salvage Inflator Recovery 
 

As we discussed in the Recall Engagement Plan, the recovery of inflators from salvage/scrap vehicles has 

several benefits.  It prevents recalled inflators from re-entering commerce and provides the additional 

benefit of confirming scrap status (thus, offsetting these vehicles from the recall population requiring 

remedy).  Toyota launched a salvage inflator recovery program with RAS (Rebuilder’s Automotive 

Supply) on July 13, 2017.  As of November 21, 2019, RAS has recovered 27,189 Takata inflators from 

Toyota and Lexus vehicles and has located an additional 15,708 inflators to be recovered.  (Note: While 

27,189 salvage inflators have been recovered, some of these were from vehicles accounted for in the SSE 

population reported in Section II.) 

 



 
 

 

 

Toyota and RAS have found that, for some of the identified VINs, recovery of the inflator is not possible, 

because the airbags have deployed, or they are missing.  Toyota has developed and launched a process 

with RAS to identify deployed and missing airbags in salvage yards, collect photo documentation of the 

condition of the vehicle, and account for these vehicles.  Contracts for this process have been finalized, 

and we launched this process in October.  In the first three weeks of the program, we identified 45 

deployed airbags and 6 missing airbags.  As additional results come in from this expansion of the 

program, we will provide updates in future Quarterly Supplements. 

 
VII. Additional Activities 
 
In addition to the efforts outlined above, Toyota is evaluating and considering other measures to 

maximize remedy completion (including making adjustments/additions to existing outreach and working 

to further refine the owner outreach data).    

A. Customer Survey to Determine the Most Effective Forms of Communication 
 
Toyota continues to conduct customer surveys that ask the following three questions (each question had a 

list of items for the respondent to further select to help ensure clarity): 

 

1. What made you take your vehicle to the dealership for the Takata airbag recall repair?  

2. To better understand your preference for Toyota to send follow-up communications for future 

recalls, what methods do you feel would be most effective?  

3. What barriers, if any, prevented you from scheduling your repair for the Takata airbag inflator 

recall sooner?  

 



 
 

 

Our latest feedback from the October 2019 surveys show the following results: 

Survey Results (based on 3,2446 customers who responded to the survey): 

1. What made you take your vehicle to the dealership for the Takata airbag recall repair?  

• A significant portion of respondents (82.7%) still indicate that “Mail from Toyota” was 

the primary driver to prompt their action, with the second largest percentage (14.18%) 

attributed to receiving email from Toyota.   

 

                       
 

 

2. To better understand your preference for Toyota to send follow-up communications for future 

recalls, what methods do you feel would be most effective?  

• Much like what prompted owners to obtain the remedy, mail and email from Toyota are 

the most desired methods of follow-up communication.  Following this, phone calls from 

dealerships and Toyota ranked higher than the other prompts.   

 



 
 

 

      
 

3. What barriers, if any, prevented you from scheduling your repair for the Takata airbag inflator 

recall sooner?  

• In this survey period, 33.8% of customers said the barrier to scheduling the recall was 

that they did not have time to bring vehicle to dealership, and 24% did not have 

knowledge of recall.   

 

Toyota continues to work diligently to remove barriers that prevent owners from taking action.  In 

reviewing the narrative comments relating to barriers, we found several barrier comments related 

to health and medical issues, waiting to repair the vehicle at the same time as performing 

maintenance, procrastination, and dealership parts availability and scheduling issues.  

 

        
 



 
 

 

B. Engagement with State DMVs and Municipal Agencies 
 

Toyota has been partnering with other OEMs and the Takata Monitor in engaging State DMVs and 

municipal agencies to support the Takata recall outreach effort.  The industry is providing DMVs and 

municipal agencies with print and digital assets to educate vehicle owners about the Takata recall and its 

severity.  Some government agencies have displayed this messaging in their offices and on their websites.  

In addition, some DMVs and municipal agencies are partnering with OEMs to send letters to registered 

owners in their states on DMV or municipal agency letterhead to create a new and unique look to the 

Takata recall messaging.  Providing messaging about the importance of the Takata recall through the 

DMV and municipal agencies may impart a renewed sense of urgency for some owners.  

