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I, John D. Buretta, as Independent Monitor of Joyson Safety Systems, TK Global
LLC (“Takata”) and the Coordinated Remedy Program (the “Monitor”), submit this report to
describe the current state of the Takata recalls, pursuant to Paragraph 42 of the Consent Order,
dated November 3, 2015, issued pursuant to the authority of the National Highway Traffic Safety
Administration (“NHTSA”) and agreed to by Takata, and as amended as of May 4, 2016, and
pursuant to the Coordinated Remedy Order, dated November 3, 2015, as amended by the Third
Amended Coordinated Remedy Order, dated December 9, 2016 (the “ACRO”).
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I.

INTRODUCTION

This report provides an update on the present state of the Takata recalls. Over the
past year, most affected vehicle manufacturers continued to make substantial progress in repairing
vehicles. In 2019, an additional seven and a half million defective inflators were repaired,
bringing the total number of repairs to more than 36 million, a total far above any previous
automotive recall. Over the last year, completion percentages have increased approximately seven
percentage points for the oldest and generally the highest risk vehicles in Priority Groups 1 1-3 and
13 percentage points for Priority Groups 4-10 vehicles. Eleven affected vehicle manufacturers are
reporting total completion percentages of at least 70%, four are reporting completion percentages
above 80% and one is reporting above 90% for Priority Groups 1-9. These impressive results
have been achieved through innovation by individual vehicle manufacturers, collaboration within
the automotive industry, and formation of new partnerships with third-party stakeholders such as
state DMVs.
However, the Takata recalls, now in their fourth year, continue to pose new and
unprecedented challenges. As of January 2020, approximately 15.9 million recalled Takata
inflators remain unrepaired, including those recently recalled as a result of the final phase of
planned expansion of the recall. Many of the remaining vehicles in the field are older and
inherently more difficult to reach. Affected vehicle manufacturers have learned that, at this stage
in the Takata recalls when repairs have exceeded 60%, over half of remaining vehicle owner
contact information based on registration data can be incorrect. This report focuses on strategies
that have been, and are being, developed to successfully complete repairs on these harder-to-reach
vehicles.

