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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. 

 
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 airbag 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. 

 
Note concerning COVID-19 Pandemic 
 
 
This Quarterly Supplement illustrates some of the on-going impacts from the COVID-19 pandemic.  

Although many activities are moving toward pre-pandemic levels, there continue to be effects.  For 

example, the number of community engagement activities and dealer events to promote awareness of the 

Takata recalls remains quite low compared to pre-pandemic levels.  Toyota will continue to monitor the 

situation and make adjustments where feasible.  We remain committed to serving owners and completing 

recall repairs. 
 

I. 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.  All Toyota vehicles 

scheduled to be recalled under the ACRO are now in the remedy phase. 

 
The current recalls, involved vehicles, vehicle populations, and completion performance as of September 
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13, 2021, are outlined below by Priority Group. 
 
 

 
PG Inflators 

Affected 
Total 

Out of Transit** 
Inflators 
Repaired 

Completion 
Percentage 

*** 

1 819,484 211,254 532,501 87.55% 

 
2 

 
1,864,432 

 
413,551 

 
1,298,227 

 
89.48% 

 
3 

 
429,522 

 
58,174 

 
334,248 

 
90.01% 

 
4 

 
763,580 

 
143,607 

 
535,462 

 
86.37% 

 
5 

 
620,790 

 
109,479 

 
450,031 

 
88.02% 

 
6 

 
348,740 

 
49,804 

 
268,900 

 
89.95% 

 
7 

 
288,558 

 
37,479 

 
226,001 

 
90.01% 

 
8 

 
264,522 

 
52,849 

 
185,683 

 
87.72% 

 
9 

 
606,620 

 
84,205 

 
464,979 

 
89.01% 

 
10 

 
1,314,033 

 
109,793 

 
1,092,096 

 
90.69% 

 
11 

 
478,316 

 
60,605 

 
294,463 

 
70.49% 

 
12 

 
612,761 

 
65,430 

 
416,413 

 
76.08% 

 
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.  ***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. 
 

II. Toyota’s Outreach Strategy 
 
Toyota has described its outreach strategy in prior Quarterly Supplements.  The diagram below shows the 

most recent strategy.  It indicates the general timing of different outreach efforts and the changing role of 

each outreach method as a recall campaign matures. 
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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. 

4-9 Stage 4 PG4: Certified Mail deployed in November 2018.  

PG5: Certified mail deployed in August 2019. 

PG6-8: Certified mail was deployed between September and 

December 2019. 

PG9: Certified mail deployed in March 2020. 

10-12 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.  NHTSA 

recall 19V-741 was deployed to dealers for outreach in June 2020. 

 

III. Core Outreach Updates 
 

Toyota began owner outreach in December 2014 for certain PG1-3 vehicles.  All vehicles in all priority 

groups which are not repaired, not out of transit, and for which contact information is available, are now 
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included in the core outreach program being conducted by the Settlement Special Administrator (discussed 

further below).  The core outreach program involves owner communications by mail, email, and phone 

with a minimum of one communication per month per owner based on available contact information. 

 
After SSE/ “other” adjustments, as of September 10, 2021, the SSA reports that it is conducting the core 

outreach activity on 1,185,086 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 made to reach these 

remaining owners within each priority group through the core outreach program. 
 
 
 

 
 

Priority Group 

 
Total Outreach 

Attempts 

 
VINs Currently in Core 

Outreach 

1 36,415,645 92,465 

2 66,689,813 195,390 

3 13,825,807 45,659 

4 26,794,037 101,348 

5 20,827,145 74,474 

6 10,896,875 35,159 

7 9,197,800 29,566 

8 9,463,264 32,695 

9 19,761,995 69,210 

10 15,348,494 134,739 

11 10,605,905 176,140 

12 11,259,275 198,241 

All 251,086,055 1,185,086 

 
 
  

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

unrepaired, in-transit vehicles, as of August 31, 2021, are shown in the table below.  
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Priority Group Mail Coverage Email Coverage Phone Coverage 

1 90.06% 41.11% 51.91% 

2 92.81% 45.71% 58.05% 

3 93.68% 52.56% 64.23% 

4 90.39% 44.82% 55.84% 

5 93.77% 47.57% 59.61% 

6 91.59% 45.41% 57.45% 

7 91.73% 46.79% 58.85% 

8 94.79% 49.22% 62.16% 

9 93.75% 49.89% 62.14% 

10 94.35% 55.20% 67.34% 

11 92.75% 58.82% 67.92% 

12 94.73% 60.70% 71.14% 

Total 92.87% 50.37% 61.75% 

 

From September 1, 2019 – August 31, 2021, a total of 5,589,103 outbound phone calls have been made.  

