
Recall Effectiveness

New Tools
July 25, 2003



Order of Presentations
• Toys ‘R Us - Tom DeLuca (p. 3 - 12)
• Lowes - Tom Lamb (p. 13 - 20)
• Bath and Body Works - Joe Romano

(p. 21-27)
• QVC - Eric Christopher (p. 28-35)
• Radio Shack - Jolene Miller (p. 36-44)
• Sauder - Gary Bell (p. 45 - 63)
• GE - Jennifer Dailey (p. 64 - 82)



Toys ‘R Us Presentation at
CPSC Recall Effectiveness Meeting

Tom DeLuca
July 25, 2003



Recalled Product Path

Vendor Notification
CPSC Notification

Issue Stop Sale
Message to All Stores
(US/.com/TRU-Intl)

Issue Map Initiative
Instructions & Recall Details

(US/.com/TRU-Intl)

Info Posted 
On Website

Stores Execute
Recall Directive

Recall Poster
To Stores 120 + Days

Retrofit Return

Vendor Hires
3rd Party Service Org.

Visits Every Store & DC
Product Returned to 

Regional DC

Product Back
On Sale

Return to 
Vendor Destroyed

Register Block

Notify Guest Relations

Contacts 3rd

Party Provider

Compiles Guest
Purchasing Data

MIS

Sends Info
To Convergys

Mails Info
To GuestLift Register Block

Pilot
Test









Re: RADIO FLYER

SKN 333072  - LITTLE RED ROADSTER

Mfr. 8

Prya & Susan,

Please assign the "Product Safety Recall Notice" status to the above items.

On Monday July 15, 2002 Radio Flyer will announce recall on the Little Red Roadster.  In some cases the horn on
the car can be pulled off the car's steering wheel.  Once the horn is removed a small part inside becomes
accessible and may pose a choking hazard.

Upon the official announcement, stores should advise guests to discontinue use of the product and to contact
Radio Flyer at their toll free number

1 (800) 621-7613 or their website (www.radioflyer.com).

Stores should remove these items from the sales floor immediately.  Inventory disposition will be advised via the
usual channels.

Note to the Internet

This information must not be displayed until the official announcement is made.



Game Plan:  Radio Flyer

• Re-issue Product Safety Recall Status
– Re-verify Store Register Block

• Identify Purchasers
• Contact Purchasers Via Mail

– Provide Details of Original Recall
• How to Identify Affected Product

– Offer Free Replacement Part
• Maintain Record of Responses
• Prepare Recall Effectiveness Report

– Number of Purchases Contacted
– Number of Replies
– Number of Replacement Parts Shipped

• Ensure Internal Process is Absolute



Engagement

• TRU
– Safety Assurance
– Enterprise Guest Relations
– Legal
– Risk Management
– Merchandising
– Corp. Communications
– Store Operations
– MIS

• CPSC
• Product Supplier
• Harte Hanks
• Convergys
• Consumer



 
 

July 23, 2003
 
[NAME OF GUEST]
[ADDRESS OF GUEST].
 
 
Re: Radio Flyer Roadster Model #8 Steering Wheel

Toys R Us SKN 333072

Dear Guest,
 
It has come to the attention of Toys “R” Us, Inc. that you may have purchased the above referenced Product. At the time of the possible purchase, the Product
was subject to a recall by the US Consumer Product Safety Commission and Radio Flyer. You may have purchased a unit subject to the recall. This recall was
related to the steering wheel on the Roadster. The horn can be pulled off the car’s steering wheel, and a small part inside may pose a choking hazard.
Roadsters manufactured during 2001 with a “horn symbol” on the steering wheel’s horn are being recalled for replacement. A label on the bottom of the
Roadster has the date of manufacture shown as “MD 12/2001” (mo/yr.). All Roadsters with a date of manufacture on or after 01/2002 and Roadsters
manufactured any time with a “star” embossed on the horn are not a part of this recall.
 
While to date we are unaware of any injuries relating to the Product, as part of our outreach to our guests we will be happy to send you a replacement part. We
will send the steering wheel to you via First Class Mail, free of charge, with simple instructions for replacement.
 
