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R E: T akata“ GettheW ord O ut” Consum erO utreachCam paign

Follow ingthesigningoftheConsentO rderw ithN HT S A onM ay 18,2015,T KHoldingsInc.(“ T akata” )consultedw ithits
autom akercustom ersanddevelopedaplantohelpm axim izecom pletionratesforallrecallsinvolvingT akatafrontal
airbaginflators. T hism em orandum outlinestheproposed plan. A separatepresentationprovidesadditionaldetailonthe
proposal,includingadvertisingandw ebsitem ockups.

S eparately,asdiscussedw ithN HT S A,T akataiscoordinatingw iththeInsuranceInstituteforHighw ay S afety onapotential
directm ailingtoaffectedvehicleow ners. T hisadditionalinitiativeisdescribedbelow .

O verview ofP roposedA dP lan

T heattachedpresentationdetailsaproposedphased,scalabledigitaladvertisingcam paignthatw ouldenableT akatato
m oveforw ardrapidly onadvancingpublicsafety andsupportN HT S A’sgoalofincreasingrecallresponserates. T he
cam paignw illfeaturevariousform softargetedadvertisem entsthatw oulddirectconsum erstoacentralizedrecall
w ebsite,w herethey canclickthroughdirectly toautom akerrecallpagesorN HT S A’ssafercar.govpagetogetgeneral
inform ationabouttherecalls,entertheirVIN num bertoseeifthey areaffectedand,ifso,findouthow togettheir
airbagsreplaced. T hecam paignw illproceedinthreephases,w ithaninitialfocusonpriority regionsofhighabsolute
hum idity. T hecom pany w illaugm entpaidadvertisingw ithpresscoverage,socialm edia,andotherinitiativestofurther
increaseconsum eraw arenessoftherecall.

T hecam paignisdesignedtoaddresspotentialconsum errecall“ fatigue” by reachingvehicleow nersthroughnew ,digital
m edium sandw illunderscoretheim portanceandurgency oftherecalls,particularly inhighhum idity regions. Asdetailed
below ,w ehavehaddiscussionsw ithalloftheaffectedO EM sandareunaw areofany O EM currently conductingasim ilar
digitalm ediacam paign. (Hondaconductedatargeteddigitaleffortearlierthisyearw ithfavorableresults,butour
understandingisthatthecom pany currently isfocusedondirectoutreachtovehicleow ners).

Im portantly,T akata’sdigitaladvertisingcam paignw illdeliverm easurableresults,enablingT akatatom akereal-tim e
adjustm entsbasedonperform ance. T hecam paignw illbeginw itha30-day testphase,duringw hichT akataw illm easure
theperform anceofvariousaddesignsandcopy,anddeterm inew hichsitesareproducingthehighestengagem entand
“ click-through” rates. T akataw illrefinethecam paignandm akeadjustm entsasneeded onanongoingbasis. T akataw ill
providem onthly reportstoN HT S A andO EM sthatsum m arizekey data,findings,andadjustm entstostrategy.
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How theCam paignW orks

T akataw ouldlaunchanadvertisingcam paignacrossm ultipledigitalchannelssim ultaneously inordertogenerate
m axim um exposuream ongim pacteddriversintargetedregions. T hecam paignw illusepopulardigitalplatform s,
includingGoogle(display adsw illappearforcertainkey searchw ordsandunrelatedsearches),regionalonline
publications,T w itter,andFacebook. Advertisem entsw illbedeliveredtom obiledevicesasw ell. S electadvertisem ents
w illbeinEnglishandS panishbasedonthepublication.

W ithapproval,w ew ouldliketoincludeN HT S A’slogoontheadvertisem ents. Consum ersm ay behesitanttoclickona
banneradifthesponsorisnotclearorrecognizable. W ebelievetheadditionoftheN HT S A logow ouldlendcredibility
andincreaseconsum ercom fort.

Banneradsw illdirectpeopletoacentralizedrecall-w ebsite(w w w .airbagrecall.com ),w hichw illbebuiltspecifically for
thiseffortandhostedby T akata. T hew ebsitew illprovidedirectlinkstoO EM -specificrecallw ebsitesandalinkto
N HT S A’ssafercar.govw ebsite. T hew ebsitealsow illcontainanFAQ ontherecallsandim portantdriverinform ation.

Copiesofthebanners,includingadvertisem entsw ithandw ithouttheN HT S A logo,andw ebsiteareincludedinthe
attachedpresentation.

T hreeP hasesofCam paign

T hecam paignw illproceed inthreephasesthatarebased generally ongeographicregionsoutlinedintheDIR s.

