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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 we 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, and 18V-025 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, parts 

supply, and the on-going and planned efforts to promote and maximize remedy completion.  Please refer 

to the June 30, 2018 Quarterly Supplement (“June Quarterly Supplement”) for a more detailed description 

of 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 recall.  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: 

 

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

Special Administrator (SSA) program. 

• New dealer engagement activities and results from previously implemented programs 

• Certified mail activities for PG1-3 

• Initial results from data hygiene efforts 

• Overview of Toyota’s next Canvassing activity in Florida and Puerto Rico 

• New updates to our Toyota.com/recall website 

• Engagement plans for Independent Repair Facilities and Service Data Providers using 

Toyota Active Recall 

• Updates on our expansion of mobile repair 

• Initial results from a new program aimed at identifying affected vehicles for sale online 
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• Results from our latest Repair-a-thon in Puerto Rico 

• Overview of Toyota’s Team Member Engagement strategy and results 

• Recent community engagement events and a schedule for future events 

• Results of a new post-repair owner survey 

• Updates on Toyota’s efforts to engage the Puerto Rico DTOP and DACO 

 

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, and 18V-025 involving Takata 

airbag inflators in the U.S. and federalized territories.   

 

A. Completion Status 
 
The current recalls, involved vehicles, vehicle populations, and completion performance as of September 

14, 2018 are outlined below by Priority Group.  Please note that some actions have only recently been 

launched or will be launched in the near future.  The table below includes scrap, stolen, export (“SSE”) 

and “other” adjustments pursuant to Paragraphs 45-48 of the ACRO; some recalls included here do not 

include SSE or other adjustments, because those are forthcoming, and the amendments to their 

corresponding Part 573 documents have not yet been filed. 

 

PG Inflators  
Affected 

Total  
Out of Transit** 

Inflators  
Repaired 

Completion 
Percentage 

*** 
1 819,437 150,989 452,450  67.7 % 

2 1,864,374 390,045 
 

1,132,528  
 

76.8 % 
 

3 429,521 75,225 
 

286,300  
 

80.8 % 
 

4 763,580 
 

136,815 
 

406,132  
 

64.8 % 
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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; 
some recalls included here do not include SSE or other adjustments, because those are forthcoming, and 
the amendments to their corresponding Part 573 documents have not yet been filed .  
***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 Quarterly 
Supplement or the Amended Coordinated Remedy Order. 
 
B. Parts Update 
 
In order to support a continued robust completion rate and launch additional priority groups on time,  

Toyota continues its efforts to ensure a steady supply of replacement parts.  At this time, remedy inflator 

kits are available for all customers in Priority Groups 1-9 and for certain models in Priority Groups 10-12.  

Based on our robust parts supply, Toyota does not anticipate any parts constraints preventing Toyota from 

meeting or exceeding the Priority Group launch deadlines as set forth in 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 

5 619,813 
 

98,038 
 

337,907  
 

64.8 % 
 

6 345,555 44,019 
 

186,243  
 

61.8 % 
 

7 285,815 4,708 
 

157,539  
 

56.0 % 
 

8 264,522 15,407 
 

130,451  
 

52.4 % 
 

9 601,259 0 
 

286,633  
 

47.7 % 
 

10 14,585 0 
 

6,287  
 

43.1 % 
 

11 57,911 651 
 

16,950  
 

29.6 % 
 

12 40,283 526 
 

14,815  
 

37.3 % 
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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 

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. 

 

 

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 
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manner.  This 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 Stage 4 Certified Mail in preparation.  Deployment in early October. 

5-10 Stage 2 Core Outreach began in July 2017 for certain models and 

expanded through May 2018 for additional models 

11-12 Stage 1 Part 577 Letter sent in March 2018 for certain models 

 

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

continued to pilot and adopt new initiatives.  We continue to take these learnings 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 three and a 

half years, we have continued to learn 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 two full years, and this core 

outreach has become the backbone of our overall outreach activities.   

 

After SSE/“other” adjustments, as of September 10, 2018, we are conducting our core outreach activity 

on 1,447,602 VINs in PG1-10.  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.    

 

 

 

 



 
 
 

9 
 

Priority Group Total Outreach Attempts VINs Currently in Core 
Outreach 

1 13,451,600 185,369 

2 25,314,640 286,569  

3 4,678,701 59,446  

4 3,852,842 195,292  

5 3,062,464 162,454  

6 290,086 105,055  

7 365,289 96,468  

8 510,622 92,102  

9 252,446 257,730  

10 6,912 7,117  

All 51,785,602 1,447,602  
 

A. MDL Settlement Special Administrator Program 
 

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.  This transition occurred between March-April, 2018.  As a result of this transition, Toyota is 

conducting the nationwide outreach program for all unrepaired VINs in recalls 15V-284, 15V-285, 15V-

286, 16V-127, 16V-128, 16V-340, 17V-006, and 18V-024 that are not categorized as out of transit or 

repaired, and for which owner contact information is available.  

 

As detailed in our June Quarterly Supplement, the SSA program replicates the core outreach program 

which Toyota was previously conducting and enhances it in several ways.  Toyota is optimistic about the 

opportunity that this program presents to enhance our outreach activities and learn more information 

about what influences owners to have their vehicles repaired.  The SSA has retained a team of 

professionals and vendors with backgrounds in marketing, data management, data analytics, creative asset 

development, communications, and customer service.  Through this team, they are building the capability 

to profile the remaining unrepaired owners, segment them based on available data, determine available 

contact information for those owners, communicate with them in a variety of channels, and analyze their 

responses.   
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B. Settlement Special Administrator Program Updates 
 

Over the past quarter, the SSA and Toyota have been working on several projects which enhance the core 

outreach program.  These projects include:   

• New Segmentation   

• Business Outreach Program   

• Data Sharing and Outreach Feedback 

We are also seeing some initial results from the SSA program which are detailed in the section below. 

 
i. New Segmentation 

 

Toyota has been developing some additional segments of the remaining population to create targeted 

outreach to vehicle owners.  One new segment involves vehicles which are affected by both the Takata 

recall and a second recall involving a risk of unintended airbag deployment.  The combination of these 

two recalls on certain Toyota Corolla and Corolla Matrix vehicles can result in airbag deployment without 

a crash, increasing the possibility of inflator explosion in an affected vehicle.  As a result, Toyota and the 

SSA developed new creative assets to further educate owners about the combined risk of these two recalls 

and urge them to have the free repair performed immediately.  The image below is a sample of one of the 

new creatives. 
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ii. Business Outreach Program 
 

The SSA team has been developing a program to reach out to owners of multiple vehicles, such as a 

business or government entity.  The business outreach program will be run in several segments: 

1. Owners of two or less VINs.  These owners will fall into the normal outreach program, as we 

believe coordination of repair for this quantity of vehicles can be achieved efficiently through the 

existing program. 

2. Vehicles owned by Used Car Dealers.  These owners will be identified through title and 

registration, but also through a new program covered in more detail in section VII.  We will 

conduct outbound outreach to these owners through our business outreach program. 

3. Owners of 3-10 VINs that are not Used Car Dealers.  These owners will receive customized 

outbound outreach to help convince them to have their vehicles repaired and to coordinate the 

repair of the fleet. 

4. Vehicles owned by insurance companies.  We see many vehicles owned by insurance companies 

based on title and registration data.  This portion of the business outreach program is intended to 

verify the vehicle status with insurance companies and verify if they are truly part of a fleet.  In 

some cases, we believe that these vehicles may actually be scrapped or salvage.  The goal of this 

portion of the business outreach program is to either locate vehicles in an insurance company’s 

fleet and repair them, or move them into SSE status. 
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This program has begun for segment 1 and is expected to begin for the remaining segments this fall.  

Toyota and the SSA team will be monitoring the results, and we will report on results in future quarterly 

supplements. 

 
iii. Data Sharing and Outreach Feedback 

 

 

The Data Sharing and Outreach Feedback process facilitates greater accuracy in outreach efforts.  By 

automatically passing updates between outreach and data partners, the most up-to-date information can be 

maintained for outreach and strategy. 

 

Updates to owner information were previously requested on an ad hoc basis, which created the potential 

for outreach efforts to out-of-date addresses or owners no longer in possession of the affected vehicles.  

By cleansing owner data more frequently, Toyota can increase data accuracy and outreach efficiency. 
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iv. Owner Response Results to Date 
 

The SSA program also seeks to increase the measurement of owner response to outreach and analyze 

patterns and correlations between certain creative and outreach channels to owner response and ultimately 

repairs.  Some initial results on owner response from the SSA outreach program are shown below. 