The following table breaks down the results of these calls for the past three months and provides the total 

in each category since September 1, 2019.  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. 

 

Disposition 21-Jun 21-Jul 21-Aug Total Sept 2019 - 
Aug 2021 

Abandoned Call 0   0 1 396 

Already Completed 
Service 781 1,185 1,032 23,322 
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Appt: Agent 
Scheduled 530 677 777 10,371 

Appt: Dealer to 
Schedule 360 677 682 16,499 

Appt: Transfer to 
Dealer 761 1,054 1,112 23,024 

Brand Follow Up 48 79 94 3,450 

California Privacy 
Act 0  0  0  3 

Call Back 2,886 6,582 6,365 146,530 

Customer to 
Schedule on Own 1,022 2,194 2,354 40,934 

Do Not Contact 25 148 162 7,930 

Exported  10 41 35 89 

Facsimile 81 755 456 14,417 

Incorrect Number 7,562 19,126 21,612 210,367 

Left Voicemail 16,736 41,900 44,046 369,637 

Lng Barrier Call: 
Other 72 233 315 5,709 

Lng Barrier Call: 
Spanish 573 1,783 1,496 11,198 

Never Owned 
Vehicle 350 1,213 1,427 10,014 

No Answer 57,736 271,054 194,327 4,342,383 

No Open Recalls 54 89 102 2,602 

Not in Possession  0  0  0 26,358 

Not Prepared to 
Schedule  0 0   0 86 

Operator Intercept 3,183 19,523 13,709 308,358 
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Remedy Refusal 201 515 611 6,988 

Scrapped 258 944 1,020 2,284 

Sold 737 2,180 2,724 5,828 

Stolen 8 14 30 56 

Warm Transfer to 
Brand 6 21 23 270 

 

 
B. Settlement Special Administrator Program 

 

Toyota continues to work closely with the Settlement Special Administrator (SSA) responsible for the 

Multi-District Litigation class action settlement in our core outreach program activities. 

 

We continue to monitor the partnership with a new provider of VIN-based owner information sourced 

from insurance industry data.  The SSA continued mail outreach to any new owner and/or address 

combinations identified through the new vendor.  The results of some recent mailings are shown 

below.   

 

Mailing Source Total VINs Response Rate Appointment 

Rate 

Remedy Rate 

Personal Agent Letter 

(April 2021) 

Baseline 678,275 1.02% 64% 6.1% 

LN1 385,706 1.28% 61% 5.2% 

LN2 309,759 0.37% 59% 6.7% 

FAQ Letter 

(May 2021) 

Baseline 468,102 1.02% 65% 5.3% 

LN1 363,923 1.11% 56% 4.5% 

LN2 554,529 0.37% 57% 5.0% 

Summer Safety Letter Baseline 434,687 0.50% 63% 3.0% 
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(June 2021) LN1 367,960 0.62% 53% 2.5% 

LN2 58,372 0.20% 56% 3.0% 

LN3 449,460 0.13% 57% 3.1% 

Note:  Baseline represents the existing data source before introduction of the new source.  LN1 represents the vendor’s 
best matched owner/address; LN2 represents what the vendor considers their second-best match, and LN3 is the third 
best match, and was only used in select mailings, as it was considered likely to be of lower accuracy.  Response Rate is 
measured as the percent of the total population which contacted the call center using the phone number from a 
particular mailing (considered a “response”).  Appointment Rate is the percent of “responses” that result in an 
appointment (for reasons why some responses do not result in an appointment, please refer to the table in section III-A 
above which outlines phone call results).  Remedy rate is measured as the percent of the total population which is 
repaired within 90 days of the mailing.  Remedy rate is independent of the response rate and appointment rate; it 
includes repairs obtained by owners who did not contact the call center. 
 
 

 
 
 
For reference, the creative used in the three mailings mentioned above are shown below: 

0.00%
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Some additional appointments were generated as a result of using the new information from the new 

vendor, but we cannot conclude at this time whether the new source is better than our baseline data 
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source.  We plan to continue to evaluate these results.  In addition, Toyota continues to work on 

agreements with the new provider to utilize the same data for our own outreach activities outside of 

the SSA program.   