 P hase1 oftheplanw illtargetthehighestpriority geographicregions(11 states/territories):Florida,P uertoR ico,U .S .
VirginIslands,Haw aii,theO utlyingU .S .T erritories,T exas,L ouisiana,Georgia,S outhCarolina,Alabam a,and
M ississippi.

 P hase2 oftheplanw illexpandtheadvertisem entstoadditionalstatesintheU .S .:California,O klahom a,N orth
Carolina,Virginia,Arkansas,Kentucky,T ennessee,Illinois,Delaw are,M aryland,M issouri,O hio,Indiana,N ew Jersey,
W estVirginia,W ashingtonD.C.,Kansas,P ennsylvania,W ashington,M assachusetts,Connecticut,M ichigan,N ew York,
R hodeIsland,O regon,Iow a,andN ebraska.

 P hase3 oftheplanw illincludebroaderadvertisingonanationallevel.

T hephasedadvertisingapproachisconsistentw iththeprioritizationofthereplacem entofinflatorsinaccordancew ith
testingresultsto-date. T hisapproachalsow illhelpensuretheavailability ofreplacem entkitsinareasw here
advertisem entsarerunning.

Asyou know ,theDIR forS P Ipassengerairbaginflatorscontem platesaphasedrem edy basedonage,notgeographic
region. How ever,giventheim portanceofensuringavailability ofreplacem entkits,potentialconsum erconfusionthat
couldbecausedby runninganationalcam paignfocusedononetypeofinflator,andtestingthatcontinuestoshow the
prim ary roleofexposuretopersistentconditionsofhighabsolutehum idity totheinflatorruptures,w ethinkthephased
geographicapproachfortheadvertisingcam paignisappropriate.

M easurableR esults

T hecam paignw illberegularly m onitored,andw illbeoptim ized,enhanced,andm odifiedonanongoingbasistoensure
thatT akataisreachingthetargetaudience. T hecom pany w illtrackvisitorstoitscentralizedw ebsite,andaddiagnostics
w illhelpcaptureasm any driversaspossibleby shiftingbudgetstotopperform ingsites. M easurablem etricsinclude:

 N um berofim pressionsby platform andlocation(bannerads,Google,Facebook,etc.);

 N um berofpeoplew hohaveclickedonadvertisem ents,includingvariousversions,onm ultipleplatform s;

 M osteffectiveadvertisem entatgeneratingclicks;
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 W ebsitesdrivingthem osttraffictoairbagrecall.com ;

 N um berofpeoplew hoclickedN HT S A logodirectinguserstoentertheirVIN ;and

 W hichcarlogoisgeneratingthem ost“ click-throughs.”

Coordinationw ithO EM s

T hecam paignisdesignedtoaugm entandsupporteffortsby O EM stoincreaserecallcom pletionrates. T akatahasm et
w ithO EM representativestodiscussideastoincreaserecallcom pletionratesandT akata’s“ GettheW ordO ut” digital
advertisingproposal. Basedonourdiscussions,w edonotbelieveany oftheaffectedO EM scurrently areengagedin
digitaladvertisingintheU .S .relatedtovehiclerecallsontheairbagm atter. W estrongly believethatthiscam paignw ould
com plem enttheirow neffortstom axim izerecallrates,w hichareprim arily focusedondirectoutreachtovehicleow ners.
T heproposalincorporatesO EM feedbackonad copy andonthecentralrecallw ebsite.

AccordingtotheO EM s,theirm osteffectiveform ofoutreachhasbeendirectm ailings. O therdirectoutreachinitiatives
m entionedby O EM sinclude“ robo” calling,predictivedialing,asw ellasem ailandtextalertsw hencontactinform ationis
available. Asannouncedearlierthisyear,Hondaalsohasusedradio,print,anddigitaladvertisingtoraiseaw arenessof
therecall,w ithgoodsuccess. W eunderstandthatthey havenotlaunchedthenextphaseofdigitaladvertising,andw e
w illcoordinateclosely w ithHondatoensurew earecom plem enting– notduplicating– theirefforts.

O EM salsoindicatedthatthey haveexperiencedaspikeinrecallcom pletionratesduringperiodsofheightenedm edia
attentionontherecall. T akataw illissueapressreleaseannouncingthelaunchofthecam paign,andreachouttolocal
m ediatodrivepresscoverage. Inaddition,T akataisdiscussingw ithautom akersthepossibility ofacoordinatedm ailing
thatdirectly referencestheadvertisem ents,w hichw ebelievew illlendbothcredibility andincreasedattentiontothe
cam paign.