 

Metric Direct Mail Email Outbound Phone 

Deployment Response* to Outreach 

Channels Overall 

3.15% 0.30% 5.98% 

Vehicle Response** to Outreach 

Channels Overall 

5.01% 0.72% 17.25% 

Vehicle Responses that result in Repair 

Appointments 

2.97% 0.46% 6.34% 

 
*Deployment Response is measured based on the 800 number from that communication which the 
owners use to contact the call center.  It measures the total number of responses divided by the total 
number of outreach communications sent within that channel. 
**Vehicle Response is measured based on the 800 number from that communication which the owners 
use to contact the call center.  It measures the total number of responses divided by the total number of 
vehicles that received outreach within that channel, regardless of the number of attempts for a single 
vehicle. 
 

Some initial learnings from the overall metrics are: 

• Phone outreach continues to be effective at prompting the largest owner response and desired 

outcome. 

• The SSA team has noted that email performance is not meeting expectation and has recognized 

that some email deployed may not be reaching owners due to spam filters.  They are investigating 

this with their team to determine a strategy to increase email effectiveness. 

• Direct mail responses have the highest percentage success in converting to an appointment. 

• There is a significant gap between the number of responses, and the percentage of those responses 

that we can convert into repair appointments, especially for outbound phone outreach.  The SSA 

and Toyota teams are planning to investigate in detail the various reasons for this gap and 

determine methods to close this gap. 

 

The SSA team is also analyzing the response rate within channels based on creative deployed.  As an 

example, we have three types of direct mail that have been deployed through the SSA program, and the 

response rate to the different types of creative is shown below. 
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Parts: 

 
 

Hybrid: 
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Non-Branded: 

 
Response to these creatives: 

 

One major learning from the direct mail responses to date is that, although Toyota has had a strong parts 

supply for some time now, the most effective direct mail creative was a simple one that largely 

emphasized the availability of remedy parts.  It appears that some owners may still be unaware that parts 

are available for their vehicles.  Based on this learning, we are beginning to incorporate statements such 

as “Your remedy parts are available now” in all direct mail communications.  We also are seeing a low 

response rate to the non-branded communications compared to the other outreach creative.  Although we 

had hoped to communicate to owners in a different way with the non-branded communications, it does 

not appear that this creative style is working.   

 

Creative Vehicle Response Rate Appointment Rate 

Parts 5.98% 3.67% 

Hybrid 5.05% 3.00% 

Non-Branded 1.21% 0.50% 
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As detailed in our past Quarterly Supplements, Toyota has also included outreach on social media as part 

of our core outreach program through the SSA program.  We have deployed this form of outreach for 

about three months and have seen the following results: 

 

Impressions 9,177,847 

Post Engagements 18,633 

Engagement Rate 0.20% 

Clicks 16,288 

Click Rate 0.18% 
 

This click-through rate has increased compared to our past social media pilots, which is encouraging, but 

the overall engagement through this channel remains low.  The Toyota and SSA team continue to 

investigate how to increase owner engagement through this channel. 

 

Although these preliminary metrics allow us to gain some further insight into owner behavior, they have 

limitations.  One major challenge is that we continue to see some owners who prefer to work directly with 

a dealer, rather than calling the call center for an appointment.  These owners will typically repair their 

vehicles after working with a dealer, but these repairs would not be captured in our response metrics.  The 

SSA team is investigating how we can correlate repair rates with response rates to attempt to account for 

these owners in our response analytics and ensure our outreach strategies account for owners who either 

engage with the call center or go directly to dealers for repair. 

 

Toyota is encouraged by the preliminary results of the program.  Both the SSA team and Toyota feel that 

this sets a strong baseline of performance which we can build upon in an attempt to increase the response 

rates and ultimately, completion rates. 

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

ongoing outreach activities at minimum on a weekly basis.  In addition, we have partnered on several new 

initiatives in the last quarter, including: 

1. Canvassing coordination – SSA is supporting pre-visit notification, creative development, and 

inbound call center support. 
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2. Finding vehicles for sale online – SSA is planning support for outbound outreach to vehicles 

owned by used car dealers located through this process. 

3. State DMV branded letters – SSA has supported the printing and distribution of these letters to 

affected owners. 

 

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 currently actively working on several additional projects, including: 

• Hiring a public relations agency to assist in generating earned media exposure about the Takata 

recalls and drive more awareness by affected vehicle owners. 

• Conducting research through surveys and focus groups to continue to identify better ways to 

reach affected owners and have their vehicles repaired. 

• Based on learnings from surveys and focus groups, SSA plans to investigate mass market paid 

media advertising to increase awareness with affected owners. 

 

Our hope is that these additional efforts will continue to increase awareness of 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 its 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 continued activities that we are exploring as described in the 

sections below, can continue to support our recall momentum and completion rates. 
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V. Dealer Engagement Activities 
 
Toyota has launched and enhanced a number of dealership initiatives, consistent with the Monitor 

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

completions.  This section summarizes these initiatives.   

 
A. Providing Open Recall Owner Information to Dealers 
 
Toyota has now implemented a system 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.    

 

As of September 8, 2018, approximately 1,232 Toyota dealers (99.5%) have access to the un-remedied 

VINs and owner contact information for Priority Group 1-4 vehicles.  In addition, over 98% of those 

dealers accessed the data, signed up for, and participated in a print and email owner notification program 

featuring dealer-branded communication, which began in late November and was completed in March 

2018.    Over 65% of dealers have downloaded their list and are actively reaching out to owners about the 

Takata recall through their business development centers (BDC).  Owner data was made available to 

Lexus dealers in July for un-remedied PG1-4 VINS.  Currently 236 dealers (98% of Lexus dealers) have 

access to these data. 

 

We are targeting October 2018 to release Priority Group 5 and late December-January 2019 to release 

Priority Group 6 vehicle owner data to dealers.   

 

B. New Dealer Creative 
 

The four campaigns shown below will offer dealers 12 direct mail options and 12 email options with low, 

medium, and high intensity messaging to leverage the dealers’ understanding of their local markets.    Our 

expectation is that dealers can use these options to tailor the outreach more effectively as they see fit.   
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Car Talk                                                                         Warning Signs  
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Don’t Gamble                                                       Replace It 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

C. Dealer Outreach using New Creative 
 
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 and potentially life-saving, repair.  Our dealers have 

long been at the forefront for sharing safety messages, because no one knows their local communities 

better.  We are empowering our dealers with more choices for how to best message in their markets.  As 

noted above, we are providing 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, email, and 

social media.    This dealer outreach effort is scheduled to launch in October and follow the schedule 

outlined below.  For each month, the dealer will have the option to choose one of the three creative 

options within that campaign. 

• First round: Priority Groups 1-4 
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• Second round: Priority Groups 1-5 

 

 

 
D. Dealer Repair Events 
 

With help from Toyota, Toyota and Lexus dealers will conduct 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 will be prime opportunities to drive recall awareness, with a major 

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

and Toyota’s goal to repair every affected airbag. 

 

Toyota is creating a playbook for dealerships to use to host local repair events and will be offering tiered 

financial support based on the number of unrepaired vehicles in each dealer’s assigned market.  A pilot 

dealership awareness event was held September 4th-8th at Fitzgerald Lakeforest Toyota in Gaithersburg, 

Maryland.  The dealership sent 800 direct mail pieces to affected owners in their market from Priority 

Groups 1-4 that have an unrepaired vehicle.  Direct mail creative is shown below.  
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The dealership also held a press event in conjunction with their Awareness Week activities, which 

included representatives from NHTSA, Maryland Motor Vehicle Administration, Toyota, and Fitzgerald 

Toyota Dealer Principal, Jack Fitzgerald.  The message was a call to action to Maryland owners of 

vehicles with unrepaired Takata airbags and the need to share this public safety message with others.  

 

   
 
 
E. Ensuring Sufficient Dealer Capacity and Qualified Technicians 
 

Toyota is very conscious of the need to provide adequate dealership capacity, and we understand that 

technician training requirements for performing the Takata recall remedy have a large influence on dealer 

capacity to repair these vehicles.     
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As discussed in the June Quarterly Supplement, Toyota has been developing a new online training for 

Toyota dealer technicians.  This new module was deployed on July 17, 2018.  The new module includes 

content from all current Toyota Takata campaigns.  This will allow technicians with one lower skill level 

than before to perform the repair so long as they have completed and successfully passed the online 

training module.  We expect this adjustment to increase the Toyota technician pool for Takata repairs by 

over 5000 technicians, assuming all eligible technicians complete and successfully pass the online 

training module.  The additional available technicians represent a 44% increase in the number who can 

perform the repair.   