 

The SSA continues to conduct email outreach as part of the core outreach program, but response rates 

remain low, averaging approximately 0.17%.  Open rates range from 4.6%-16.5%, depending on the 

creative content and segment, but click rates remain low, averaging about 1%.   

 

The SSA also began a scan and tag activity similar to Toyota’s “CarmaGO” effort outlined below in 

section VI using two different vendors.  Between March 11, 2021 and August 16, 2021, 25,700 vehicles 

have been tagged, and 1,925 tagged vehicles were repaired within 90 days of tagging.  Although the 

specific event that led to a vehicle remedy is not known due to the multiplicity of outreach channels, if all 

remedies for these vehicles were solely due to tagging, this results in a remedy rate of vehicles tagged 

within 90 days of 7.5%.  Note that some tags are not what we consider mature, as they were done recently 

within the 90-day attribution window.  The graphs and table below summarize these results in more 

detail. 
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These two graphs above show the ramp up of tags and the resulting vehicle owner responses (i.e., 

contacts to our call center using the phone number on the tag).  The red portion of each bar represents 

Vendor A and the blue portion represents Vendor B.  The program results as of August 16th are 

summarized in detail in the table below. 

 

Vendor Vehicles Tagged Repaired within 90 Days 
of Tag 

Repair Rate  

Vendor A 12,239 883 7.22% 
Vendor B 13,461 1,043 7.76% 
Total  25,700 1,925 7.50% 

 

In addition to tagging efforts, the SSA has been using the license plate scanning results from Vendor B to 

evaluate the potential accuracy of ownership and address data obtained through other vendors for direct 

mail outreach.  They have found that over 75% of vehicles scanned are identified within 30 miles 

geographically from the address of record from our primary ownership and address data source.  This is 

an indicator that, while the traditional DMV registration data is not perfect, the majority of the 

registration data could be accurate. 

  

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, in 2021 Q3 we have continued to partner on 

several initiatives: 

1. State DMV and Municipality Branded Letters – The SSA supported the printing and distribution 

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

scheduling. 

2. Inbound Call Support – The SSA continues to be our inbound call support for repair 

appointment scheduling which is used by several of Toyota’s outreach programs. 

3. Escalations involving certain owners who cannot be scheduled for repair by the SSA – Toyota 

and SSA exchange information about these owners on a weekly basis to ensure they are 

supported. 

4. Dealer Mobile Repair Pilot – The SSA is working on a new pilot program described in section 

IV involving outreach communications offering mobile repair. 

 
The SSA and Toyota have seen some success with these initiatives and will continue to proactively contact 
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individuals to encourage the appointment and repair process.  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 other activities described in the sections below, can continue to 

support our recall completions. 
 

IV. Dealer Engagement Opportunity 
 

A. Dealer-Branded Outreach Campaign 
 
Similar to the campaign in early 2019 discussed in previous Quarterly Supplements, Toyota launched 

another dealer-branded outreach campaign.  This campaign gave dealers the opportunity to select from a 

variety of newly created direct mail assets with different themes.  Three mail drops occurred in May, June, 

and July of 2021:  

• Drop 1: Late May, PG1-4 

• Drop 2: Late June, PG5-8 

• Drop 3: Late July, PG9-12 
  

Dealership enrollment in this program concluded in mid-April, and 1,235 of 1,238 Toyota dealers enrolled 

(99.8%).  We continue to offer email outreach options to Toyota dealers within our on-demand website.  

These efforts are fully funded by Toyota.   
 

Here are the percentages of creative types that were sent from drop 1.  Illustrations for the top two selected 

creative, “Train” and “Bull,” were provided in Toyota’s June 30, 2021 Quarterly Supplement.   
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There were approximately 260,000 communications sent in drop 1.  There were 7,938 repairs that occurred 

within 90 days of this mailing, which is 3.0% of the total mailing population.  Of the 14 different creative 

types, “Maps” had the highest completion rate and “Flip Flops” had the lowest completion rate as shown in 

the chart below. 

 

 
 

An image of the “Maps” creative is shown below:   

        

 
 

Results from drops 2 and 3 are not yet mature. 

 

 

 

0

0.01

0.02

0.03

0.04

0.05

0.06

Completion Rate 



 

 
16 

 

 

B. Dealer Events  
 

The COVID-19 situation continued to affect dealer events that had been popular in 2019 and early 2020.  