If after checking your Roadster per the above description, you determine you need a replacement steering wheel, we suggest you discontinue use of the
Roadster and return the enclosed post card to:
 

Toys R Us
Attn: Product Recall
P.O. Box 575767
Murray, UT 84157-5767

 
In order to confirm your shipping address, please indicate your name, address, zip code, and phone number (optional, in the event we need to reach you), in the
space provided on the back of the card.
 
Should you have any questions, we have set up a special toll-free number to take your calls at: 866-809-7559. We apologize for any inconvenience caused. To
receive your replacement steering wheel you must send back the completed post card no later than September 15, 2003.
 
Sincerely,
 
 
 
________________________
Tom DeLuca
Vice President, Safety Assurance
Toys “R” Us Inc





Improving Product Recall
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No one player in the supply chain has all of the
necessary information to execute an effective recall.

Product/model/lot# of the defective product

Date of purchase

Who purchased

Purchaser contact information



3

The auto industry is the exception.
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The components in the sales/service chain for other
products generally operate in silos that do not
communicate.

Manufacturer Retailer Consumer

Credit Card Processors
& Data Bureaus

Service
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Collectively however, the various players involved
have the information necessary to enact an effective
recall.

Product/model/lot# of the
defective product

Date of purchase, invoice
and account #

Who purchased

Purchaser contact
information

Manufacturer

Retailer

Retailer, CC processor

CC processor
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A clearinghouse could be established to consolidate
the necessary information so it can be easily
accessed.

Manufacturer

Retailer

Clearinghouse

Consumer
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The clearinghouse could be formed utilizing the
consumer data bureaus that already exist

Retailers/credit card processors would provide the purchase
information

• What was purchased and by whom

Manufacturers would provide the recall materials (e.g.
postcards) and pay for postage

The clearinghouse would match the recall to purchasers and
address and mail the recall materials

• This would address privacy issues, though the clearinghouse
would need to keep a record of who was contacted

• It would report back to the manufacturer on how many pieces
were mailed net of returns
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This approach would reach a much greater % of
product owners than the current process, but some
gaps would remain

Customer information is not captured for cash purchases

Some retailers may not have the technical capabilities of
capturing and transferring the necessary information

• Not an issue for the largest retailers

Products cannot be traced if they are no longer with the
original owner



CPSC: New Tools forCPSC: New Tools for
Recall EffectivenessRecall Effectiveness

What new or different steps did you pursue in a recentWhat new or different steps did you pursue in a recent
recall?recall?

How did these actions make the recall process moreHow did these actions make the recall process more
effective?effective?

What limitations did you encounter in this process?What limitations did you encounter in this process?

Jpr7-2003



Bath & Body WorksBath & Body Works

What we have tried…What we have tried…

IncentivesIncentives
Ranging from 25 to 50 % of the value of the item with a storeRanging from 25 to 50 % of the value of the item with a store
merchandize credit or full refundmerchandize credit or full refund

Enhanced visual graphic posters at the register.Enhanced visual graphic posters at the register.
Pre-paid mail returns for customers not near stores.Pre-paid mail returns for customers not near stores.
800 Number with a Interactive Voice Response (IVR)800 Number with a Interactive Voice Response (IVR)

Jpr7-2003



Enhanced graphics…Enhanced graphics…

Jpr7-2003



Customer behavior…Customer behavior…

TARP and A. C.TARP and A. C.
NielsenNielsen

for major problems (averaging $142for major problems (averaging $142
loss) about 31 % do not complain.loss) about 31 % do not complain.
A loss of a few dollars, only 3% wouldA loss of a few dollars, only 3% would
complain and 30% would return thecomplain and 30% would return the
product.product.
Further, 70% would do nothing orFurther, 70% would do nothing or
discard the product.discard the product.
Customers who do not complain areCustomers who do not complain are
the least loyal customers.the least loyal customers.
Real ratio of cost to win a newReal ratio of cost to win a new
customer vs. retaining a current onecustomer vs. retaining a current one
varies from 2:1 to 20:1.varies from 2:1 to 20:1.