 

F. Missed Opportunity Report 
 

As discussed in the June 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.   

 

The following graphs summarize the results from the Missed Opportunity Report from June - September 

for Toyota and Lexus dealers as it relates to the Takata recalls. 

   

  
 

We are making consistent progress month over month in reducing the missed opportunities.  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.  We have also continuously enhanced the report to 

provide our field teams additional information to investigate and continuously reduce the missed 
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opportunities.  One example of this is the addition of the name of the Assistant Service Manager who 

wrote up the repair order for which a missed opportunity occurred.  This allows our field teams and the 

dealer to identify the point of occurrence for a missed opportunity and investigate each case to determine 

the cause.   

 

Further reduction in missed opportunities will largely depend on what the dealers find as they research 

each case, as some owners may have been unwilling to have the repair completed at the time of the earlier 

service.  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.   

 

The number of missed opportunities are 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.  As we continue to send this report and get feedback from dealers, we will provide 

updates in future quarterly supplements.  

 

G. Repairing Lexus Vehicles at Toyota Dealers in Remote Areas 
 

Toyota has identified certain areas of the United States where Toyota brand dealers are located but no 

Lexus dealers are available.  Due to franchise laws and dealer agreements, Toyota dealers can service 

Lexus vehicles, but they cannot perform warranty and recall work on Lexus vehicles.  In our June 

Quarterly Supplement, we discussed the investigation of a pilot program to repair Lexus vehicles at 

Toyota dealers.  However, due to dealer franchise agreement concerns, this project has been placed on 

hold.  Toyota continues to investigate additional methods of repairing vehicles in remote areas and will 

provide updates on our plans for these vehicles in a future quarterly supplement.   

 

VI. Specialized Outreach 
 

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

For details, please refer to the June Quarterly Supplement. 
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Toyota continues to work through the design and development phases of this program with a targeted 

launch of mid-November 2018.  The chart below outlines the ongoing activities and our current timing 

estimates for the project. 

 

Item Estimated Completion Timing 

Website development, design, and content creation June – October 2018 

Recall API integration August – October 2018 

Call center integration September – October 2018 

Release testing October – November 2018 

Soft launch, start of ambassador recruitment Mid-November 2018 

Ongoing review and optimization of program November forward 

 

B. Certified Mail  
 
Toyota previously piloted and has now begun to expand 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 August 2018, Toyota sent certified mail to all remaining owners in PG1-3 who had not received a 

certified letter previously.  For this round of certified mail, Toyota made a few enhancements to our 

messaging to owners, including: 

• Creating a more personalized letter from a Toyota executive 

• Placing more emphasis on availability of loaner vehicles and pickup & delivery services 

• Making the letter available in 10 languages through online resources.  The 10 languages selected 

were based on demographic data available for the remaining owners in PG1-3. 

• Including a reply card within the letter allowing owners to provide us updated contact information 

or inform us that they no longer have the vehicle 

 

A sample of the creative used for this latest certified mail is shown below. 

Letter 
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Reply Card 
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Language Card 

 
As of September 5, 2018, the results of this mailing are shown in the table below. 
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Total VINs Mailed 485,050 

Delivered 267,839 55.2% 

Undeliverable (Incorrect Owner Information) 42,677 8.8% 

Waiting for Owner to Respond to Notice left 

at their door 

174,534 36.0% 

Repairs for VINs that had Certified Mail 

delivered 

19,677 4% 

 

As we have seen in the past when sending certified mail, a significant increase in the incremental repair 

rate occurs for the model and model years involved as a result of this mailing.  The current repair rate 

trend following the certified mailing is shown below. 

 

 
 

Toyota continues to employ the use of certified mail as part of Stages 4 and 5 of our Outreach Strategy.  

As we transition Priority Group 4 into Stage 4, we are preparing to send certified mail to these owners in 

early October. 

 

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 are currently 

Certified Mail Sent 
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in the process of evaluating 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 separate from the traditional DMV 
sources. 

Data Received – 
Evaluating 

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

Data Received – 
Evaluating 

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

Data Received – 
Evaluating 

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

 

i. Results from Vendor A 
 

Toyota compared undeliverable certified mail addresses with new owner information from Vendor A.   

While each VIN received some type of update from the Vendor A dataset, most significantly, street 

addresses became more specific with the addition of apartment numbers, updating 20% of VINs.  

Other updates included limited updates to name (3% of VINs updated), city (4%), and state (1%). 

 

Type of Change % of VINs Updated 

Owner Name 3% 

Street Address 20% 

City 4% 

State 1% 

Zip Code 75%* 

*Zip Code updates from Vendor A removed values and were considered to be less accurate than the 
original dataset. 
 

Data from Vendor A will now be compared with Vendor B and Vendor C’s results to evaluate which data 

source provides the greatest improvement in address accuracy and how the various sources and vendors 

can be blended together efficiently. 
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ii. Results from Vendor B 

 
Toyota has been partnering with a vendor to develop an address hygiene and data cleansing process based 

on Third-Party Change of Address sources.  Through our certified mail activities, we are obtaining 

additional data on undeliverable mail which allows us to identify additional opportunities for data 

cleansing.  There are two types of undeliverable mail we see from certified mail: 

1. Incorrect Address (the address itself is not correct or incomplete which prevents delivery of the 

mail) 

2. Incorrect Occupancy (the address itself is correct, but the target owner no longer resides at the 

address).   

 

Traditionally, Toyota has used Coding Accuracy Support System (CASS) and National Change of 

Address (NCOA) to cleanse our data.  While these processes are effective, they are not perfect.  Thus, as 

we approach higher rates of recall completion, the remaining vehicles are more and more populated with 

owner data which could not be cleansed by our traditional processes.  As shown in our certified mail 

activities, up to 40% of the owner data for the remaining unrepaired vehicles in PG1-3 may not be 

accurate. Our new data cleansing process involves the following steps intended to supplement our 

existing data cleansing process: 

 

 
 
Toyota conducted a pilot of this process for 45,081 VINs for which certified mail was undeliverable 

during our first two certified mailings.  We found the following results from Steps 3 – 5 of the process 

described above: 

Step 1 Gather owner data and run CASS/NCOA to clean the data.

Step 2 Send certified mail and gather return mail data.

Step 3 Run all return mail through CASS/NCOA again for recent changes

Step 4 Run all return mail through Third Party Change of Address (non-USPS)

Step 5 Identify any address updates through steps 3 and 4.

Step 6 Send certified mail to all new addresses and gather return mail.

Step 7 Repeat process as needed
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Item Count % 

Total Undeliverable 45,081 100% 

    Addresses Corrected or Updated 16,445 36% 

        Mover Updates (NCOA and Third Party) 10,636 23% 

        Address Correction 5,809 13% 

 

Toyota is currently in the process of sending certified mail to the 16,445 new addresses as described in 

Step 6 of our new process.  While the results are still preliminary and delivery of the certified mail is still 

ongoing, as of September 17, 2018, we have seen the following results from this follow up mailing: 

 

Item Count % 

Total New Addresses 16,445 100% 

Certified Mail Delivered 5,863 36% 

Certified Mail Undeliverable 1,705 10% 

Waiting for Delivery 8,856 54% 

Repairs on VINs with Certified Mail Delivered 444 7.6% 

 

Toyota continues to evaluate this process and enhance it as needed.  We are also planning to expand the 

use of this new data hygiene process for the return mail from our certified mail which was sent to all 

remaining PG1-3 owners in August. 

 
iii. Results from Vendor C 

 
Toyota compared undeliverable certified mail addresses with new owner information scraped from 

websites by Vendor C.  Vendor C’s web scraping removed middle initials, but provided more specific 

street addresses (largely apartment numbers – updating 29% of VINs) and zip codes (additional zip code 

digits – updates to 14% of VINs), altogether providing meaningful update to 11% of the undeliverable 

owner dataset.  

 

 

Type of Change % of VINs Updated 

Owner Name 10%* 

Street Address 29% 
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City 8% 

State 3% 

Zip Code 14% 

*Excluding removal of middle initial. 