One dealer, Fitzgerald Toyota in Gaithersburg, Maryland, held an airbag awareness event in the month of 

September.  Final results are not available at this time; however, the dealer has reported much slower event 

traffic than in past years.  The dealer advised one potential reason for the slow response is their county put 

rigid COVID restrictions in place on September 1st.  The dealer sent follow-up email reminders of the event 

to their customers.  There were no other dealer events reported in Q3. 

 
 

C. Missed Opportunity Report 
 
Toyota continues 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. 

 

The following graphs summarize the results from the Missed Opportunity Report as of September 13, 2021 

for vehicles visiting Toyota and Lexus dealerships in the months of June 2018 – July 2021 as it relates to 

the Takata recalls. 
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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.  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. 
 

V. Specialized Outreach 
 
 

A. Certified Mail 
 
Toyota has completed certified mailings on most PG1-9 vehicles.  Toyota is continuing to evaluate the 

timing for additional priority groups to conduct certified mailings and whether to conduct follow up 

certified mailings to earlier priority groups.   

 
B. Vehicle Canvassing 

 
 

Throughout 2020 and into 2021, Toyota has continued our canvassing efforts on PG1-3 vehicles in metro 

areas in Zone A States.  Refer to prior Quarterly Supplements for more specific details and prior results on 

this outreach.  
 

Toyota launched Phase V of our canvassing program in mid-April, and this program will continue until at 

least the end of December 2021.  As the canvassing opportunities on the targeted population in the denser 

metro areas have been reduced due to prior canvassing deployments, we have increased focus on smaller 

cities with unrepaired PG1-3 vehicles.  These smaller cities will be canvassed as part of shorter-term 

deployments, referred to as a “Blitz.”   
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In Phase V we have also returned to previously canvassed metros in Florida and Puerto Rico which have 

not had a canvassing presence for several months.  For these markets, targeted VINs will mostly be those 

with new address information, change of ownership, or VINs recently registered in these re-targeted 

metros.  The table below describes the results of Phase V since the launch in mid-April through August 30, 

2021.   

Phase V Results as of Aug 30, 2021 

 Canvassing Deployed Repair Appointment & Completions 

State 
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Alabama 48 80 25.0% 2 3 0 5 10.4% 
California 965 1789 42.1% 91 123 28 242 25.1% 
Florida 1726 2610 35.5% 173 113 29 315 18.3% 
Georgia 313 380 32.6% 29 25 5 59 18.8% 
Louisiana 464 586 36.9% 51 44 6 101 21.8% 
Mississippi 0 0 N/A 0 0 0 0 N/A 
Puerto Rico 222 486 47.3% 38 20 1 59 26.6% 
South Carolina 203 383 45.3% 24 28 3 55 27.1% 
Texas 2335 3627 37.4% 100 430 39 569 24.4% 
Others 30 58 60.0% 7 4 5 16 53.3% 
Total 6,306 9,999 37.9% 515 790 116 1,421 22.5% 

 

The list below identifies the short-term “blitz” canvassing metros targeted for Phase V (this may change 

based on the unrepaired VIN populations). 

 

• Florida:  St. Augustine, Titusville, Punta Gorda, Springfield, Brooksville 

• Puerto Rico:  Salinas, Arroyo, Maunabo, Guayama, Juana Diaz, Patillas, Santa Isabel 

• Southern / Northern California: Santa Maria, Hesperia, Bakersfield, Palmdale, Visalia, Santa 

Barbara, San Luis Obispo, Ojai, Porterville / Santa Cruz, Clovis, Los Banos, Chowchilia, Madera, 

Merced 

• Texas:  Laredo, College Station, Tyler, Texarakana, Waco 
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VI. Supporting Outreach Activities 
 

A. Dedicated Website for Takata Recalls 
 

Toyota has established a unique page on its recall lookup 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.  We believe that the Toyota recall website 

has been very helpful in improving Toyota’s completion rates.  It allows us a place to direct owners through 

electronic outreach such as email or social media and provides multiple ways for an owner to either locate a 

dealer or contact our dedicated Takata recall call center to schedule a repair appointment. 

 
B. Efforts to Engage Independent Repair Facilities (IRF’s) 

 

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 (IRFs).  Toyota 

constructed “Toyota Active Recall,” a system-to-system interface that can be consumed by external 

applications to return safety recall applicability by VIN.  Toyota launched this system with Mitchell 1, a 

leading provider of shop management systems to the automotive aftermarket and has been expanding the 

service to other aftermarket service technology providers. 