 TMI, USA TMI, USA
Customers perceive a ‘hassle’ factor,Customers perceive a ‘hassle’ factor,
so it is easier to do nothing.so it is easier to do nothing.

Jpr7-2003



How did these actions make the recall process moreHow did these actions make the recall process more
effective…effective…

Consumer response mirrored TARP and Nielsen data.Consumer response mirrored TARP and Nielsen data.

Consumers did indicate a more favorable response toConsumers did indicate a more favorable response to
     the enhanced graphics visual.     the enhanced graphics visual.

Placement of the notice at the register has a greaterPlacement of the notice at the register has a greater
recognition impact.recognition impact.

Jpr7-2003



What limitations did you encounter in this process…What limitations did you encounter in this process…

New visual graphics lead to many draft resubmissionsNew visual graphics lead to many draft resubmissions
for color and verbiage.  While it didn’t delay the fast trackfor color and verbiage.  While it didn’t delay the fast track
approach, it does stress the system, partnership, and theapproach, it does stress the system, partnership, and the
business.business.
A  review of the 25 most recent recalls, none haveA  review of the 25 most recent recalls, none have
incentives.incentives.
A review of the 25 most recent candle recalls had onlyA review of the 25 most recent candle recalls had only
three using incentives…three using incentives…

Jpr7-2003
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CPSC Presentation July 25, 2003
By: Eric Christopher, Vice President, Quality Assurance



What is ?
• A $ 4 billion electronic retailer (T.V., Internet)

• Studios in U.S., Japan, Germany, UK

• Products include Jewelry, Apparel, H&B,  Hardlines

• Transactions are electronic, similar to catalogue



Customer Service
• C/S has a continuous link with Customer:

• Takes order
• Processes transaction
• Receives real time feedback on problems

We know who, where and when each
product was purchased



Types of problems:
• Legal (claim related)

• Safety (risk of personal injury)

• Quality (performance or finish issues)



When Problems Occur…
• Remove pricing to prevent sales
• Re-Disposition Inventory from Okay to

“Freeze”status to prevent
• Shipping to customers
• Return to stock of returned items

• Advise DC of problem
• Secure pristine samples and customer

problem samples and evaluate
• Communicate with Mfr and advise CPSC



If Evaluation Shows That
Product Poses a Risk

• Call affected customers
• Member updates as orders come in
• Calling Service
• E-mails
• Track responses in Customer History
• Use Mfr letter or voice message

when possible



Limitations
• Customer call blocking (telephone)
• Customer availability
• Customer litigious nature
• Lot verification (not all products

affected)
• Customer willingness to cooperate



Thank You



Product Recall
Effectiveness:

Our Experience

Jolene Miller – Corporate Attorney



Product Involved

UHF/VHF Omni-directional
Amplified Antenna for
home, boat, and RV use
Alleged GPS Interference
FCC Initiated Issue
CPSC guidelines used to
conduct recall



Recall Notice – Direct Mail

If there is a Rating Label on the bottom of your antenna, you 
do not need to return it.

HOW TO DETERMINE IF YOUR ANTENNA IS INVOLVED IN THIS RECALL

** RECALLED - RETURN IMMEDIATELY **

Use the yellow DANGER Label 
to locate the Rating Label. 

NOT RECALLED - NO NEED TO RETURN

Typical Rating Label

The Rating Label will be located 
near the yellow DANGER Label 
on the bottom of the antenna.

Antennas without Rating Labels on the bottom should be returned as soon as 
you receive your return mailer.

Again, use the yellow DANGER Label to determine if a Rating Label is 
installed on your antenna. If a rating label was installed, it would be located 
near the yellow DANGER label on the bottom of the antenna. 

If there is a Rating Label on the bottom of your antenna, you 
do not need to return it.

HOW TO DETERMINE IF YOUR ANTENNA IS INVOLVED IN THIS RECALL

** RECALLED - RETURN IMMEDIATELY **

Use the yellow DANGER Label 
to locate the Rating Label. 

NOT RECALLED - NO NEED TO RETURN

Typical Rating LabelTypical Rating Label

The Rating Label will be located 
near the yellow DANGER Label 
on the bottom of the antenna.