NHTSA categorizes vehicles under recall into “Priority Groups” corresponding to the risk to vehicle occupants based on an inflator’s age,
exposure to heat and humidity, whether the inflator is a driver- or passenger-side airbag and other factors. Additional inflator testing has identified
certain inflators, within specified manufacturing ranges, that show increased risk of rupture irrespective of priority group classification.
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Greater use of mobile repair is possible. To date, mobile repair accounts for less
than 0.4% of all completed Takata repairs, despite its popularity among affected vehicle owners.
Mobile repair is currently only available in limited markets, with the capability to reach at most
20% of the remaining unrepaired affected vehicle owners. In these markets, demand for mobile
service outstrips supply. Greater success is achievable by scaling these programs.
Many other vehicle owner accommodation programs, such as extended dealerservice hours, vehicle pick-up and drop-off services, ride-sharing services and dealer shuttles are
also available at some, but not all, franchised dealers. Generally speaking, affected vehicle
manufacturers do not track which dealers offer which of these programs, and, thus, are not able to
proactively communicate to affected vehicle owners regarding the availability of accommodations.
If accommodations are included in outreach materials at all, affected vehicle manufacturers often
use generic and qualifying language, such as “alternative transportation may be available.” Other
accommodations, such as the provision of loaner vehicles, might be available nationally, but
franchised dealers often have a limited number of vehicles available, which results in a backlog in
scheduling for vehicle owners that require a loaner vehicle. As many affected vehicle
manufacturers enter the fourth year of the Takata recalls, these escalated techniques are most
effective when pursued in combination with one another and scaled to reach the entirety of the
remaining affected vehicle population.
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Manufacturers could provide support to their franchised dealers by persistently and
consistently relaying pertinent information and ensuring that dealers fully understand the
information being relayed. Affected vehicle manufacturers may also monitor how their franchised
dealers communicate with vehicle owners and handle Takata recall repairs. For example, one
affected vehicle manufacturer has developed a dealer-facing website to host all Takata recalls
information relevant to dealers in a single convenient location. As of May 2019, the site had been
visited over 26,000 times by over 2,800 dealerships. Another affected vehicle manufacturer has
developed a nine-module dealer training course with content tailored to individual employment
functions. The manufacturer requires dealers to complete the training every six months, with
compliance monitored by the manufacturer’s local field team.
Perhaps one of the places affected vehicle manufacturers could effect the most
impactful change in their franchised dealerships is to identify vehicles that go to a dealer for
service but do not have their open Takata recall repaired. Vehicle manufacturers have learned
that dealers sometimes fail to check for a recall or to notify the vehicle owner about a recall.
While many affected vehicle manufacturers are providing feedback and coaching dealers that are
failing to complete Takata repairs during service visits, others have begun taking corrective
measures. For example, one affected vehicle manufacturer has developed dealer consequences
such as reductions in part benefits, warranty restrictions, disqualification from incentives and
disqualification for franchise or majority ownership at additional retailers.
Multiple affected vehicle manufacturers have also seen success from mystery
shopper programs. These programs typically involve a member of the affected vehicle
manufacturer field team personnel, or dealers in other regions, calling a dealer to schedule a
Takata recall repair where information related to part availability, number of days until an
appointment can be scheduled and the availability of owner accommodations is graded according
to the manufacturer’s policies. One affected vehicle manufacturer began mystery shopping its
dealers in May 2019 and learned that 80% of its dealers offered a recall repair appointment within
two weeks and told affected vehicle owners that replacement parts would be available within
seven days. After expressing that this response was unacceptable, by August 2019, appointments
available within two weeks increased to 90% and parts available within seven days increased to
96%. Another affected vehicle manufacturer found through mystery shopping that some dealers
were quoting unacceptably long wait times for owners to schedule an appointment and placing
vehicle owners on hold for extended periods of time or transferring calls to voicemail. This
manufacturer corrected these unsatisfactory practices.
Ultimately, to ensure franchised dealers prioritize the Takata recalls, dedicated
personnel can be assigned specific recall responsibilities, such as coordinating outreach, scheduling
appointments, managing parts inventory, website management and ensuring available owner
accommodations are offered to vehicle owners. One affected vehicle manufacturer has assisted its
dealers—both financially and through ongoing support—to establish dedicated recall departments
at franchised dealers. As of July 2019, over two-thirds of its franchised dealers had enrolled in the
program. This affected vehicle manufacturer has attributed over 16,000 repairs to this program
thus far.
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Collaboration
Collaboration among affected vehicle manufacturers has continued to help
identify, inform and implement successful programs to increase recall completion percentages.
NHTSA and the Monitor have continued to host regular Summits for affected manufacturers to
share new programs and discuss outreach methods and ideas. Following these Summits, many
affected vehicle manufacturers have implemented programs that were explained and discussed at
the events and launched ongoing collaborative efforts with one another. The Monitor has also
created and facilitated affected vehicle manufacturer working groups that focus on engagement of
third-party stakeholders, identification of unique populations and the development of best
practices. Based on the success of these groups, affected vehicle manufacturers have created their
own working groups to better understand available owner data and identify vehicles in recalled
populations that are no longer in transit.
The importance of collaboration is perhaps no better evidenced than in building
relationships with third-party stakeholders. Stakeholders often prefer to engage with all
manufacturers at a single time, rather than speaking with each affected manufacturer separately.
This type of collaboration has led to successful engagement with 23 state DMVs in letter
notification campaigns, with related outreach efforts increasing incremental repair rates in these
states approximately 201%, discussed in more detail in Section III. An additional 13 states have
assisted in spreading awareness of Takata recalls through advertising on social media and DMV
webpages and including Takata related information at local branch offices. Similar collaboration
among affected vehicle manufacturers is occurring with automobile insurance carriers. Affected
vehicle manufacturers are conducting pilots with different insurers, communicating results with
other manufacturers and identifying opportunities for multiple manufacturers to enable the insurer
to conduct outreach on behalf of the affected vehicle manufacturers. Other third-party
collaboration has included canvassing, awareness and repair events in Puerto Rico and other
communities, at large employers, and on military bases.
Combination of Successful Strategies
Over the last four years, affected vehicle manufacturers have developed enhanced
recall engagement strategies which have proven effective at increasing recall repair rates and
accelerating recall completion. Many of these strategies were developed by manufacturers as pilot
programs, which allowed manufacturers to test the efficacy of different tactics.
To reach 100% completion of the Takata recalls, affected vehicle manufacturers
may find it useful to combine the learnings and insights related to effective escalated recall
strategies (data strategy, outreach and communication, dealer engagement and third-party
engagement) into a single comprehensive and sustained recall repair strategy.
To test the effect of combining the most successful recall enhancements to date, a
hypothetical recall campaign of older vehicles was developed. This hypothetical uses completion
percentages generated from actual pilot programs, as well completion percentages from
successfully scaled programs, to model estimated repairs for a recall campaign of one million older
vehicles with an active recall.
Figure 6 compares actual and hypothetical completion percentages to ACRO
milestones. The orange line reflects hypothetical recall completion percentages if the successful
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to increase incremental repair rates later in the recall when more basic outreach has lost its
effect;
•