      

DMV Branded Letters 

 
Toyota has partnered with several DMVs to date for a DMV-branded Takata recall letter which was sent 

to the registered owners with open Takata recalls in their states.  States that have been previously 

participated are New York (2 mailings), Louisiana, Michigan, Mississippi, Alabama, Wisconsin, Virginia, 

Kentucky, North Carolina and Minnesota.   Since the previous Quarterly Supplement,  Pennsylvania, 

Arkansas and Florida have mailed letters. Here is an outlook by state:  

  

 



 
 

 

 

Based on results of the DMV letters from these states, Toyota will continue to support the DMV 

Engagement working group and engage with state DMVs wherever possible.  The latest states where 

discussions have started are Connecticut and New Hampshire.  As part of the DMV Working Group, we 

continue to make progress with California, Florida, and other states.  In addition, we are encouraging the 

SSA team to identify additional opportunities for state DMV engagement. 

 

In our past Supplements, we described how Toyota’s office in Puerto Rico began a partnership with the 

Puerto Rico Department of Transportation and Public Works (DTOP) and the Department of Consumer 

Affairs (DACO) centered around Takata recall awareness.  This included working with the agencies to 

promote and host repair events on the islands of Vieques and Culebra.  The event on Culebra was held on 

August 8-10 and resulted in 60 owners having their vehicles repaired for Takata recalls and other 

campaigns.  The activities on Vieques and Culebra significantly reduced customer inconvenience, as there 

are no Toyota dealerships on those islands.  Owners would have needed to transport their vehicle via ferry 

to the main island for service.  Toyota also indicated that DACO had agreed to support a letter campaign 

utilizing its logos and obtained approval from DACO to proceed with the letter campaign in March 2019 

with the mailing occurring in late June 2019.  These conversations also included the support of other 

OEMs that indicated they were interested in participating.  In late May 2019, the Attorney General for 

Puerto Rico sent a letter to Toyota demanding that all engagement with Puerto Rican governmental 

agencies be undertaken through government attorneys.  Toyota sought clarification of this and asked the 

Attorney General to work with Toyota to continue the mutual outreach effort with relevant agencies so 

that recall repair momentum can be sustained and enhanced but has received no response. 

 

C. Efforts to Increase Completions in Puerto Rico 
 

Toyota launched several initiatives specific to the Puerto Rico market.  One initiative implemented in 

collaboration with others, including canvassing of high priority vehicles, was a paid media activity 

designed to increase awareness about the Takata airbag recall using unique creative to attract attention 

and emphasize risk.  Finding affected vehicle owners in Puerto Rico continues to be a challenge, and we 

hope that paid media can help notify owners who may not be receiving other outreach communications.  

Our plan was to maximize reach to the target audience using various media channels, including radio, 

outdoor visual display, and digital display.  This initiative began July 10th and continued through October 

1st with two alternating campaigns: 

 



 
 

 

    
 

Toyota ran 30 second radio spots, display billboards, and digital walls.  It also utilized 15 second gas 

station TV ads and digital banners.  Here is a summary of the paid media campaign and completion rates 

for Toyota de Puerto Rico for 2019.  Many outreach activities were occurring simultaneously with our 

paid media campaign, so we cannot directly correlate the contribution this activity had on vehicle repairs. 

 

Q3 2019 Toyota Takata 
Puerto Rico Media Plan Unit(s) Insertions

CAMPAIGN PERIOD
1 8 15 22 29 5 12 19 26 2 9 16 23

SPOT RADIO
:30 spots 8 Weeks

OUTDOOR
bMedia 

 Digital Billboards 14'x48' units (3) 4-Week Periods

 3-Day Blitz Launch 14'x48' units (3) Days

 2-Day Blitz Launch 14'x48' units (2) Days

Gas Station Video Players :15 video (3) 4-Week Periods

Baldoritoty Wall 50'x40' unit (3) 2-Week Periods
Tactial Media 
Tactical Media Digital Billboards 14'x48' units (1) 4-Week Period

tical Media Hand-Held Gas Pump 3.875" x 5.312" (1) 4-Week Period
DIGITAL

matic Banners (Desktop & Mobile) 300x250, 728x90, 160x600, 8.3MM Impressions

Hidden Dangers
Harm's Way

25 Boards

10 Boards

4 Rotating Locations from a Pool of 10

180 GRPs/Week

7 Boards

14 Boards

SEPT

Q3

JULY AUG

10 Boards 10 Boards



 
 