Antennas without Rating Labels on the bottom should be returned as soon as 
you receive your return mailer.

Again, use the yellow DANGER Label to determine if a Rating Label is 
installed on your antenna. If a rating label was installed, it would be located 
near the yellow DANGER label on the bottom of the antenna. 



Recall Notice – Mfr Web Page



Recall Notice – RSH Web Page



Product Sales Information

Number of Units Potentially Affected:
• 20,881

Sales Time Period
• January 2000 – April 2002



Customer Contact Information

Number of Addresses Available/
Mailings Sent:
• 16,947
• 81% Direct Mail Contact Rate

Number of Undeliverable Notices:
• 1,444
• 91.5% Notice Delivery Rate



Customer Response Rate

Number of Customers responding to Notice
•  1,209

8.5% Participation Rate



Summary

An 81% address-capture rate at P.O.P.
yielded only an 8% participation rate

Participation rate not significantly
different than typical recalls conducted
today



New Tools for RecallNew Tools for Recall
EffectivenessEffectiveness

Gary M. BellGary M. Bell
Product Safety ManagerProduct Safety Manager

Sauder Woodworking CompanySauder Woodworking Company
Consumer Product Safety Commission Meeting on RecallConsumer Product Safety Commission Meeting on Recall

Effectiveness – July 25, 2003Effectiveness – July 25, 2003



Product Recalls -Product Recalls -
Then and NowThen and Now

1980’s Vintage:1980’s Vintage:
Telephone initialTelephone initial
Section 15.Section 15.
Dumb-bombDumb-bomb
approach.approach.

Shot-gun approachShot-gun approach
through mass-media.through mass-media.

Cannot do anymore.Cannot do anymore.
Credit card data.Credit card data.

Now:Now:
Telephone, e-mailTelephone, e-mail
template, voicemail.template, voicemail.
Smart-bombSmart-bomb
approach.approach.

Attempt to focusAttempt to focus
communications oncommunications on
specific customers.specific customers.

Could not do then.Could not do then.
E-mail and WebsiteE-mail and Website
Communication.Communication.
Easier manipulation ofEasier manipulation of
computer data.computer data.



Product Recalls -Product Recalls -
Then and NowThen and Now

Wait for theWait for the
Commission to review,Commission to review,
analyze, and possiblyanalyze, and possibly
make a “preliminarymake a “preliminary
determination.”determination.”

The “No PD” or “FastThe “No PD” or “Fast
Track” option.Track” option.



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

Background:Background:
Ready to AssembleReady to Assemble
furniture product.furniture product.
Computer Armoire.Computer Armoire.
Consistent pattern ofConsistent pattern of
problem observed -problem observed -
incorrect assembly ofincorrect assembly of
the fasteners forthe fasteners for
inner door shelves.inner door shelves.
Shelf structure wouldShelf structure would
fall unexpectedly.fall unexpectedly.



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

Background:Background:

A simple 15 minute installation of additionalA simple 15 minute installation of additional
support  brackets eliminates the risk.support  brackets eliminates the risk.

End users sent the repair kits along with theEnd users sent the repair kits along with the
necessary notice, warning/precautionarynecessary notice, warning/precautionary
information, parts and installation instructions.information, parts and installation instructions.



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

Currently – about 33% of the suspect products haveCurrently – about 33% of the suspect products have
been accounted for.been accounted for.

Only 1.6% of those were in the possession of theOnly 1.6% of those were in the possession of the
manufacturer or retailers.manufacturer or retailers.

Therefore, about 31.4% of the product owners haveTherefore, about 31.4% of the product owners have
been contacted and provided with repair kits.been contacted and provided with repair kits.



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

What were the mechanisms for reaching the ownersWhat were the mechanisms for reaching the owners
of those products?of those products?

Approximately 60% were successfully contactedApproximately 60% were successfully contacted
directly in response to some sort of recordeddirectly in response to some sort of recorded
transaction:transaction:

Warranty Registration Card records.Warranty Registration Card records.
Customer Service Database.Customer Service Database.
Miscellaneous Store Customer Lists.Miscellaneous Store Customer Lists.
Lists Consolidated (some names otherwiseLists Consolidated (some names otherwise
showed up two or three times).showed up two or three times).