Basedondiscussions,m ostO EM saresupportiveoftheproposeddigitaladvertisingplan,althoughsom ehaveexpressed
concernabouttheavailability ofreplacem entpartstom eettheincreaseddem andgeneratedfrom thecam paign. W e
w ouldw orkinclosecoordinationw iththeO EM stoensuretheavailability ofreplacem entkitsinregionsw heredigital
advertisingisbeingtargetedatany giventim e.

[

]

T im ing

W ithN HT S A’sapproval,thecam paigncanbelaunchedw ithinapproxim ately threew eeks,pendingfinalapprovalofad
copy anddesign,andcoordinationw ithO EM sonfinaldetails. W ealsow ouldneedtoensuresupply ofreplacem entkits
inareasw hereadsw illruninadvanceoflaunchingthecam paign.

A utoInsuranceM ailing

Asdiscussedw ithN HT S A,T akatahasreachedouttotheInsuranceInstituteforHighw ay S afety ("IIHS ")toproposeadirect
m ailingtoaffectedautoinsurancecustom ers. W eunderstandthatIIHS autoinsurancem em berscoverapproxim ately
85% oftheU .S .m arket.

U ndertheproposal,IIHS w ouldassistincoordinatingam ailingby insurersthatw ouldencourageaffected policyholdersto
respondtotherecalls. W ithN HT S A’sapprovalandpossibleinvolvem ent,IIHS oritsm em bersw ouldneedaccesstothe
relevant17-digitVIN sforvehiclescovered by eachapplicablestageoftherem edy program .

CONFIDENTIAL
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T akataw illseektow orkw ithS tateDM VsinZone1 S tatestoseeifasim ilardirectm ailingfrom DM Vsispossible.

* * *

W elookforw ardtodiscussingtheseinitiativesatyourconvenience.
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Overview 

 This presentation details a phased, scalable and measurable digital advertising campaign by TK Holdings Inc. (“Takata”) 
designed to maximize airbag recall completion rates.   

 Takata has had multiple discussions with OEM representatives on ideas to increase airbag recall completion rates and this 
campaign is designed to augment and support their efforts.  

 Campaign will: 

1. Further raise awareness of the recalls and keep the issue “top of mind” among drivers as media coverage decreases;  

2. Enable vehicle owners to quickly determine if they are affected and, if so, how they can get their airbag inflators replaced; and 

3. Help raise completion rates through a comprehensive outreach plan that addresses all affected vehicle manufacturers.  

 Advertisements will drive consumers to a central website where they can click through to individual OEM recall pages or 
NHTSA’s safercar.gov VIN number lookup page. 

» Results from the initial 30-day test  phase will be used to inform and perfect the campaign.   

» Different banner, search engine and mobile ads will be tested.   

» Ads and central website will be in English and Spanish. 

» Strong focus on delivering measurable results.   

 The campaign will be supported by an aggressive public relations “earned media” and social media campaign that will help 
further drive awareness.  

 We are seeking to obtain NHTSA’s support for the plan. 

» We would like NHTSA’s approval for use of its logo on ads, which will add creditability to the campaign and increase participation. 

» Coordination with NHTSA and OEMs will be needed to ensure the availability of replacement kits in regions where digital advertising is being 
targeted at any given time.  

 Separately, as discussed with NHTSA, Takata is coordinating with Insurance Institute for Highway Safety on a potential direct 
mailing to affected vehicle owners.  This additional initiative is described on Slide 23.   
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Digital Campaign Strategy 

 Launch “zip code targeted” advertising campaign across multiple digital channels simultaneously in order to 
generate maximum exposure among impacted drivers across targeted regions.   

» Phase 1 will target the highest risk geographic regions (11 states/territories). 

» Phase 2 of the plan will scale-up the campaign, consistent with Takata’s DIR reports, and expand the advertisements to additional 
states in the U.S.  

» Phase 3 of the plan will include broader advertising on a national level, additional social media outreach and other communication 
efforts.   

 Takata will leverage opportunities to amplify the message through earned media to further increase awareness and 
recall efficacy. 

» Takata will drive coverage of the campaign through media outreach. 

» Company is discussing potential mailings with OEMs to further increase awareness of campaign and the recall.   

 Broad platform of digital channels will be used, e.g.: 

» Google/Bing/Yahoo!: text ads will appear for certain key search words (“recall”, “Takata airbag”, etc.) and unrelated searches. 

» Online Publications: regional publications in impacted areas will include display ads.  

» Facebook/Social Media: targeted ads to users most likely affected by recall. 

 Ads will direct people to centralized recall-website (www.airbagrecall.com), and will include: 

» Links to OEM-specific websites where they can easily find information on their particular vehicle. 

» Link to NHTSA’s safercar.gov website and relevant NHTSA information. 

» A FAQ on the recall and important driver information. 

» The Takata logo clearly displayed on the each page, which was discussed with OEMs. 