 

Data from Vendor C will now be compared with Vendor B and Vendor A’s results to evaluate which data 

source provides the greatest improvement in address accuracy and how the various sources and vendors 

can be blended together efficiently. 

 

D. Vehicle Canvassing 
 
As discussed in our June Quarterly Supplement, Toyota has conducted a canvassing pilot in the Miami, 

Dallas, and Los Angeles markets.  This pilot involved 652 unrepaired 15V-284 (2004-2005 RAV4 driver 

air bag inflator) vehicles.  This pilot was launched on November 17, 2017 in the Dallas market and was 

concluded January 28, 2018.  Canvassing was performed on 604 of 652 vehicles.   

 

Toyota is currently preparing a Phase II canvassing activity that will launch in the Fall and will target 

major metro areas in Florida and Puerto Rico.  Metro areas of focus are Tampa, Orlando, Miami, and San 

Juan.  Targeted vehicles and locations include: 

 

Vehicle Tampa Orlando Miami San 
Juan Total 

04-05 
Rav4 213 200 781 791 1,985 

03-04 
Corolla 1,293 1,492 5,618 6,219 14,622 

03-04 
Matrix 390 403 1,066 1,215 3,074 

Total 1,896 2,095 7,465 8,225 19,681 
 

Based on Toyota’s experience with the canvassing pilot earlier this year, we will utilize an approach that 

incorporates the use of certified mail to enhance address quality, followed by unique mailers and door 

hang tag materials.  Owner address quality will be analyzed throughout the program, and adjustments will 

be made to increase the efficiency of the canvassing activity.  During this Phase II activity, Toyota will 

compare two sets of data to further assess repair trends of owners that either have personal interaction 

with a canvassing agent or take action based on the door hang tag only with no personal interaction.  The 
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Phase II activity is expected to launch at the end of September with pre-notifications to owners by mail, 

and canvasser visits beginning in late October. 

 

In addition, we have been aggressively expanding our mobile repair program, explained in further detail 

in section VII.  Currently, we have 28 dealers involved in the canvassing activity in Florida signed up for 

mobile repair through AER.  As a result, we will be offering mobile repair as the primary call to action in 

all creative materials and in canvasser conversations for most of the owners involved in the canvassing 

activity in Florida.  As additional dealers sign up for mobile repair with AER, we will roll out that service 

to additional owners within the canvassing activity as soon as possible. 

 

As sample of the creative material for Phase II is shown below: 

 
Toyota is also evaluating an expanded canvassing strategy for vehicles in Texas and California.  As plans 

for these areas are finalized, we will provide additional details in future quarterly supplements.  
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VII. Supporting Outreach Activities 
 

A. Using Toyota’s Website to Improve Recall Completions 
 
To help owners keep apprised of the status of the recall remedy, 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).  The Toyota recall website provides recall 

lookup, qualification and remedy status for all campaigns, including those involving Takata.  This site 

supports all Toyota-produced vehicles and is linked from sites supporting Sales and Marketing Divisions 

as well as Toyota de Puerto Rico.  This site is accessible from the internet and is optimized for both 

desktop and mobile users.  Spanish language content was added in August 2016.  The site also links to 

Toyota consumer contact centers and owner communities to enable owners to self-update their profiles 

and vehicle identification.  This helps Toyota to attempt to locate owners with improved/current contact 

data.  

 

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

Our data show that 3,917,798 Takata recall VINs were processed through the Toyota.com/recall website 

VIN look-up tool from July 15, 2016 to September 7, 2018.   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 2,384,218.  Thus, of the 3,917,798 VINs processed, 

61% are now complete. 

 

As discussed in our June Quarterly Supplement, we have been developing a new feature on our website 

called “Request a Call” to help improve the connection with owners who lookup their vehicles for recalls.  

When an owner looks up a vehicle and the vehicle has an open recall, an option will appear to request a 

call back at a later time and date of the owner’s choosing.  We hope this will further improve our 

engagement with owners who visit our recall website.  This additional feature was launched on September 

10, 2018. 

 

In addition, we are working with our marketing and web development team to further enhance the design 

and key messaging of the Toyota.com/recall/Takata site.  Our intention is to further educate site visitors 

on the urgency of the Takata recall and the services that are available to them to make it easier to have 
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their free repair completed.  We are planning to further emphasize the following key messages on 

Toyota.com/recall/Takata with both graphics and text: 

• The recall repair is FREE. 

• The situation is URGENT – serious injury or death could result from shrapnel sprayed into the 

cabin when the inflator explodes. 

• Our site is available in Spanish and our agents can speak Spanish and, working with a third-party, 

almost any other language necessary to communicate with owners. 

• The repair is quick and easy for most vehicles. 

• Owners don’t need to wait at the dealership; shuttles, loaner vehicles, or other alternate 

transportation are available for those who need it. 

 

We also intend to have a section of the website dedicated to community engagement, identifying how 

community members can get involved to help members of their community stay safe.  We plan to make 

information brochures and handouts available for download on the site, as well as links to download the 

Airbag Recall App and links to Airbag Recall.com.  We also plan to provide links to our Takata 

Newsroom where interested visitors can find more detail on Toyota’s efforts to contact affected owners 

and increase completion rates for the Takata recall. 

 

Wireframes for the new design of www.Toyota.com/recall/Takata and the new community page are 

shown below.  Toyota plans to implement this redesign in November 2018. 

 

 

 

 

 

 

 

 

 

 

 

Desktop:         Mobile: 
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Desktop:         Mobile: 
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B. “Toyota Active Recall”—A Web Service for Non-Dealer Entities 
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As described in our Recall Engagement Plan and prior quarterly updates, 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.   

 

i. Current Results 

 
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 August 

31, 2018:  

 

Active Recall 

Consumer 
# of VINs Checked 

# of VINs Found 

with Open Takata 

Recalls 

# of Found VINs with open Takata 

Recalls that were Repaired After 

Lookup Occurred* 

Mitchell 1 2,622,409 150,638 93,739 

Revecorp 255,337 13,594 2,394 

 
*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 lookups for which the vehicle was repaired after the lookup by 

vehicle model year for the entire program as of August 31, 2018.  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. 
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We again note that it is difficult to directly correlate VIN searches to recall completions, as there are 

multiple outreach activities now occurring simultaneously.  

 

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 Contract in negotiation 

B Service Information, Diagnostic 
and Estimating Systems 

50K to 100K subscribers Contract in negotiation 

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

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

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

F 
Service Information System and 

Vehicle Marketing Software 

30K to 50K of dealer 

subscribers, millions of 

consumers 

Contract in negotiation 
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iii. Opportunities to Engage IRF’s through Dealer Wholesale Parts Accounts 
 
Toyota is continuing to study additional opportunities to engage IRFs through our dealer network.  Our 

current focus is to increase our dealer/IRF relationships through wholesale parts accounts by adding the 

Toyota Active Recall to the systems used in conjunction with the Toyota STAR Wholesale Parts 

Program, including our Electronic Parts Catalogs.  The STAR program is already designed to integrate 

IRFs and dealers for wholesale parts transactions, and incorporating the Toyota Active Recall into these 

systems will allow users to confirm recall status of VINs when parts are searched and/or ordered.  

Incorporating the Toyota Active Recall into our Electronic Parts Catalogs will also allow for further 

engagement between dealership personnel working with IRFs or “Do-It-Yourself” owners during parts 

purchase transactions outside of the Toyota STAR Wholesale Parts Program. 

 

Toyota is also working with a major collision estimating system provider to incorporate the Toyota 

Active Recall into the Toyota Recommended Repair Procedures Estimating tool.  This tool was 

developed in conjunction with the Toyota Certified Collision department to support collision estimating 

by ensuring the correct OEM parts and repair procedures are identified in the estimate.  

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

vehicles for sale online, and developing 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, 

Ebay Motors, Autobytel, Carmax.com, Carstory, and Craigslist.  Vehicles with open Takata 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.   

 

For an initial pilot, we are identifying open PG1-3 Toyota vehicles for sale on the websites listed above.  

The first report was delivered to Toyota in early September, and a total of 952 PG1-3 Toyota VINs with 

open Takata recalls were identified.  The table below summarizes the results from the first report. 