 

 



 
 

 

 
 
In addition to paid media, we are customizing some of our dealer engagement initiatives for our Puerto 

Rico dealers.  The Dealer Event Playbook has been translated to Spanish and furnished to dealers in 

October 2019.  Further, we developed a process for assigning open recall VINs to dealers.  Service data 

has been gathered and appropriate assignments have been made.  In October we began providing assigned 

VIN and owner information, including available phone, email, and mailing address, so that dealers can 

reach out to affected vehicle owners.  We will also begin tracking completion rates for the Puerto Rica 

dealerships so we can assess the effectiveness of individual dealer strategies and performance in 

completing recall repairs.      

 
D. Monitor Recommendations 
 
As indicated in the detailed discussion above and the previous Quarterly Supplements, the various actions 

undertaken by Toyota are consistent with the Monitor’s recommendations.  We will continue to 

coordinate with the Monitor as we review our completion progress.  The table below summarizes our 



 
 

 

engagement with the Monitor recommendations to date and the attached Excel spreadsheet provides 

additional information. 

 

Group 
Total 

Recommendations 
Implemented Planned Activity 

Consumer Outreach and 

Communication 
9 9 0 

Dealer Relations 20 18 2 

Private Sector Engagement 5 5 0 

Salvage Parts Recovery 1 1 0 

 

E. Summary of Outreach Challenges  
 

In our prior Quarterly Supplements Toyota has explained challenges it has observed in finding and 

motivating some owners to participate in and complete the Takata recall remedy.  These challenges 

remain relevant, and we summarize them here with updated information, as appropriate. 

• Vehicle age is highly correlated with completion rates.  Due to the age of vehicles involved in the 

Takata recall, we are seeing lower completion rates than other recalls of newer vehicles.  As 

vehicles age, they tend to change hands more often, and the subsequent owners are less interested 

or less likely to visit one of our dealers. 

• Remaining Populations Contain Increasing Proportions of Owners Not Responding to Outreach. 

As completion rates increase, the remaining population becomes more concentrated with owners 

who have not responded to past outreach.  Thus, as completion rates grow, repairing the 

remaining vehicles becomes increasingly difficult.  As of December 4, 2019, our outreach 

partner’s call center has been contacted by 14,227 currently registered owners who have taken the 

additional step to inform Toyota that they either do not want to have the recall remedy performed 

or do not want to receive further communications about the recall.  As these are individuals who 

took time out of their day to tell us they were not interested, we suspect there are many additional 

owners who similarly do not intend to participate in the recall and simply ignore our outreach 

efforts.  For example, in the PG 1-3 population alone, based on our certified mailing process as 

described earlier, there are over 350,000 owners believed to be receiving our communications in 

multiple and escalating outreach efforts, but who continue to ignore these communications. 



 
 

 

• Lacking Up-to-date Vehicle Owner Data Continues to be a Challenge.  Through our certified mail 

activities described in an earlier section, we believe that a substantial portion (around 30%) of the 

vehicle owner information for the remaining owners in PG1-3 could be incorrect. 

 

To meet some of challenges of motivating these owners, Toyota has worked with NHTSA and the Takata 

Monitor team to find ways to persuade these owners to participate in the recall.  In doing so, Toyota has 

pioneered a variety of new ways of reaching owners and informing them of the free remedy available to 

address the safety risks stemming from this defect.  As our outreach program developed, we have moved 

beyond simply calling, emailing, and sending mailers to the affected owners.  As described above and in 

the previous Quarterly Supplements, many of our new outreach efforts are designed specifically to help 

reach owners in new ways to (1) help convince those who ignored previous outreach attempts, (2) reach 

owners of older vehicles, and (3) reach owners for whom Toyota does not have up-to-date information.  