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

Kits were automatically sent to these people.Kits were automatically sent to these people.

Approximately 9% of the original purchasers usedApproximately 9% of the original purchasers used
the warranty registration.the warranty registration.

The products involved were up to three years old.The products involved were up to three years old.

We found that about 13% of the kits automaticallyWe found that about 13% of the kits automatically
sent in response to the recorded transactionsent in response to the recorded transaction
information sources were returned (wronginformation sources were returned (wrong
address, etc.).address, etc.).



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

The other 40% contacted us.  They were askedThe other 40% contacted us.  They were asked
what triggered their contact.  Their responses:what triggered their contact.  Their responses:

82% - Saw it on our Web Site.  Some ordered82% - Saw it on our Web Site.  Some ordered
the repair kit off the Web Site (approx. 30% ofthe repair kit off the Web Site (approx. 30% of
the total corrections made).the total corrections made).
  9% - Were not sure/unknown.  9% - Were not sure/unknown.
  5% - Store poster.  5% - Store poster.
  2.4% - Television.  2.4% - Television.
  1.6% - Other media (magazine, newspaper,  1.6% - Other media (magazine, newspaper,
radio).radio).



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

Some Observations:Some Observations:
In the first couple of months, the basis forIn the first couple of months, the basis for
response was fairly well distributed among allresponse was fairly well distributed among all
media sources.media sources.
Response drawn from radio and TV dwindledResponse drawn from radio and TV dwindled
quickly.quickly.
Although not the largest producer, the storeAlthough not the largest producer, the store
posters created ongoing input.posters created ongoing input.
Response from the Web Site generated both theResponse from the Web Site generated both the
largest quantity, and had the longest stayinglargest quantity, and had the longest staying
power.power.



Three Month / Two Year Growth Comparison – (in Thousands)Three Month / Two Year Growth Comparison – (in Thousands)
 (Note: Web Site response at Approx. 7.6k, 18k and 21k for these (Note: Web Site response at Approx. 7.6k, 18k and 21k for these

intervals and not shown on graph.)intervals and not shown on graph.)
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Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

How did people communicate with us?How did people communicate with us?
87% - (800) Phone Number87% - (800) Phone Number
11% - E-mail    11% - E-mail    
  2% - Traditional mail  2% - Traditional mail



Tools that Worked for Us During a RecentTools that Worked for Us During a Recent
Voluntary Corrective ActionVoluntary Corrective Action

The use of targeted communications such asThe use of targeted communications such as
warranty registration, and Web Site information (withwarranty registration, and Web Site information (with
an e-mail link for ordering the repair kit), appear toan e-mail link for ordering the repair kit), appear to
have been far more fruitful than the mass media blitzhave been far more fruitful than the mass media blitz
for reaching our specific product users.for reaching our specific product users.

Kudos:Kudos:



FrustrationsFrustrations
The “Holy Grail” of product safety and liabilityThe “Holy Grail” of product safety and liability
prevention efforts:  How to get people to respond to aprevention efforts:  How to get people to respond to a
precaution (behavior modification).precaution (behavior modification).
Despite the best efforts to communicate theDespite the best efforts to communicate the
precaution, people often do not heed the warning.precaution, people often do not heed the warning.

ANSI Z-535.4 – Product Safety Signs and Labels:ANSI Z-535.4 – Product Safety Signs and Labels:
(Factors such as readability, visibility and(Factors such as readability, visibility and
recognition can all be optimized.  However, yourecognition can all be optimized.  However, you
can never be sure about whether the person willcan never be sure about whether the person will
choose to follow the information.)choose to follow the information.)
The “original sin.”The “original sin.”



FrustrationsFrustrations

TUIT



MotivationsMotivations
Encouraging people to use the Warranty RegistrationEncouraging people to use the Warranty Registration
Card:Card:

The Sweepstakes:The Sweepstakes:
Sauder is one of about 70 companies in the Sweepstakes pool.Sauder is one of about 70 companies in the Sweepstakes pool.
Difficult to say that it improves response rate substantially – butDifficult to say that it improves response rate substantially – but
it does not hurt.it does not hurt.