 

Model 2002 2003 2004 2005 2006 2007 2008 Total 

Corolla  50 85 93 102 122 74 526 

Matrix  16 14 22 28 20 6 106 

RAV4   15 17    32 
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Sequoia 6 12 17 9 19 18  81 

Tundra  25 40 40 102   207 

Total 6 103 171 181 251 160 80 952 

 

Toyota continues to develop processes to share these data with our mobile repair vendor and our dealers 

on a regular basis, and we expect to launch this process in the middle of October 2018.  As additional 

results from this project become available, we will provide them in a future quarterly supplement. 

 
 
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 eliminate the inconvenience barrier, 

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

delivery, and mobile repair where available. 

 

i. 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.   
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Toyota has developed a mobile repair platform through third-party vendor AER Manufacturing.  We 

initially launched the program in the Dallas-Fort Worth market in early May.  Next, the program was 

expanded to the Miami metro area, and the first repair occurred during the first week of June.  Since the 

initial launch in Miami, the program has been expanded to other dealers in the Miami metro to support 

future canvassing efforts. There have been 60 repairs between the two locations as of September 19, 

2018.  

 

Expansion to Houston, Tampa, and Orlando has been under development, and the first repairs in these 

additional cities is expected in the month of September.  Additional expansions to Austin, Jacksonville, 

Los Angeles, and San Antonio is targeted for October.  There have been 32 dealers in Texas and Florida 

that have signed agreements to participate in the third party mobile repair program with AER.  Currently 

we are still working to sign additional dealers in Texas, Florida, as well as in Los Angeles.  AER is 

working to expand their operations into Arizona and other areas in California.   

 
Toyota has also identified an additional third-party vendor to perform mobile repair known as Martin 

Technologies.  The operating process for a mobile repair program with Martin Technologies will be 

modeled after the current process used with AER.  Martin Technologies will allow Toyota to offer mobile 

repair in additional areas where AER is currently not available.  Toyota is working through our business 

procedures to establish this company as a Toyota vendor.  Program launch with Martin Technologies is 

expected in early 2019.  

 

Toyota has also worked closely with our regional office in San Francisco to identify dealers for a pilot 

involving dealer-operated mobile repairs.  Dealer-run mobile repair was initially offered to four dealers in 

this area in late-June 2018.  These dealers have not been able to complete any mobile repairs, but have 

had success in outreach to local used car lots that resulted in repairs being made at the Toyota dealer.  In 

early September the dealer-run mobile repair was expanded in San Francisco to an entire district (nine 

new dealers).  In total there are 13 dealers in San Francisco that have opted into the program.  Expansion 

to the Cincinnati region is under development for further evaluation before availability is offered 

nationwide.  Toyota currently plans to expand dealer-run mobile repair nationwide by late 2018.  
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ii. Puerto Rico Repair-A-Thon 
 

As noted in a previous quarterly supplement, a “Repair-a-Thon” event was held in Puerto Rico August 

17-20 (Thursday-Sunday), 2017 that included all 23 dealers in the Puerto Rico market.  Following the 

success of the first Repair-a-Thon event, a second event was held in Puerto Rico in June 2018.   

 

The repair rate trend was not as strong for the second Repair-a-Thon as for the first, but the month 

following the second event showed and increased rate of repairs.  The graph below shows the repair trend 

before and after the second Repair-a-Thon.  Differences between the first and second Repair-a-Thon 

results may be related to the continued recovery from Hurricanes Irma and Maria in Puerto Rico. 
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Toyota believes that holding these types of events can reduce inconvenience and convince owners to have 

their vehicles repaired.  We also believe that this type of activity can raise awareness about the Takata 

recalls and help reach owners for whom we do not have accurate contact information.  We are continuing 

to benchmark the Puerto Rico activity and develop a process to adapt this type of event for dealers on the 

mainland. 

 

E. Team Member Engagement 
 

We have expanded our outreach efforts by implementing a plan to engage Toyota Team Members.  Team 

Members are being asked to help raise awareness of the Takata recall among their family and friends.  

Toyota has over 37,000 Team Members working in facilities across the nation in 32 states, seven of 

which are in the HAH region.  These Team Members are connected to thousands of people and often 

serve as ambassadors of our brand in their community.  This gives Toyota another avenue to reach out to 

those hard to find owners and encourage them to have the recall remedy performed.  To accomplish this 

goal, we developed an internal video featuring our Chief Quality Officer explaining the importance of this 

recall and how Toyota Team Members can help.  Team Members are asked to download the Airbag 

Recall App or go to AirbagRecall.com to check friend’s and family’s vehicles and find a dealership near 

them to schedule the free repair.  We deployed our Team Member awareness campaign on our main 

campus in Plano, Texas on July 18th and this resulted in 876 Airbag Recall App downloads.   

   
 

In addition to the executive video, we built an internal microsite that contains supplemental videos and 

web links to further educate our Team Members and explain why they should help identify if their 

vehicles, or vehicles of their families and friends, are affected.  Three additional videos are available on 

our microsite for Team Members to view: 
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• Airbag inflator repair video.  Team Members are able to view a brief video of the airbag inflator 

repair, illustrating how quick the repair can be. 

• How to use the Airbag Recall App video.  This video demonstrates how to use the free Airbag 

Recall App to identify if a vehicle is affected.  Once an affected vehicle is found, the video 

further explains how to locate a local dealership that can complete the free repair.   

• “What’s wrong with your airbag?” video by NHTSA. This animated video is available on the 

NHTSA website and explains why this potentially life-threating defect is occurring and how to 

check if a vehicle is affected.  

 

We also included in our microsite a document that briefly covers the following topics: 

• What is the Takata Recall?   This is a brief summary of the important points to know about the 

Takata recall. 

• Why is this Important to You?   This contains a description of what occurs when an inflator 

ruptures. 

• Toyota Priority Group 1-3 Vehicles.  This is a summarized list of affected vehicles and an 

explanation of priority group categories. 

• What Can Toyota Team Members Do to Help?  This contains a link to download the Airbag 

Recall App and steps a Team Member can take if an affected vehicle is discovered.  

 

The document includes references to several of the same videos and web links that are contained in the 

microsite itself.   

 

We also conducted two Team Member Awareness Events at our Plano, Texas headquarters office on 

August 1st and 2nd.  Our message was:   

a. Learn More about the Takata Recall and Win a Prize! 

b. It is the largest vehicle recall in US history, and Toyota Team Members can learn more about it 

this week.   

c. And if you’re already in the know, show the volunteers the Airbag Recall app on your phone and 

spin the wheel to win a prize.  

There were an additional 398 Airbag Recall App downloads over the two days of our Team Member 

activations.  
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We have also provided toolkits for each of our 14 regional offices, 35 Toyota Financial offices, 15 Parts 

distribution centers, and R&D facilities.  We have pushed messages over a communication app to our 

plant facilities and are looking at options for engagement at these locations.   

 

F. Community Engagement 
 

For future outreach activities, we are considering public venues or other large gatherings to raise 

awareness to urge repairs of un-remedied vehicles.   Based on demographic analysis of the unrepaired 

population, Toyota has been partnering with internal Toyota business groups and hosted two events in the 

Dallas area targeting the Hispanic population of unrepaired vehicles to raise awareness about the Takata 

recall in the Hispanic community.  Information brochures and give-a-ways were passed out at each event, 

emphasizing the importance of the Takata recall, how owners can check if they are affected, and how to 

have a vehicle repaired. 

 

Toyota has also begun to investigate how to utilize our existing relationships with philanthropic 

organizations to increase awareness about the Takata recalls.  We have piloted some initial activities with 

one organization and are investigating potential expansion opportunities to other organizations.  This 

method of outreach is another way to reach owners who do not respond to other forms of outreach and to 

explain to them the importance of repairing their vehicles subject to this recall. 
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We have held, and are going to participate in, the following events:  

  
Event Dates Location 
Dia de La Mujer—Woman’s Day Activity March 24, 2018 Dallas, TX 
Buckle up for Life April 28, 2018 Dallas, TX 
Avance’ Latino Street Festival April 29, 2018 Dallas, TX 
NAHJ International Training Conference and Career Fair July 18-21, 2018 Miami, FL 
Fiesta Hermosa Arts & Crafts Fair Sept 1-3, 2018 Los Angeles, CA 
Fiesta Patrias Viva Mexico Sept 7-9, 2018 Chicago, IL 
Latin Culture Carnival Queens Edition Sept 9, 2018 New York, NY 
CHCI Leadership Conference Sept 11-13, 2018 Washington, DC 
Fiestas Patrias at Traders Village Sept 11, 2018 Houston, TX 
Candler Park Fall Festival Sept 29-30, 2018 Atlanta, GA 

Old City Festival Oct 7, 2018 Philadelphia, PA 

Chicago Marathon Oct 7 2018 Chicago, IL 
 
 
During these events, Toyota has and will engage with attendees about the importance of the Takata recall 

and encourage them to check their friends’ and family’s vehicles for open airbag recalls using the Airbag 

Recall App or Airbagrecall.com.  Through these events, just over 900 Takata Airbag Recall App 

downloads have occurred as of September 9, 2018.  Our hope is that these events continue to raise 

awareness about the Takata recall, and we can spread our message about the importance of this recall to 

the Hispanic and local communities through the trusted sources of friends and families of vehicle owners. 