To summarize a few of these activities mentioned above, we are undertaking locally-targeted PSAs and 

promoted community and dealer repair events, using social media to specifically target potential owners 

that have yet to respond to prior outreach, offering more convenient dealer services (e.g., alternative 

transportation), engaging with dealers to increase their own outreach efforts, targeting owners who do not 

frequent dealers by developing the “Toyota Active Recall” system for independent repair facilities to 

identify unrepaired VINs, and piloting canvassing and other in-person activities (e.g., mobile repair).  

These efforts are aimed at further motivating owner participation in this recall and are designed to work 

together to help address the challenges described above. 

 

Further, in the interests of having the best available owner data to support our outreach efforts, we 

continue to look for new sources to validate and expand vehicle owner data.  Our outreach partners have 

been looking to identify new companies to partner with that have access to vehicle owner data that are 

beyond the traditional sources (see Section VI, above).  In addition, as part of the SSA outreach program, 

Toyota has gained additional access to demographic information about the remaining population of 

owners which can be used to further enhance our targeted outreach activities and customize our 

messaging to the remaining owners.  We are also seeking ways to target and communicate with affected 

vehicle owners through nontraditional outreach methods that may be accomplished with different or less 

vehicle owner data (e.g., hypertargeting through social media, providing recall information through 

independent repair facilities, reaching owners through locally-targeted PSAs and community events, and 

identifying social media influencers that can raise awareness with hard to reach vehicle populations). 

 



 
 

 

Where possible, Toyota has also conducted research in hopes of identifying which outreach efforts are 

more effective.  Toyota undertook a demographics analysis of the top states, cities, and zip codes with 

unrepaired vehicles.  In addition, Toyota also conducted surveys of owners who had their vehicles 

repaired.  As discussed above and in previous Quarterly Supplements, the results of these studies indicate 

that owners who have not presented their vehicles for remedy are widely dispersed among a variety of 

different regions and primarily speak either English or Spanish.  Further, those that have had their 

vehicles repaired seemed to respond best to mailed materials (in which we have emphasized providing 

information in both English and Spanish).  These data are an indication that the existing comprehensive 

strategy Toyota employs is contributing to higher completion rates than recalls involving similar vehicle 

populations.    

 

Ultimately, the available information indicates that there is no single or simple solution that will ensure 

that all owners present their vehicles for remedy.  The data also indicate that, despite best efforts, all 

outreach methods will suffer from diminishing effectiveness over time.  As recalls continue to mature, the 

remaining owners who have not presented their vehicles for remedy will increasingly be those for whom 

we do not have accurate contact information or who have chosen not to respond to previous outreach 

attempts.  In general, we may not be able to find these owners; when found, they may be less likely to be 

responsive to further outreach attempts despite efforts on the part of Toyota, other affected vehicle 

manufacturers, NHTSA, and the Takata Monitor to convey the seriousness of this recall.  However, 

Toyota will continue to work with NHTSA through the coordinated remedy program to identify ways to 

achieve the highest levels of completion possible for this recall.  Toyota will continue to make these 

efforts beyond the legal requirements to work towards maximizing this recall’s completion rates.   

 
 
F. Efforts to Address PG1-3 
 
Based on learnings since 2014 in conducting enhanced outreach to owners on the Takata recall, Toyota 

has developed a comprehensive strategy for addressing the remaining unrepaired population of Priority 

Groups 1-3 under Stage 5 of the Outreach Strategic Plan discussed in the sections above and in the June 

2018 Quarterly Supplement.  Further, our strategy is based on the latest data that we have for the 

remaining population.  These data show that, for a significant portion of the remaining vehicle owners in 

PG1-3, Toyota likely has accurate owner information and additional outreach methods are needed to 

encourage those owners to present their vehicle for the recall remedy.  However, for another significant 

portion of the remaining vehicle population, Toyota needs additional data to find accurate contact 

information to communicate with these owners.    



 
 

 

 
 

Based on data available as of December 17, 2019, Toyota provides the following accounting summary for 

Priority Groups 1-3:    

 
In the chart above, “Salvage” means inflators that have been recovered from salvage yards and for which 

we do not already account for the vehicle from which it came in our SSE counts.  “Opt Out” tabulates the 

unique VINs for which the owner has requested not to be contacted any further through one or more 

communication channels about this recall.  “Refused Service” tabulates the unique VINs for which 

owners have affirmatively stated that they are not interested in having the free recall remedy performed. 