Vehicle turnover: considers the effects of completing Takata recall repairs while the
vehicle is in transition between ownership (through an auction or used car facility) or after
a new owner has registered the vehicle;

•

Third-party engagement: considers the use of alternative messengers such as DMVs, IRFs,
community partners or others to spread awareness and motivate vehicle owners to
complete Takata recall repairs;

•

Vehicle owner canvassing: has been implemented by affected vehicle manufacturers after
higher completion percentages have been reached, typically over 85%, and the remaining
unrepaired population is not responding to other methods of engagement, and in
circumstances where vehicle owner data integrity may need to be confirmed through this
outreach;

•

Mobile repair: an essential component of many of the aforementioned activities. The
availability of mobile repair maximizes the effectiveness of canvassing and improves the
results from mailers advertising its availability; and

•

Accounting for out-of-transit vehicles: identifies vehicles that have been scrapped, stolen,
exported or otherwise rendered unreachable.

Inherent in all of the aforementioned activities is the use of vehicle owner data
enhancement in outreach escalation strategies. Prior to deploying these activities, affected vehicle
manufacturers refreshed vehicle owner data sources frequently and identified alternate sources of
owner information for their unrepaired vehicle populations. In some instances, this was an
iterative process where new sources of owner information were identified and used as existing
sources were proven to be inaccurate. More intensive outreach techniques, such as canvassing,
certified mail and outbound calling can serve to validate vehicle owner contact information,
identify new sources of information and identify vehicles that require further research. As
discussed previously, comprehensive data strategies increase the chance that escalated Takata recall
outreach is delivered to the correct vehicle owner, which results in higher completion
percentages, particularly at later stages in the recall.
Combining the successful escalation elements of different affected vehicle
manufacturers into one hypothetical campaign demonstrates what might be possible if any affected
vehicle manufacturer were to put all of the enhanced recall elements together into a single,
strategically deployed recall campaign.
The Takata recalls have generated lower completion percentages thus far in part
because innovative recall completion techniques and strategies have largely been deployed in
pilots and not scaled and implemented nationwide. Many affected vehicle manufacturers are also
still learning from the innovations of their peers, including those manufacturers creating
innovative strategies to reach the highest risk vehicles. Shown in Figure 6 is a Do-Not-Drive
population that achieved an 87% completion percentage after seven quarters, which outpaced
14