 

Chicago     Hermosa Beach 
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i. National Association of Hispanic Journalist (NAHJ) Training Conference and Career Fair 
 

Toyota launched an awareness campaign in both English and Spanish during the 2018 NAHJ 

International Training Conference and Career Fair.  This event gathers the top Hispanic journalists and 

trainers in the country to create a curriculum and hands-on education to help advance careers and develop 

leaders in journalism.  The conference was held July 18-21 at the InterContinental Hotel in Miami. 

 

Toyota’s presence at the conference centered on its latest safety initiative, the Airbag Recall App (ARA) 

community outreach effort.  Our goal at the conference was to promote awareness among Latino 

journalists and industry professionals about vehicle safety recalls.  The effort’s call-to-action was to use 

their voices to educate owners about the Airbag Recall App and the Airbag Recall website and how to 

check to learn if their vehicles, or the vehicles of their loved ones, are affected by a recall.   

 

Toyota ambassadors educated conference attendees on how to check if their vehicles had recalls by 

passing out flyers, and utilized iPads throughout the conference to demonstrate details about the ARA 

website, encouraging them to download the Airbag Recall App, and showing how easy it is to check 

license plate numbers.  Sixty attendees downloaded the Airbag Recall App and 87 checked their vehicles 

for an open recall.   

 

In addition, Toyota’s Vice President of Product Quality and Service Support gave remarks at the NAHJ 

Closing Gala on Saturday, July 14.  Toyota also enlisted multiple Emmy Award-winning broadcast 

journalist Neida Sandoval to serve as campaign celebrity ambassador.  During the conference, she 

participated in a media day to discuss Toyota’s safety initiatives, such as the Airbag Recall App, 

alongside Gloria Del Castillo of Buckle Up for Life.  They conducted media interviews with Telemundo 

Channel 51, NBC6, Miami Wise, and other local print and online press from Miami. 

 

Also, through our contacts at these events, we continue to leverage additional media coverage in local 

markets.  As of September 9, two news reports aired as a result of our engagement at NAHJ:  

• August 2, 2018  KGBT CBS 4 News:  Carmakers Urge Consumers to Get Recalled Airbags 

Replaced    Brownsville, Texas 

• September 9, 2018  NBC News:  Carmakers Urge Consumers to Replace Recalled Airbags  

Dallas, Texas 
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Earned Media from NAHJ: 

 
 

ii. Buckle Up for Life 
 

As described in our past quarterly supplements, Toyota has been leveraging an existing partnership with 

the Children’s Health organization through a program called Buckle Up for Life to reach owners affected 

by the Takata recall.  Toyota continues to engage with Buckle Up for Life grantees and participants to 

provide further education about the importance of the Takata recall and how to identify if vehicle owners 

are affected. 

 

At a recent orientation for new Buckle Up for Life grantees, Toyota educated the new grantees about the 

severity of the Takata recall and how the grantees can use the free Airbag Recall App to check any 

vehicle for open recalls, including the Takata recall.  Video and print assets were provided to share 

throughout their organizations.  The grantees plan to include the video messages in their educational 

presentations to parents participating in the Buckle Up for Life program.   

 
iii. Check to Protect 

Toyota has joined 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. 
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NSC has a proven track record, having worked on the Click It or Ticket campaign starting in 1996 to 

improve seat-belt use.  Automakers helped to fund the campaign, which quickly became a household 

name because of that support.  

 

The Check To Protect campaign has formed agreements with nearly a dozen state transportation 

departments that have promoted it through web links, posters, videos on monitors in driver facilities, and 

other means.  Also, the National Automobile Dealers Association partnered with the campaign in March, 

emphasizing the importance for all of its member dealers to promote Check To Protect, because it is pro-

safety and pro-business. 

 

NSC will promote Toyota on Check To Protect campaign materials, press releases, and other resources.  

Toyota will have full access to campaign assets and will be included in all strategic meetings regarding 

the campaign.  The Council will organize messaging and multiple live events to help Toyota address 

specific recall awareness needs, such as airbag-related efforts in areas where risk is highest.  

 

Joining this campaign will supplement our current outreach efforts.  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.  

 

G. Video License Plate Recognition (VLPR) Technology Software Project 
 
The VLPR technology software project will focus 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 software is being developed in order 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 at an early design stage to support the safety 

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

leverage this technology. 

  

• Check and Know Concept.  This concept would utilize a stationary camera connected to a PC 

while running this software, along with live screens to display the results of the license plate scan.  

The camera would be set up in a controlled environment, such as vehicles entering a specific 

parking lot at low speeds during an event.  With instant results, both the driver of the vehicle and 
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the individuals running the license place scan at the event would immediately know if the vehicle 

is affected.  Action could then be taken to educate the driver about the recall and get the vehicle 

repaired, either by assisting with dealer appointment scheduling, gathering owner information for 

future appointment scheduling, or conducting an on-site mobile repair. 

• Scan and Tag Concept.  Teams would be equipped with VLPR technology to identify vehicles 

with open recalls where large groups of vehicles congregate.  These teams could be deployed, 

with permission, to large parking lots such as stadiums, malls, amusement parks, airport parking 

lots, etc., where groups of vehicles can be checked quickly using video and VLPR technology.  

Once a vehicle is identified using this approach, a brochure or similar item could be left on the 

vehicle.  This brochure would then encourage the individual to have the recall completed, and the 

individual would be given the information to do so.   

 

For both of these concepts, Toyota intends to utilize a vendor that specializes in event planning to support 

the events.  The vendor would work with each venue to explain the program and receive permission to 

conduct the event.  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 the 

technology, Toyota continues to consider the vehicle owner’s privacy and takes these considerations 

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

facilitate the program should it become viable.  

 

With the above concerns in mind, Toyota aims to pilot the Scan and Tag and/or the Check and Know 

strategy in the fourth quarter of 2018.  Toyota is working with the vendor developing the VLPR 

technology along with a vendor who specializes in event planning to implement a pilot to test the 

technology and the potential effectiveness of these strategies. 

H. Salvage Inflator Recovery 
 

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

a number of 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 August 27, 2018, RAS has recovered 13,557 Takata 

inflators from Toyota vehicles and has located an additional 14,145 inflators to be recovered. (Note: 
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While 13,557 salvage inflators have been recovered, some of these were from vehicles accounted for in 

the SSE population reported in Section VI). 

 

 

 
VIII. 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).  This section updates the June Quarterly Supplement in this 

regard.   

 

A. Text Messaging and Ringless Voicemail 
 

Toyota has explored incorporating text messaging into its outreach programs.  As we discussed in our 

previous quarterly supplements, Toyota conducted a pilot test of text messaging, but we did not see a 

clear indication through this pilot activity that text messaging was an effective outreach technique.  In 

addition, there are concerns about text messaging related to the Telephone Consumer Protection Act 

(TCPA).  We have raised this with the Takata Monitor team and NHTSA, and the trade associations have 

made similar comments on NHTSA’s proposed rulemaking to revise Part 577.  Thus, given the risks of 

this activity and the initial indication of low effectiveness, we have not continued to pilot this outreach 

method at this time.  
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The SSA has a desire to incorporate text messaging into their outreach program, but has similar concerns 

regarding TCPA which they continue to evaluate.  Ringless voicemail and autodialing are also being 

studied for use, but have the same challenges with TCPA.  The SSA’s principal vendor, IHS Markit, has 

been engaging with the FCC and has petitioned to officially allow safety recall outreach under the 

emergency exemption of TCPA.  Toyota is closely monitoring this and supporting the SSA team with this 

effort where we can. 

 

B. Customer Survey to Determine the Most Effective Forms of Communication 
 
Toyota has developed a second survey which was sent to owners who had a Takata recall completed 

between January 2018 and June 2018.  We deployed this survey in early July 2018.  We asked 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 customer’s 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?  