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

C Collision Estimating System 30K to 50K subscribers  Contract in 
negotiation  

D Service Information System and 
Vehicle Marketing Software 

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

E Electronic Parts Information 
System 90% Toyota Dealers/95% Lexus  Deployed 

F Collision Estimating System 30K to 50K subscribers  Deployed 

G Electronic Parts Information 
System 30K to 50K subscribers  Contract in 

negotiation  

H Electronic Parts Information 
System Toyota & Lexus  Contract in 

negotiation 

http://www.toyota.com/recall
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C. Finding and Repairing Vehicles for Sale 

 

Toyota has a process with our dealers to identify and repair vehicles for sale on Autotrader, 

Cars.com, Edmunds, and Carstory.  Vehicles with all 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.  Since the beginning of this program in August 2018 through July 30, 2021, we 

have found a total of 47,583 unique VINs, and 25,961 of them are now repaired. 

 
The graph below shows the number of new unique VINs detected for the first time each month from 

November 2019 to July 2021 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.  The number of vehicles active at month’s end is a cumulative total of those 

vehicles which continue to be for sale from the current and previous months. 
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D. Addressing Inconvenience 

 
Toyota continues to take steps to minimize owner inconvenience barriers, 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, 

depending on the location where the mail is being sent. 

 
Toyota developed and launched a dealer mobile repair program in July 2019.  As of September 7, 2021, 84 

different dealers have submitted a claim for mobile repair reimbursement, which includes an additional 

incentive payment for the mobile repair process.  Dealer participation has increased to some extent, but 

most of the mobile repairs are completed by a small number of dealers.  Most of the dealer mobile repair 

demand has been generated from local canvassing. 

 

The chart below describes repair claims submitted by dealers since launch through September 15, 2021.  
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*Partial data 
The considerable increase in claims since November 2020 has resulted from dealer engagement 

influenced by the canvassing team to support short-term canvassing blitz activities.  These types of blitz 

activities were also the primary contributing factor to the other spikes in claim volume.   

 

Toyota has developed a video highlighting dealership mobile repair by showcasing a dealership that is 

successfully deploying a mobile repair program.  A playbook has also been developed to provide additional 

details.  The objective of the video and playbook is to answer common dealership questions related to 

mobile repair.  These assets have been shared with the dealers through Customer Service Operations 

Managers on July 28, 2021.  It is still too early to determine if the video and playbook have been successful 

in encouraging dealers to offer mobile repair.  We also featured the mobile repair video and playbook in our 

virtual Quality Compliance booth during Toyota’s National Dealer Meeting the week of September 20, 

2021.  The video can be seen at https://vimeo.com/539238953/084355e3e8.  

      

In collaboration with the SSA, an outreach trial specifically offering mobile repair was launched in 

June.  This outreach campaign included mail, email, and outbound phone calls to owners within the 

areas of a select group of dealers.  These dealers were identified as candidates for this outreach trial 

because they have performed mobile repairs, and they were given the opportunity to opt-in to this 

campaign.  These dealers were asked to provide specific contact information and instructions for the 

call center fielding the inbound calls related to this outreach to facilitate setting mobile repair 

appointments.  Twenty-three dealers were included in this outreach trial, and the mobile repair creative 

was sent to 10,762 owners in PG1-3.  There were a total of 24,182 outreach communications to those 

owners.    

 

We compared the performance of this mobile repair creative to a similar creative (“Summer Checklist”)  

https://vimeo.com/539238953/084355e3e8
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without the offer of mobile repair for the general vehicle population in PG1-3 in the Table below.   

 

Mailing Priority 

Group 

Outreach Count Outreach VINs Response Rate Appointment 

Rate  

Remedy Rate 

90 Days  

“Summer Checklist”  

(July 2021) 

Total 547,224 324,816 0.57% 52% 2.1% 

PG1 146,509 89,558 0.51% 52% 2.2% 

PG2 323,854 190,704 0.59% 51% 2.0% 

PG3 76,861 44,554 0.62% 55% 2.6% 

Mobile Repair 

(July 2021) 

Total 24,182 10,762 0.71% 63% 4.0% 

PG1 11,214 4,919 0.61% 63% 3.5% 

PG2 11,091 5,003 0.76% 58% 4.4% 

PG3 1,877 840 0.95% 88% 4.5% 
Note:  Response Rate is measured as the percent of the total population which contacted the call center using the phone number 
from a particular mailing (considered a “response”).  Appointment Rate is the percent of “responses” that result in an appointment 
(for reasons why some responses do not result in an appointment, please refer to the table in section III-A above which outlines 
phone call results).  Remedy rate is measured as the percent of the total population which is repaired within 90 days of the mailing.  
Remedy rate is independent of the response rate and appointment rate; it includes repairs obtained by owners who did not contact 
the call center. 
 

