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OBJECTIVES & LEARNING AGENDA

To have a dedicated communication stream for Toyota owners that thanks them for their
purchase and guides them during their ownership cycle.

* |s the content engaging to the user?

* |s the content visually appealing to users?

* What other information would a user want for their existing purchase?
* Are users reading the content?

« What content are the users focused on?



TEST ENVIRONMENT

Sticky is an eye tracking & emotion measurement platform. We quantify the view-ability of creative content by
capturing where users look & survey responses. Users understand they are not viewing the email in an email
client application and that their clicks are tracked but they won’t be taken out of the email testing experience.

» Test platform: Sticky by tobiipro
* Audience size: 30 qualified test results out of panel of 100
» Audience criteria:

o Live in North America

o Age 18-60

o Gender M/F

o Toyota Owners

o Bought Toyota within last 5 years
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OWw 2.7 — EM1

Welcome Overview

Email Overview

Owner Welcome emails are sent to Toyota buyers after they have
purchased or leased their vehicle. We leverage owner interests
and behaviors to bring the user into an ownership cycle that
thanks them for owning a Toyota vehicle. This email also
iIntroduces the user to Jan.

Cadence/Sent

« Customer would receive this email 3 days after the
Toyota dealership sends their Retail Delivery Report to
Toyota corporate.

Mobile

Desktop
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Welcome Engagement Results



OWw 2.7 — EM1

Welcome Heatmap Results

» Users read (they spent enough time
reading all of the content) headline first

and glance at body copy.

* Image of vehicle and Jan received the
shortest read time.

« Content on bottom below the fold are
ranked lower areas of interest.



OW 2.7 — EM2
TSS-[P] Overview

Email Overview

The Toyota Safety Sense email reinforces Toyota’s commitment
to driver safety, letting the vehicle buyer feel comfortable in their
purchasing decision. This email highlights the main features of

TSS and allows the user to explore the safety aspects in detail.

This email is specific to TSS-P.

Cadence/Sent

* Customer would receive this email 6 days after the
Toyota dealership sends their Retail Delivery Report
to Toyota corporate.

Mobile

Desktop



OW 2.7 — EM2

TSS-[P] Engagement Results



OW 2.7 — EM2

TSS-[P] Heatmap Results

» Users see the vehicle first and read
headline before glancing (users looked
quickly then looked at something else)
over the body copy.

« Spend most time looking at icons and
reading description.

 Did not pay much attention to image of Jan
or vehicle.



OW 2.7 - EM3

Accessories Overview

Email Overview

Toyota has a wide range of vehicle accessories that allow a
Toyota owner to augment their purchase based upon their needs
and lifestyle. This email allows the user to see that no matter
how their needs may change, Toyota is there for them.

Cadence/Sent

* Customer would receive this email 9 days after the
Toyota dealership sends their Retail Delivery Report
to Toyota corporate.

Mobile

Desktop



OW 2.7 - EM3

Accessories Engagement Results



OW 2.7 - EM3

Accessories Heatmap Results

» 87% users read the headline and 97%
glanced at the body copy.

« Jan received the last attention out of all the
AOR elements.

« 83% of users read the accessories
description.

» 73% of users glanced at Dealer Info for
~1.6 seconds



OW 2.7 - EM4

ToyotaCare Overview

Email Overview

ToyotaCare is an email that functions as a reminder for vehicle
service as well as a reinforcement to Toyota’s long-term
maintenance and care for a vehicle owner’s car.

Cadence/Sent

* Customer would receive this email 12 days after the
Toyota dealership sends their Retail Delivery Report to

Toyota corporate.

Mobile

Desktop



OW 2.7 - EM4

ToyotaCare Engagement Results



OW 2.7 - EM4

ToyotaCare Heatmap Results

* 93% users read headline and 97% glance
at body copy.

» 93% of users read the Toyota care icons
and label.

* 40% of users skimmed (scanning through
quickly) schedule reminder copy and spent
~1.4 seconds.



OW 2.7 — EMAIL

Survey Results

* 73% found Owners and Entune information within Email 1 helpful.

« 28% rated accessories as very important and 40% as important. 31% considered accessories are
not important when they first purchase their Toyota.

