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November Battery Event

Display (Mobile and Desktop) Media, Custom High Impact, Video Media, Search Media,
Social Media, & OCP

Target:
e Toyota 1P Predictive Audience

e Amazon 1P Garage
e 2P Custom Intent
e Site Retargeting

Tactic:
o Display, Video and YouTube via DV360
o Fire Tablet Wakescreen Takeover across Amazon

o IBM'’s Integrated Weather Marquee

Creative (Digital Banners Units)

Service Centers

DON'T GET CAUGHT
IN THE COLD.
GET A FREE BATTERY

E Service Centers CHECK TODAY!

DON'T GET
CAUGHT IN
THE COLD.
GET A FREE
BATTERY
CHECK TODAY!

Video Creative

Creeper 2 (:15) and Need That Back (:06)

Schedule your free battery
check this November.
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Digital Partner

§» Display & Video 360

amazon

==== | The@
= = === Weather

= Company

Search Media:
= Google, Bing will maintain consistent coverage across search interest demand,

including desktop and mobile devices, featuring text ads via Search

o This will be utilized during Sales Event period in November

ALl will click-thru to respective Owners page

Geotargeting set to include all zip codes that are opted-in to offer; Zip codes that
are not opted-in will receive evergreen messaging instead

» Use of General Search Ads

» Targeting:

o CRM = Current Toyota Owners

o Remarketing > Previous Site Visitors

o In-Market Audiences > Auto & Vehicles

Search Partner:

™ B Microsoft

Advertising

Social Media:

Target:

e Raise awareness for TrueStart Batteries so owners will want to purchase
batteries at their local Service Center
Tactics:

e Image and video ads
e Native ads will be visible within owners’ Newsfeeds with the intention to build
awareness of batteries for upsell during next service visit
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Digital Partners:

facebook @‘lmtagnﬂm

Owner Communication Program

November 2024 Battery Check Event Emails:

»= Dealers enrolled in OCPe that have opted-in will have two Dealer branded Battery
Check Event emails sent on their behalf:

o Launch email: November 1, 2024
o Reminder email: November 15, 2024
= TMNA will send emails targeted to VINs that fall within the top tier of a propensity
model developed by ITX Data Team, comprised of owners that indicated the
highest propensity to purchase batteries in November
» |f a Dealer would like to purchase additional Battery Check Event VINs within the
propensity model (Optional OCPo), the Dealer may coordinate with their National
Business Partner (RAPP)

Email and Direct Mail Creative Samples:

Miawarasbsags

TOYOTA TOYOTA Moo
YOU RELY ON D T ITUWAI s
(] K BA

EVERYTHING STARTS WITH
DUR BA

.
A\ - A

| |
co L D STO P Yo U Schedule your complimentary battery check
BE SURE IT'S READY FOR MAKE SURE YOUR BATTERY’S Hee .
COLDER WEATHER WINTER READY BY DECEMBER 2
winter months because If your lights are dimmer than usual or your vehicle's slow to start,
s very best, you could find it could mean your battery may not last through the winter. Be

confident that you've prepped for winter with a complimentary
battery check before December 2." It could take as little as five

minutes. 6 months special financing®

Service center hours Services

How cold weather can affect your battery

Your servicing dealer

N

WHAT COLD WEATHER CAN DO
TO A BATTERY

TRUST A TOYOTA TRUESTART®
BATTERY

As temperatures drop, your battery becomes less efficient. Cold
weather can cause problems:

+ Slower charging could leave you with less power than
you need
+ Reduced capacity might mean you can't even crank the

+ Coast-to-coast

Tackle th

& could help you feel confident that you're ready for TrueStart

everything winter brings.

Schedule service
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Wiper Awareness

Display (Mobile and Desktop) Media, Custom High Impact

Target:
e Toyota 1P Wipers Predictive Audience

Tactic:
o Custom High Impact Unit via IBM’s Integrated Weather Marquee

Creative (Digital Banners Units)

=== = | The@
= = === Weather
= =. | Company

Search Media:
Google, Bing will maintain consistent coverage across search interest demand,

including desktop and mobile devices, featuring general search.

ALl will click-thru to respective aftersales pages on Owners

Use of General Search Ads

Targeting:
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o CRM = Current Toyota Owners
o Remarketing > Previous Site Visitors

o In-Market Audiences > Auto & Vehicles

Search Partner:

@ B® Microsoft

Advertising

Service Center Branding

Display (Mobile and Desktop) Media, Video Media & Search Media

Target:
o Toyota Owners Predictive Targeting
o Site Retargeting

o 2P Custom Intent

Tactic:
o Standard Display and Video via DV360

Creative Digital Banner Units:

Service Centers |

Service Centers

B \ oo
{2\

DRIVING
TRUST
THROUGH
EVERY
SERVICE.

- DRIVING
.~ TRUST
% THROUGH
{ EVERY
SERVICE.

SCHEDULE SERVICE

SCHEDULE SERVICE
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:06 & :15 Pre-Roll Videos:

Need That Back (:06) and Sushi (:15)

Service Centers

Certified Technicians.
Genuine Toyota Parts.
Trusted Service.

Digital Partner:

P> Display & Video 360

Search Media:

» Google, Bing will maintain consistent coverage across search interest demand,

including desktop and mobile devices, featuring general search.
» All will click-thru to respective aftersales pages on Owners
» Use of General Search Ads
» Targeting:
o CRM > Current Toyota Owners
o Remarketing > Previous Site Visitors
o In-Market Audiences > Auto & Vehicles

Search Partner:

@™ B= Microsoft

Advertising
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Toyota Express Maintenance Support

Display (Mobile and Desktop) Media, Video Media, Search Media, & Social Media

Target:
o Toyota Owners TXM Predictive Targeting
o Site Retargeting
o 2P Custom Intent

Tactic:
o Standard Display and Video via DV360

Creative Digital Banner Units:

SPEEDY
SERVICE

YOU CAN
TRUST.