The mobile repair creative had a slightly better owner response rate of 0.71% vs. the “Summer 

Checklist” creative at 0.57%, and slightly better appointment rate per VIN at 63% vs. 52%.  The mobile 

repair creative repair rate at 90 days is almost double at 4.0% vs. the “Summer Checklist” at 2.1%.    

However, of those 4% that had their vehicles repaired within 90 days (429 VINs), only 18.6% (80 

VINs) actually received mobile repair.  For the other 81.4% (349 VINs) owners took their vehicles to 

the dealership for repair.  Although some owners chose to have a mobile repair performed, the overall 

number who actually chose mobile repair is relatively small.  While mobile repair is helpful for certain 

vehicle owners, it still has a relatively low usage rate even when offered directly to them. 

 

Here are samples of the mobile repair creative: 
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     Sample Letter Excerpt          Sample Email Excerpt 

 
 

E. CarmaGO 
 
 
In 2019 Toyota partnered with a vendor to develop a specialized Video License Plate Recognition (VLPR) 

system 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.  Toyota 

deployed this VLPR technology in a strategy called CarmaGO, in which the partner that developed the 

technology conducted vehicle scanning and tagging focused on locations where large numbers of vehicles 

congregate, such as mall parking lots.  For additional details and past projects using this technology, 

including the results of CarmaGO Pilot 1 and Pilot 2, refer to previous Quarterly Supplements.  Other 

manufacturers administering Takata recalls and partners such as Check to Protect are now using this 

Carma platform, which Toyota helped pioneer. 

 
In mid-December 2020, Toyota and Carma deployed an expansion of this program to additional metros in 

certain Zone A states.  The target is to tag over 180,000 vehicles in California, Texas, Florida, and Puerto 
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Rico throughout 2021.  The Carma team has developed a system of metrics to evaluate areas that would be 

good candidates for this program, which include unrepaired vehicle counts, density, and proximity to 

dealers.  Additionally, metrics have been defined to assess performance of the scanning and tagging, and 

they are used to consider whether to continue or cease scanning in each targeted area.   

 

Vehicle scanning began in mid-December 2020 in Southern California.  In late February and early March 

2021, this program was launched in major metro areas in Texas and Florida.  In mid-April, scanning was 

also launched in San Francisco, Oakland, Sacramento, and San Jose.  This program also launched in Puerto 

Rico in early July.  Additionally, there will be short-term scanning deployments in smaller metros around 

the larger ones that have a longer-term scanning assignment.  For example, short-term deployments have 

been conducted in Palmdale and Bakersfield in Southern California. 

 

As of September 12, 2021, there have been 19,088,102 license plates scanned, and 122,596 notifications 

have been left on Toyota vehicles with unrepaired Takata inflators.  15,316 tagged vehicles have had the 

recall repair completed.  The recall completion status is monitored for 90 days from the point the tag 

(notification) occurs.  During that 90-day period, a vehicle which has been tagged will not be tagged again if 

it is found through ongoing scanning activities.  After 90 days, if the vehicle remains unrepaired and is 

scanned, it will be tagged again.  The table below shows additional program results broken out by region. 

 

 

 
Data as of 09.12.21 

*Includes data for scans where latitude/longitude are not present, so total count is greater than the sum of the regions. 
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Additionally, Carma is monitoring the status of, but not tagging, scanned and unrepaired Takata VINs of 

other auto manufacturers.  The chart below shows the repair completions of the tagged Toyota vehicles 

compared to the scanned, but untagged vehicles of other auto makers by the week the vehicle was scanned.  