 Centralized website and ads will be in English and Spanish in order to maximize reach. 
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Phased Ad Rollout 

U.S. Virgin 
Islands 

Puerto Rico Hawaii 
Outlying 
U.S. 
Territories 

Phase 1 

Phase 2 

Phase 3 

PHASE 1 STATES:  
Florida, Puerto Rico, U.S. 
Virgin Islands, Hawaii, the 
Outlying U.S. Territories, 
Texas, Louisiana, Georgia, 
South Carolina, Alabama and 
Mississippi 

PHASE 2 STATES:  
California, Oklahoma, North 
Carolina, Virginia, Arkansas, 
Kentucky, Tennessee, Illinois, 
Delaware, Maryland, Missouri, 
Ohio, Indiana, New Jersey, 
West Virginia, Washington 
D.C., Kansas, Pennsylvania, 
Washington, Massachusetts, 
Connecticut, Michigan, New 
York, Rhode Island, Oregon, 
Iowa, and Nebraska 

PHASE 3:  
National 
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Digital Campaign Implementation 

The digital advertising campaign will be simultaneously deployed to reach vehicle owners across a variety of 
news outlets and other websites in and around the target regions. 

Search engine 
marketing 

Social media 
marketing 

News + Display Mobile 
Content 

Integration 
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Digital Ad Content and Creative – Version 1 (with NHTSA Logo) 
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Digital Ad Content and Creative – Version 1 Mockups  

Miami Herald Google 

Facebook 
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Digital Ad Content and Creative – Version 2 
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Digital Ad Content and Creative – Version 2 Mockups  

Miami Herald Google 

Facebook 
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Digital Ad Content and Creative – Version 3 
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Digital Ad Content and Creative – Version 3 Mockups  

Miami Herald Google 

Facebook 
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Digital Ad Content and Creative – Version 4 (with NHTSA Logo) 
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Digital Ad Content and Creative – Version 4 Mockups  

Miami Herald Google 

Facebook 
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Digital Ad Content and Creative – Version 5 
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Digital Ad Content and Creative – Version 5 Mockups  

Miami Herald Google 

Facebook 
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Digital Ad Content and Creative – Version 6 (Spanish) 
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Digital Ad Content and Creative – Version 6 Mockups  

Miami Herald Google 

Facebook 
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Digital Ad Content and Creative – Mobile Ad Mockups 
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Takata Recall Website – Mockup* 
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Takata Recall Website – Mockup (Spanish Version) 
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Measurable Results 

 The ad campaign will be regularly monitored, and will be optimized, enhanced, and modified to ensure that we are 
reaching the target audience. 

 We will provide monthly reports that will summarize key data, findings, and proposed adjustments to strategy if 
needed. 

 Digital campaign will continually track visitors to our website.  

 Ad diagnostics will help capture as many drivers as possible by shifting budgets to top performing markets and 
demographics. 

 Metrics used to assess effectiveness include, but are not limited to: 

1. Number of impressions by platform and location (banner ads, Google, Facebook, etc.); 

2. Number of people who have clicked ads, including various versions, on multiple platforms; 

3. Most effective ad at generating clicks; 

4. Websites driving the most traffic to airbagrecall.com; 

5. Number of people who clicked NHTSA logo directing users to enter their VIN; and 

6. Which car logo is generating the most “click-throughs”. 
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Additional Initiative: Auto Insurance Mailing 

 Takata has reached out to the Insurance Institute for Highway Safety ("IIHS") to propose a direct mailing to affected 
auto insurance customers.  We understand that IIHS auto insurance members cover approximately 85% of the U.S. 
market. 

 Under the proposal, IIHS would assist in coordinating a mailing by insurers that would encourage affected 
policyholders to respond to the recalls.  

 With NHTSA’s approval and possible involvement, IIHS or its members would need access to the relevant 17-digit 
VINs for vehicles covered by each applicable stage of the remedy program. 

 Takata will seek to work with State DMVs in Zone 1 States to see if a similar direct mailing from DMVs is possible. 



24 

APPENDIX 
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Appendix: Proposed Ad Campaign Report 

Digital Marketing Campaign 
August 1 – August 31 

Airbagrecall.com  
August 1 – August 31 

Unique Visitors Total Clicks to NHTSA Total OEM Clicks 

45,005 9,578 4,722 

• CNN was the most effective at driving users to airbagrecall.com 
• 30,000 users have clicked the NHTSA logo vs. 20,000 for the most clicked OEM logo 

Visitors by Platform 85% 15% 

Total Impressions 
1,749,392 

Click Throughs 

34,987 
Click Through Rate 

0.20% 

MOBILE DESKTOP 

Industry Standard: [XX] 
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