 

One of the key differences in this survey from the first survey Toyota initiated is that this updated survey 

contains additional answer options based on our most recent outreach activities launched since the first 

survey.  Another difference is that survey respondents can select multiple answers regarding what caused 

them to have their vehicles repaired and how they want Toyota to communicate with them about recalls. 

 

In addition, we implemented these same three questions into our on-going vehicle service surveys starting 

on August 1, 2018.   Vehicle service surveys are sent to customers who have had recent service at an 

authorized dealer.   We added an option for the customer to indicate whether their recent service was 

recall-related, and, if so, they are asked the three questions above.  Through this process, we hope to be 

able to obtain a continuous stream of feedback from owners regarding what influenced them to complete 

the recall repair. 

 

Identifying and measuring outreach success is difficult when many outreach activities are occurring at the 

same time.  Toyota believes that surveying owners after a recall remedy is completed could be a way to 

overcome this challenge. 
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Survey Results (based on 1,659 customer who responded to the survey): 

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

A significant majority of respondents indicate that “Mail from Toyota” was the primary driver to 

prompt their action.   

 

 
 

2. To better understand customer’s preference for Toyota to send follow-up communications for 

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

Similar to what prompted owners to take action, mail and email from Toyota are noted as the 

most desired methods of communication.  Phone from Toyota and the dealership ranked higher 

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

recall sooner?  

Toyota has worked diligently to remove barriers that prevent owners from acting.  The responses 

indicate that there are multiple challenges that require unique strategies to be developed, 

publicized, and implemented to overcome these concerns. The most common “other” responses 

included delay due to medical reasons, time off from work, distance to dealership, and not 

understanding the severity of recall.  Parts concerns noted were based on media reports shortly 

after recall launch. 

 

 
 

C. Engagement with State DMVs 
 

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

the Takata recall outreach effort.  The industry is providing DMVs with print and digital assets to educate 

their owners about the Takata recall and its severity.  Some states have displayed this messaging in their 

offices and on their websites.  In addition, some DMVs are partnering with OEMs to send letters to 

registered owners in their states on DMV 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 may impart 

a renewed sense of urgency for some owners.  
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i. DMV Branded Letters 

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

the registered owners with open Takata recalls in their states.  The two states are Louisiana and New 

York.  The partnership with Louisiana was generated through the SSA program, and the New York 

partnership was developed through the OEM’s engagement with DMVs within the Takata Monitor 

working group activity.  In addition, several other states are actively engaging with the industry or in 

discussions to engage with the industry.  There additional states include Florida, California, and 

Michigan.  Toyota hopes to partner with these three additional states on a DMV-branded letter as well. 

 

Since the launch of the Louisiana and New York letters, we have seen the following owner responses 

specifically from the letters as of September 10, 2018: 

 
State Inbound Calls from DMV 

Letter 
Appointments Scheduled 
from DMV Letters 

Louisiana 1,019 592 
New York 3,209 1,909 

 
It is important to note that the owners who responded to the state DMV letters had received other outreach 

and not responded to it.  Based on these results, we plan to continue to support the DMV Engagement 

working group and engage with state DMVs wherever possible.  In addition, we are encouraging the SSA 

team to identify additional opportunities for state DMV engagement. 

 
ii. Engagement with Puerto Rico DTOP and DACO 

 
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 in 2017.  At that time, these offices had little understanding of the severity of the Takata 

recall and the effect on the Puerto Rican population.  Toyota shared details about the severe nature of this 

recall and the higher risk to the Puerto Rican population due to the high heat and humidity conditions on 

the island.  In addition, Toyota demonstrated the relative simplicity and speed of the recall repair for most 

vehicles with a repair demonstration.  This repair demonstration was given to the Secretary of DACO and 

received coverage by local media.   

 

Toyota is planning to continue to develop this relationship with DTOP and DACO.  They will be 

provided with the same print and digital assets that other state DMVs have been provided through the 
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industry DMV engagement activity.  In addition, Toyota plans to approach the DTOP and DACO about a 

jointly branded letter to affected owners. 

 

D. Increasing Awareness with Ride Sharing Services 

 

Toyota has been investigating how to reach large fleets of vehicles owned by ride sharing service 

companies like Uber and Lyft.  Our Social Innovation department has been reaching out to these 

companies and explaining the urgency of the Takata recall and the danger it presents to both their 

customers and their drivers.  Uber has expressed interest in checking the recall status of their drivers’ 

vehicles.  We are also continuing to engage in conversation with Lyft.  We hope to convince these 

companies that the best thing for them, their customers, and their drivers, is to check the recall status of 

their drivers’ vehicles regularly and require their drivers to have recalls completed as part of their safety 

validation process.  In addition, the availability of the batch VIN lookup tool provided by the OEMs 

through Carfax would allow Uber and Lyft to check all of the vehicles registered on their service quickly 

and efficiently.  As our conversations with these two companies continue, we will provide additional 

updates in future quarterly supplements. 

 
IX. Monitor Recommendations 
 
As indicated in the detailed discussion above and the June Quarterly Supplement, 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 8 1 

Dealer Relations 21 15 6 

Private Sector Engagement 5 5 0 

Salvage Parts Recovery 1 1 0 
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X. Summary of Outreach Challenges  

Toyota has explained, in our prior quarterly supplements, 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 September 17, 2018, our outreach 

partner’s call center has been contacted by 13,002 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.   

• 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 40%) of the 

vehicle owner information for the remaining owners in PG1-3 could be incorrect. 

• Natural Disasters Negatively Impacted Outreach Efforts in Key Communities.  Hurricanes in 

2017 affected the repair rates in Florida, Texas, and Puerto Rico.  Some of these areas are still 

recovering from these disasters.  Hurricane Florence, the effects of which are still being felt in the 

Southeast, may also affect recall efforts in those areas for several months. 

 

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 number 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 June Quarterly Supplement, 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 
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summarize a few of these activities mentioned above, we are undertaking locally-targeted PSAs and 

Repair-A-Thon 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 are 

continually looking 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 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 the June Quarterly Supplement, 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 in Spanish).  These data are a preliminary 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 
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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.   

 
XI. 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 

Quarterly Supplement.  Further, our strategy is based on the latest data that we have for the remaining 

population.  This 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 in order to find accurate contact 

information to communicate with these owners.    

 
Based on data available as of September 14, 2018, Toyota provides the following accounting summary 

for Priority Groups 1-3:    
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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 60% 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 30% 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. 
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Group C, representing about 10% 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. 

 
The groupings above are based on the results of certified mail activities to date on a subset of about 30% 

of the unrepaired PG1-3 population.  Toyota intends to validate these estimates by conducting certified 

mailings for all remaining PG1-3 unrepaired vehicles as described above. 

 

It should be noted that the owners within group A, for whom we believe are receiving our 

communications, have likely received an average of over 30 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 

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 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. 
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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 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 lookup 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.   

 
XII. Attachments 
 

A. Excel spreadsheet with additional information on our efforts to implement the Monitor 

Recommendations.  

B. New videos  

C. Media kit 

D. New outreach creative 

E. New dealer creative  



   

Monitor Recommendations

Note: If additional recommendations have been individually received by an OEM they should be added to this listing.

Monitor Recommendation

Status (I = 
Implemented; P = 

Piloted; PA = 
Planned Activity; 

FC= Future 
Consideration; NI = 

Not Implemented Date Implemented

Planned 
Implementation Date 
if Not Implemented Notes

Consumer Outreach and Communication
Social Media I Aug-16
Leverage Customers' Networks PA CY 2018
Streaming Media I Apr-18 Streaming media added to website

Phone Calls and SMS Messaging I Dec-14

SMS messaging does not have further 
planned activities per discussion in the 
Quarterly Supplement. 

Contact Consumers Who Search Their VIN I Jun-18 "Request a Call" implemented

Ease of Website Use  I Dec-14
License plate lookup feature added 
(Feb. 2018)

Outreach Strategy Tracking and Measurability I Aug-18

Ad hoc and ongoing surveys initiated 
to measure owner response to 
outreach.

Use of Multiple Relevant Languages I 2014

Marketing Partnerships I Mar-18

Established a marketing partnership to 
developed additional outreach assets, 
promote Takata recall awareness, and 
engage owners at community 
gatherings and events.