 

 Recall Repair Summary of Scanned Vehicles 

 
Data as of 09.12.21 

 

 

Although the specific event that led to a vehicle remedy is not known due to the multiplicity of outreach 

channels, this chart suggests that the CarmaGO notifications have a noticeable impact on remedy 

completions when compared to vehicles not receiving the on-vehicle tag in the same market.  We have seen 

a steady increase in the weekly repairs on tagged vehicles as more tags occur.  The chart below shows the 

cumulative remedy total since the launch of this expansion. 
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 Cumulative Repair Count of Tagged Vehicles  

 

 
Data as of 09.12.21 
 

 

To follow up on vehicles that have been tagged but not repaired, one of our partners has been conducting 

phone outreach to vehicle owners with open airbag recalls reminding them of the open safety recall and 

helping to answer any questions or facilitate dealer appointments.  This process is done by manually dialing 

a phone number and waiting for an answer.  Our partner has been able to conduct an average of about 125 

phone calls per week.  In September, our partner introduced an auto dialing system with which up to 600 

phone calls per week can be made.    

 
 

F. Salvage Inflator Recovery 
 
Toyota launched a salvage inflator recovery program with RAS (Rebuilder’s Automotive Supply) on July 

13, 2017.  As of September 6, 2021, RAS has recovered 40,854 Takata inflators from Toyota, Scion, and 
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Lexus vehicles and has located an additional 25,670 inflators to be recovered.  (While 40,854 salvage 

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

reported in Section I.) 

 

 
 
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 are missing.  Toyota 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.  This process was launched November 25, 2019.   Since then, we 

have identified 1,130 deployed airbags and 300 missing airbags. 

 

VII. Additional Activities 
 

In addition to the efforts outlined above, Toyota has been involved in other activities to support remedy 

completions. 

 
A. Engagement with State DMVs and Municipal Agencies 

 
Letters sent on DMV letterhead continued in the past several months.  Two mailings on Texas and New 

York DMV letterhead are summarized in the table below. 

  

State Timing of Mailing # of Affected Owners Repair Rate* (as of 8/16/2021) 

Texas May 2021 107,838 6.9% 

New York June 2021 41,530 5.2% 
*Based on the ratio of repair claims received for the affected VINs after the mailing was conducted compared to the total 
population. 
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In addition, a letter sent on Idaho DMV letterhead was sent on August 30, 2021.  Data from this mailing is 

too early to report on.   

 

The DMV Working Group has continued to meet and has been in communication with Wisconsin and 

Washington officials to support potential mailings.  A mailing on Virginia DMV letterhead, a mailing on 

California DMV letterhead, and a mailing on Pennsylvania DMV letterhead are currently planned for the 

fourth quarter of 2021. 

 

B. Efforts to Increase Completions in Puerto Rico 
 
 
Due to the COVID-19 pandemic, dealer service department operations remain limited to appointments only 

by Executive Order.  Major outreach activities have been suspended where they involve large groups or 

where social distancing is not practical.  Dealers have developed initiatives to encourage customers to call 

and make the appointments.  Some of the initiatives include announcements on social media, radio, 

customer direct mailers, and emails.  Several dealers have completed outreach activities.  The Toyota 

dealers were: Tocars Toyota, Triangle Toyota, Naguabo Auto Toyota, Braulio Agosto Toyota, and Toyota 

de Aguadilla.  Both Lexus dealers in Puerto Rico, Lexus de San Juan and Lexus de Ponce, also completed 

outreach activities.  In addition, Toyota continues to utilize our core outreach program to contact owners.  

We have returned to canvassing in certain areas, and we launched CarmaGO activities for the first time in 

July.   
 

VIII. 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. 

 
• The effects of the COVID-19 pandemic continue to linger.  The social and economic impact of 

the pandemic continues to be felt in Q3 of 2021.  This compounds the additional challenges 

discussed below. 

• 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 
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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.  From September 1, 2019 - September 3, 

2021, our outreach partner’s call center has been contacted by 25,402 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.  (We continue to monitor 

these vehicles and, when an ownership change is found, we add this vehicle back into our 

outreach efforts.)  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, for the PG 1-9 

population, based on our certified mailing process, as of September 9, 2021 there are 125,569 

unrepaired and not out-of-transit, currently registered 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 portion (35,127 as of September 9, 

2021) of the vehicle owner information for the remaining currently registered owners in PG1-9 

could be incorrect, because they were returned as undeliverable and the ownership information 

has not changed since the mail was returned. 
 
The available information indicates that there is no single or simple solution that will ensure that all 

owners present their vehicles for remedy.  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, and NHTSA to 

convey the seriousness of this recall. 
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