* 71% of users thought TSS Safety Features information would be relevant. 13% are not sure while
16% did not think it was relevant.

* On average, Sticky users spend ~11 seconds on each creative

« Users ranked learning about Toyota Safety Sense (29%) and Toyota Care (29%) as most
important. Registering on Toyota owners (22%), Accessories (13%), and Entune (7%) as less
important.

« 89% of users would be happy to receive Owner Emails and thought the content was important and
helpful. 2% said they did not like the content within the emails.



OW 2.7 — EMAIL

Key Findings & Recommendations

» Users spend most time on body copy » Break up the content and focus on one
but skims through the content. key message or CTA at a time. Allow
users to select Owner Welcome

» Users read short-medium length copy o
priority and cadence.

when it’'s accompanied by visuals such
as icons or images. » Use more visual elements to illustrate
key information or user values. For
example: imagery for Entune.

» Most users would like to see more
helpful content from Toyota that’s
relevant to their vehicle. » Encourage and reward users to share

insights on how they plan on using
their car.
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OW 2.7 DIRECT MAIL

need images of 3 DM panels



OW 2.7 — DIRECT MAIL

Thank You



OW 2.7 — DIRECT MAIL

Toyota Owners



OW 2.7 — DIRECT MAIL

Dashboard Indicators



OW 2.7 — DIRECT MAIL

Survey Results

* 89% users would be happy to receive this direct mail and found the information insightful and
helpful. 3% would not want to receive this in their inbox either due to too many emails or they
found the information generic. 9% said this is not relevant or applicable.

* Users ranked learning about Toyota Safety Sense (28%) and Toyota Care (28%) as most
important. Registering on Toyota owners (22%), Accessories (14%), and Entune (7%) as less
important.

* 55% of users described the direct malil as informational, 17% interesting, 16% relevant. 6% of
users described it as overwhelming.

* 70% said the images made them feel more positive about Toyota. 1% said it made them feel
more negatively while 29% said my impression of Toyota has not changed.



OW 2.7 — DIRECT MAIL

Survey Results

* Copy under 30 characters were read; copy around 90 characters was skimmed.
» Users will read icon labels if it’s 6 words or less.

* For the users that wanted additional information, 46% of of those users wanted warranty
information, 45% wanted vehicle tips, 41% wanted service schedule, and 39% said they
would like to see more technology content.

* 80% of users said they would keep this guide for future reference, 14% said yes, but only
temporarily. 5% of users said they would not keep this guide.



OW 2.7 — DIRECT MAIL

Physical User Test



OW 2.7 — DIRECT MAIL

In Person Results (5 Interns)

The envelope

The Toyota red of the envelope immediately got the user’s attention. The large font size compelled them
to read the envelope and open it.

Opening the mailer

Users said the mailer isn’t easy to navigate, especially when trying to get to the back of the mailer. Few users
thought the sections would be separate cards, not a whole guide that’s attached together.

Welcome Note

All users said the welcome note felt personal and is inviting, it compelled them to read it and flip to the
next page.

Entune

Four out of five users had a difficult time finding Entune but all users were interested in the system when they
found the page and would go to the url to learn more.



OW 2.7 — DIRECT MAIL

In Person Results

Jan
Users wished there were more photos of the Highlander, not Jan. Comments stated Jan could be a

stock image used for any brand and/or product. One user suggest using photo of Toyota employees
instead of Jan.

Dealership Information
Each user was able to find one of the dealership information section from memory.

Helpful Content
Users found ToyotaCare, Safety Sense, dealership, and roadside assistance information most helpful.



OW 2.7 — DIRECT MAIL

Key Findings & Recommendations

 Users were confused by which way to » Use cards or attachable/detachable
open mailer format to allow users to keep or

» 2 opened slowly while 3 opened up the request useful information

DM to view all the panels » Custom pocket guides for each model
- Users noted there is a lot of content to - Reducing amount of count and panels
sort through and doesn't know what to do in first DM so information is relevant
first/last when users receive them
+ Most users found the pocket guide helpful » Allow users to add notes or other info

and would keep for future reference within pocket guide