Dealer Relations
Dealer Incentives PA CY2018
Policies or Compensation for Used Car Operations PA CY2018
Dealer Rental Policy I Dec-14
Priority Service PA CY 2018
Ensure Dealer Recognition and Accountability I Mar-18
Provide Dealers with Customer Data. I Nov-17
Leverage Dealers to Collect Additional Customer Data

I Apr-18

Created process for dealers to identify 
when provided customer information 
is inaccurate.

Provide Dealers with Messaging I Nov-17
Expand Dealer Reimbursement Policies

I May-18

Toyota is offering reimbursement for a 
variety of services to address customer 
inconvenience such as towing, loaner 
vehicles, pickup and delivery, and 
mobile repair.

Engage with Wholesale Auctions
PA CY 2018

Partnership with FCA / Manheim 
under development

Evaluate Technician Training Requirements I 2016
Host Dealer Best Practices Roundtables I Dec-17
Create a Plan for Recall Completion that Includes 
Dealers I Nov-17
Engage the Dealer Council, Dealer Advisory Boards, or 
other National Networks of Dealers PA CY2018
Utilize Dealers to Understand Local Markets I Nov-17
Provide Dealers with Tools They Can Use to Engage 
Owners I Nov-17

   



   

Monitor Recommendations

Note: If additional recommendations have been individually received by an OEM they should be added to this listing.

Monitor Recommendation

Status (I = 
Implemented; P = 

Piloted; PA = 
Planned Activity; 

FC= Future 
Consideration; NI = 

Not Implemented Date Implemented

Planned 
Implementation Date 
if Not Implemented Notes

Encourage Dealers to Form Relationships with Local 
Mechanics, Oil Change Shops, Tire Stores, DMVs, and 
Safety Offices PA CY2018
Use dealer representatives to educate these businesses 
about the Takata recall

I Feb-18

Awareness materials made available to 
all dealers to share with other 
businesses and community 
organizations they interact with.

Encourage Dealers to Form Relationships with Used Car 
Dealers, Buy-Here-Pay-Here Lots, Auctions, and Salvage 
Yards

P Jul-18

Created a pilot in San Fransisco to 
conduct mobile repair at local used car 
dealers and auctions.  Evaluating 
results and timing for expansion.

Monitor Dealers, Conduct Surveys, and Establish a 
Dealer Feedback Mechanism I Dec-17
Offer Mobile Repair Service I May-18
Private Sector Engagement
Vendor Communication I Sep-17

National and Local Used Car Companies I Sep-18

Identifying vehicles for sale online and 
providing dealers with pickup and 
delivery reimbursement to eliminate 
repair barriers for used car dealers.

Fleet, Business, and Government Owners I Sep-18

Launched a comprehensive business, 
fleet, and government owned vehicle 
outreach program through the SSA 
program

Independent Repair Facilities I Oct-16

Additional Targeting of Used Vehicle Sales I Sep-18

Partnered with a vendor to target 
online sales of Takata affected 
vehicles.

Salvage Parts Recovery
Employ Vendors to Retrieve Parts I Jul-17
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• Sharp metal fragments could spray directly 
at the driver and passengers if these 
defective airbags deploy.

•  19 automakers are affected by this recall, 
and according to NHTSA, these incidents 
have tragically claimed over a dozen lives. 

•  This is an urgent safety recall and the repair 
is FREE and easy.

WHY IS THIS IMPORTANT  
TO YOU?

• The National Highway Traffic Safety 
Administration says there will be 65-70 
million defective Takata airbag inflators 
recalled by 19 automakers by the end of 
2019. 

•  As of December 2017, these dangerous 
airbag inflators are currently installed 
in approximately 34 million unrepaired 
vehicles. It’s possible that you or someone 
you may know is driving an affected vehicle.

WHAT IS THE TAKATA 
RECALL?

• Download the free Airbag Recall app. 
App Store | Android

•  Using the free app, check the vehicle to 
see if it is affected.

•  If the vehicle is affected, the owner can 
find a local dealer that can perform the 
FREE repair using the app.

• Toyota, Lexus, and Scion owners can also 
call 1-888-270-9371 for assistance in 
making a FREE repair appointment.

HOW DO YOU FIX  
YOUR AIRBAG?

• These defective airbags degrade over time, 
especially in areas of the country with high 
temperature fluctuation and high absolute 
humidity. 

 •  As time passes without the vehicle being 
repaired, owners are at an increased risk of 
serious injury or even death.

REACHING OWNERS 
OF OLDER VEHICLES IS 
ESPECIALLY IMPORTANT

For more information, see a list  
of affected vehicles by manufacturer.

WHAT YOU NEED TO KNOW
ABOUT THE TAKATA RECALL

https://www.toyota.com/recall
https://itunes.apple.com/us/app/airbag-recall/id1225620929?mt=8
https://play.google.com/store/apps/details?id=com.abrmobileapp&hl=en
https://www.nhtsa.gov/equipment/takata-recall-spotlight#consumers-vehicles-affected?%20
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RECALL IMPACTS ON THE  
U.S. HISPANIC MARKET

Data Show Hispanic Owners Account for Nearly a Quarter  
of Unrepaired Vehicles in Florida, Texas, California
Toyota conducted a demographic analysis of the top twenty zip codes with unrepaired vehicles in Texas, 
Florida, and California. The focus of the demographic study was language, because we wanted to 
determine the best approach to communicate with owners in these priority areas. The data showed the 
percentage of languages spoken after English in each zip code. Behind English, we found that Spanish 
was by far the second most-popular language. 

• Available demographic data show 23% of remaining   
 unrepaired vehicles are owned by Hispanics.

•  We are educating Spanish speakers about the potential 
for death or serious injury as a result of this safety defect 
and encouraging them to bring in their vehicles to a local 
authorized dealer for immediate repair.

•  We continue to reach out to all the involved vehicle owners 
to make sure they are aware of this recall. We have worked 
with our suppliers to obtain a sufficient supply of remedy 
inflator kits.   

•  As recall campaigns progress, we are contacting vehicle owners 
in many different ways: using first class mail, postcards, certified 
mail, email, phone calls, and social media.

•  We are striving to make this recall remedy easy and 
convenient, including emphasizing to vehicle owners 
that the repair is FREE and takes about an hour for 
most vehicles.  To that end, we are offering alternate 
transportation during the repair, towing to the dealership, 
or vehicle pickup at no cost to the vehicle owner.  

•  We are piloting many new outreach methods and 
collaborating with stakeholders from across the 
automotive industry to develop unique and innovative 
solutions in an effort to locate and repair as many 
involved vehicles as possible.

For an informational video on the repair process, click here. 

To view Toyota's quarterly report to NHTSA for Takata recalls, click here.   

To look up if a vehicle is affected, click here.  

To view Toyota's outreach strategy for Takata recalls, click here. This includes examples of Spanish only outreach.

https://www.toyota.com/recall
http://pressroom.toyota.com/video_display.cfm?video_id=36841
http://corporatenews.pressroom.toyota.com/releases/toyota+quarterly+supplement+for+takata+recalls+june+2018.htm
https://www.toyota.com/recall/takata
http://corporatenews.pressroom.toyota.com/releases/toyota+outreach+strategy+for+takata+recalls.htm
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TOYOTA SPOKESPEOPLE  
FOR THE TAKATA RECALL

NAHJ 2018 Presenter
TOM TRISDALE
Vice President of Product Quality and Service Support
Toyota Motor North America

Tom Trisdale is vice president of product quality and services support for 
Toyota Motor North America (TMNA) located in Plano, Texas. In his role, 
Trisdale oversees customer quality services, dealership service readiness 
and technician training. 

  
Previously, Trisdale served as general manager of customer quality 
services responsible for the identification and resolution of product quality 
concerns involving vehicles operating in North America and built by Toyota 
for export to other markets.

Trisdale joined Toyota in 1993 as a curriculum developer in Toyota’s 
technical training department. Over the course of his career with Toyota, he 
progressed through a series of positions in after sales and TMNA’s quality 
division in support of service technology, diagnostics and quality systems.

A native of Helena, Montana; he received his Bachelor of Science degree in 
automotive technology and a Master’s degree in vocational education from 
Montana State University. Trisdale serves on the Board of Directors for the 
National Institute for Automotive Service Excellence. 

Toyota Media Contact
TANIA SALDAÑA 
Advanced Technology Communications 
Toyota Motor North America

Email: Tania.Saldana@Toyota.com  
Mobile: 859-815-9968

https://www.toyota.com/recall
mailto:Tania.Saldana@Toyota.com
tel:8598159968
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