:06 & :15 Pre-Roll Videos:
Need That Back (:06) and Creeper 2 (:15)

r Service Center .j" i
- A‘

@ Express
Maintenance

Enjoy expert service with
pit-stop speed.
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Digital Partner:

P> Display & Video 360

Search Media:
» Google, Bing will maintain consistent coverage across search interest demand,

including desktop and mobile devices, featuring general search ads
= All will click-thru to TXM page on Owners
» Use of General Search Ads
»= Evergreen ads speaking to TXM Support
» Updated TXM zip codes layered with targeting:
o CRM = Current Toyota Owners
o Remarketing > Previous Site Visitors
o In-Market Audiences > Auto & Vehicles
o Affinity Audiences> Auto Enthusiasts, Outdoor Enthusiasts, Performance

Vehicle Enthusiasts

Search Partner:

™ B® Microsoft

Advertising

Social Media:

Target:
Toyota owners who live near a service center that offers Toyota Express

Maintenance and are due for a maintenance visit.
Tactics:

Photo and video link ads
ALl will click-thru to TXM page on Owners

facebook [0 18

Digital Partner:



https://www.toyota.com/owners/parts-service/express-maintenance
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Tire Rebates

Display (Mobile and Desktop) Media, Search Media, & Social Media

Target:
o Toyota Owners In-Market For Tire

Tactic:
o Standard Display via DV360

Creative (Digital Banners Units)

Service Centers Service Centers
SAVEUPTO

$100 SAVEUPTO

ON NEWTIRES
AT ATOYOTA s
SERVICE CENTER.

ON NEWTIRES
AT ATOYOTA
SERVICE

CENTER.

Romacaans Spply Tovota & Scian vahicior
arly s pancpIteg docke for STk

SAVEUPTO

$100

ONNEWTIRES
ATATOYOTA
SERVICE CENTER.

Digital Partner

P> Display & Video 360

10
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Search Media:
» Google, Bing will maintain consistent coverage across search interest demand,

including desktop and mobile devices, featuring general search tactics
= All will click-thru to respective Tire Center page
» Use of General Search Ads
» Targeting:
o CRM = Current Toyota Owners
o Remarketing > Previous Site Visitors
o In-Market Audiences > Auto & Vehicles

Search Partner:

™ B \icrosoft

Advertising
Social Media:
Target:
=  Toyota Owners with a high propensity to change their tires in the month of
November
Tactics:

* Image and video link ads
= Drive owners to the new Toyota Owner’s landing page to find a dealer to
purchase tires and take advantage of the rebate offer

@

Digital Partners:

11
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ToyotaCare Support

Display (Mobile and Desktop) Media, Video Media, Search Media, & Social Media

Target:
o Target owners of a new Toyota (0-2 years)

o 1P Toyota Owners
o 1P Site Retargeting

Tactic:

e Standard Display and Video via DV360

o Includes YouTube Trueview

o Includes CTV
¢ High Impact Units via DV360 Wunderkind PMP
e High Impact Units via DV360 PadSquad PMP

Creative Digital Banner U’r)its:

ToyotaCare H o] Toyo
NOCOST Wi )
FacTorY ¥ DEOS
SCHEDULED = '/ ==
SERVICEFOR p=1 _ 4 [ ' RVICE FO
2 YEARS/ 2T s des
25,000 MILES. < » - 000
~

Video Creative:

Sushi (:15) and Creeper 2 (:15)

ToyotaCare

2 year or 25,000 mile
maintenance plan and
roadside assistance.
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Digital Partner:

P> Display & Video 360

Search Media:

Google, Bing will maintain over consistent coverage across search interest
demand, including desktop and mobile devices, featuring general search
responsive ads and Google Discovery ad format
General Maintenance Plans page will click through to Maintenance Plans page on
T.COM
ToyotaCare branded campaign will click-thru to ToyotaCare page on T.COM
Use of General Search and Discovery Ads
Maintain evergreen ToyotaCare Support ad copy

o Remarketing Audiences > Previous Site Visitors

o CRM > Current Toyota Owners

» All keywords utilizing CRM list are ToyotaCare branded specific
o Google In-Market Audiences

Search Partners:

™ B® Microsoft

Advertising

Social Media:

Target:

Toyota owners within their first two years of vehicle ownership.

Tactics:

Photo and video link ads
All will click-thru to ToyotaCare page on Owners

Digital Partner:

facebook [0 18

13


https://www.toyota.com/owners/parts-service/toyota-care
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Collision and Wholesale Parts Support

Target:
» Collision and Mechanical Independent Repair Facilities, who are repairing Toyota
vehicles & selling Toyota wholesale parts.

Tactics:
* Dealer Ad Builder tools (available on ToyotaPartsAndServiceHub.com)
= Wholesale Parts Pricing tools (available on ToyotaPartsAndServiceHub.com)
* Email & e-Newsletter Blasts
= Custom Content Articles
* Email & Online Display Ads

Media Partners:

I A
ABRN; B% Motordge EB a0y E HOP
@ ) | &% | repairlink’

EPAIRER DRIVEN

&> Wholesale Parts

IT’'S GOOD TO BE

IT'S GOOD TO BE

@ GENUINE

Your Toyota Collision
& Mechanical Repair Resource

GENUINE - QUALITY

EXCLUSIVELY FROM YOUR TOYOTA DEALER

READ NEW ISSUE » www.toyotapartsandservice.com

@& Wholesale Parts
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