both the hypothetical campaign (orange line) and actual ACRO milestones (black line). The
orange line demonstrates the potential cumulative effect of the enhanced recall strategies
developed by affected vehicle manufacturers in the Takata recalls.
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III. THIRD PARTY STAKEHOLDERS
Historically, a vehicle owner was only informed of an open recall by the affected
vehicle manufacturer, but was not informed about a recall from any of the various other
businesses and agencies with which vehicle owners frequently interact, including state agencies for
registration and title of their vehicle, automobile insurers, auctions, independent repair facilities
(IRF), mechanics and collision facilities. Reinforcement from these third-parties of the need to
repair a Takata airbag amplifies the message being sent by affected vehicle manufacturers, creating
multiple communication channels of Takata-recall outreach. Engaging with these third parties
can be difficult, due to industry fragmentation, liability and data privacy concerns and resource
constraints. Affected vehicle manufacturers are overcoming these challenges, expanding programs
that create awareness and repair opportunities with relevant third-party stakeholders.
Insurance Industry
Automobile insurers have the potential to serve as valuable partners in the Takata
recalls. Because of the billing relationship between insurance companies and their insureds, and
the location of vehicles as a component of underwriting, insurers often have accurate, up-to-date
vehicle owner contact information and can be trusted messengers for recall outreach. The
Monitor, NHTSA and affected vehicle manufacturers have made significant effort over the past
year to continue to work to build a productive insurance partnership.
One affected vehicle manufacturer has partnered with three different major
insurance carriers for outreach mailings. The manufacturer provided the insurers a list of VINs
associated with unrepaired vehicles affected by the Takata recalls, the insurers were then able to
check whether any of their customers were on the list and, if so, use their third-party mail vendor
to send letters to the owner using the contact information the insurer had on file. Figure 7 shows
completion percentages resulting from mail notifications sent from these three separate
automobile insurers. The results have shown significant achievement: the first letter sent using
insurance carrier owner data resulted in a completion percentage that was more than 17 times the
expected completion percentage from typical letter outreach; the second letter using another
carrier’s owner information resulted in a completion percentage more than 16 times the expected
completion percentage from typical letter outreach; and a third letter using a third insurance
carrier’s owner information resulted in a completion percentage more than 11 times the expected
completion percentage from typical letter outreach. However, these mailings were sent to less
than 2% of this manufacturer’s total unrepaired population, limited by the number of unrepaired
vehicles that were matched to the three pilot insurers’ vehicle inventory.
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six weeks (spanning December 2019 and January 2020) and includes a combination of digital and
“out of home” advertising (in English, Spanish and Vietnamese) at bus and rail stations, METRO
office locations and a featured story in the METRO Connections newsletter. Flyer distribution
and regular social media activity will be used to amplify the impact of this campaign.
Additionally, the California Bureau of Automotive Repair has authorized the use of its logo on
letters and envelopes to over 1.2 million owners of vehicles that remain affected by the Takata
recalls. These letters are expected to be mailed in January and early February 2020.
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The first bar in Figure 15 shows completion percentages from vehicles that
received a Takata recall notification while getting a required emission test for state registration.
Nearly 54% of vehicles notified about the Takata recall during these required emissions tests had
the Takata recall repair completed after the visit. This completion percentage is quite remarkable
considering that, at the time of the notification, the manufacturer was already at a stage of the
recall effort where less than half of their total affected vehicle population remained. These repair
results suggest that the notification from an authoritative source is the most effective type of IRF
notification.
The second bar in Figure 15 shows completion percentages from an affected
vehicle manufacturer that employs a comprehensive Takata recall repair strategy using multiple
sources of vehicle owner data, taking an informed and escalated approach to vehicle owner
communication, meaningful dealer engagement and engagement of third parties combined with
repair incentives for each Takata recall repair to the facilities. The incentives, combined with this
comprehensive recall engagement strategy, resulted in 46% of owners who were notified by an
IRF completing their recall repair. A comprehensive recall strategy without an IRF incentive
resulted in only 25% of notified owners completing their recall repair, represented by the third
bar.
The fourth bar demonstrates that when an affected vehicle manufacturer without a
comprehensive recall program in place uses an IRF notification without an incentive to the IRF,
it experiences a lower completion percentage. Vehicle owners in this group may not have
received prior outreach due to data integrity issues with the information the manufacturer is
using, may be unaware of available repair accommodations, may not understand the risk and
urgency of the Takata recall repair and the franchised dealer network may not be working as
closely with local IRFs to capitalize on Takata recall repair opportunities.
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IV. CONCLUSION
This past year has continued to see marked progress in completing Takata recall
repairs; however, further work is needed, particularly in the areas of data quality, engagement
with third parties and strategies, in order to engage specific populations to reach 100%
completion.
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APPENDIX 2: INFLATOR EXPLOSIONS
Geographic Dispersion of Confirmed Inflator Explosions in the U.S.
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