 

Group A, representing about 70% of the remaining population of vehicles, are owners for which we 

believe available contact information is good, and the owner is receiving communications sent by Toyota 

regarding the Takata recall. 

 

 

 

Group B, representing about 23% of the remaining population of vehicles, are owners for whom the 

available contact information appears to be a valid address, but Toyota is unsure if the owner is receiving 

our communications.  This could be a result of ownership changes or inaccurate contact information 

available from the state DMVs. 



 
 

 

 

Group C, representing about 7% of the remaining population of vehicles, are owners for whom the 

available contact information is likely not accurate, and the owner is not likely receiving Toyota’s 

communications. 

 

It should be noted that the owners within group A, for whom we believe are receiving our 

communications, have likely received nearly 50 contact attempts through phone, email, and direct mail.  

In addition, Toyota has refreshed our owner contact data four times in the last two years and has recently 

increased our data refresh frequency to a monthly update.  Further, we have developed a comprehensive 

data hygiene process in an attempt to locate the owners in group B and C.  Nevertheless, we are 

committed to continuing to address all three of these groups with the strategies we are employing, as well 

as continuing to research new ways to locate and motivate these owners to have their vehicles repaired. 

 

Thus, based on this analysis and our experience thus far in conducting Takata recall outreach, we have 

designed an outreach plan, specifically for PG1-3, that emphasizes the elements below.  For those owners 

in group A for whom we believe available contact information is strong, the plan includes: 

• Continuing to increase the convenience and trust between non-responding owners and Toyota and 

its authorized dealers by continuing to communicate the availability of alternate transportation, 

expanding mobile repair, developing Repair-a-thon and community activities, and providing 

resources to dealers so that they can reach out directly to affected owners. 

• Continuing to stress the urgency of this safety recall by increasing the urgency of messaging and 

intensity of outreach activities for owners who are continuing to not respond to outreach.  The 

plan is to do this through continued clear and urgent messaging in OEM-branded materials and 

further increasing the urgency with heightened messaging and imagery as owners continue to be 

unresponsive.  We also plan to further employ aggressive specialized outreach tactics for certain 

vehicle populations, such as certified mail, social influencers, and door-to-door canvassing. 

• Incorporating more communication to non-responding owners through a variety of 

communication channels and from as many voices as possible.  These different voices could 

include Toyota, our authorized dealers, the SSA, the Monitor, NHTSA, community leaders, news 

media, and the owner’s own friends and family. 

For those owners in groups B and C for which available contact information may not be accurate, our 

plans include: 

• Identifying better contact information for these owners by identifying additional third-party data 

sources, evaluating their data, and incorporating them where appropriate into our outreach efforts.  



 
 

 

• Locating difficult-to-find vehicles by engaging with wholesale auctions, the automotive 

aftermarket, and independent used car dealers whose customers include vehicles of harder to 

reach populations (e.g., older vehicles). 

• Increasing awareness of the urgency of this recall with all owners through community events, 

public service announcements, and other mass marketing (not targeted) outreach techniques that 

do not require specific owner information.  

• Continuing to plan pilots to support new innovative ways of reaching out to owners for whom we 

do not have good contact information, such as through the social influencer project or through 

community canvassing activities using license plate look-up technology.   

 

We believe that, through these efforts, we can continue to make progress toward maximizing recall 

completions in this urgent safety recall.  Our plan contemplates constant revision and, as always, we seek 

to collaborate with NHTSA, the Takata Monitor, and other OEMs towards this shared goal.  We continue 

to seek new ways to effectively locate and reach unknown owners and to enhance methods to encourage 

known owners to complete repairs for their vehicles.  As we have since the program’s inception in 2014, 

we continue seek to ways improve this outreach program as a part of our commitment to customer safety.   

 
VIII. Attachments 
 

A. Excel spreadsheet with additional information on our efforts to implement the Monitor 

Recommendations.  
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