On-line availability of warranty registration (accounts forOn-line availability of warranty registration (accounts for
about 18% of the submitted registrations).about 18% of the submitted registrations).
Try to make the card “readable.”Try to make the card “readable.”  On-line registration in both  On-line registration in both
English and Spanish.English and Spanish.

Return rate appears to be a direct correlation to cost of product:Return rate appears to be a direct correlation to cost of product:
About 3% overall for Sauder as well as other similar productAbout 3% overall for Sauder as well as other similar product
companies.companies.
About 9% for the Monarch – a more expensive product.About 9% for the Monarch – a more expensive product.



MotivationsMotivations

Make sure your “800” number works:Make sure your “800” number works:
Friendly and courteous reps.Friendly and courteous reps.
Consistent script and information.Consistent script and information.
Make sure the call gets answered – promptly.  (TemporaryMake sure the call gets answered – promptly.  (Temporary
services available for additional support – especially duringservices available for additional support – especially during
the early stages of the program.)the early stages of the program.)



Math BreakdownMath Breakdown

Total number involved:                   212,000Total number involved:                   212,000
Products in Inventory:Products in Inventory:                 (3,500)(3,500)
Products in Users hands:               208,500Products in Users hands:               208,500

Recorded Transactions:  Recorded Transactions:          49,000        49,000
Direct mail kits returned:Direct mail kits returned:                   (6,400)(6,400)
Verified Contacts (USPS R/R):          42,600Verified Contacts (USPS R/R):          42,600



Math BreakdownMath Breakdown

Contacts from recorded transactions:Contacts from recorded transactions:      42,600     42,600
Other Contacts (all USPS R/R verified):Other Contacts (all USPS R/R verified):

Web Orders        20,500 (approx.)Web Orders        20,500 (approx.)
E-mail                   3,000 (approx.)E-mail                   3,000 (approx.)
Letter OrdersLetter Orders          500 (approx.)         500 (approx.)

                                                                                                                    26,40026,400
Total to date:                                             69,000Total to date:                                             69,000



GE Consumer Products

Recall ToolsRecall Tools

Jennifer DaileyJennifer Dailey
Program M anager, W eb M arketingProgram M anager, W eb M arketing

e



e GECP 

• Locating Consumers

• Internet Accessibility

• Dishwasher Recall and the W eb

Agenda



e GECP 

• Direct M ail

• Press Release

• Video News Release

• Posters in Retail Stores

• Call Programs (in and out-bound)

• W eb Sites

• Advertising

Consum er Identification Techniques

Each Recall is Unique - -
Use the Tools that M ake Sense

Locating Consumers of Recalled Products 



e GECP 

• 3.1 M M  units m anufactured - 1983-1989

• W hen recalled (1999), products were 10-17 years old

• Normal notices provided - m ail to old customer list, VNR, press
releases, web site

• Extra notice - outbound calls to consum ers who lost interest

• How to find m ore current owners?

• Product sold largely to entry level home builders, condos, apartm ents

• Could recall data reveal concentrations in these subdivisions of undiscovered products?

GE Dishwasher Recall

GE Agreed:
1.  List all recall responders
2.  Locate on maps
3.  Look for concentrations
4.  Send mailings to subdivisions

                             Locating Consumers of Recalled Products



e GECP Locating Consumers of Recalled Products



e GECP Locating Consumers of Recalled Products



e GECP Locating Consumers of Recalled Products



e GECP Locating Consumers of Recalled Products



e GECP 

“Do you have a recalled dishwasher?”

“Do you live in a subdivision or development where others might have it
as well?”

Plan B - Use Data from  Outbound Call Program

Results:
- Stimulated 10,000 calls over 3 months
- Resulted in 1,000 more units recalled

                             Locating Consumers of Recalled Product

•  Identified top 25 subdivisions

•  Sent mail to all residents, placed ads in local papers



e GECP 

A M ajority of US Households have Internet Access

                             Internet Access

Internet Usage 1997-2006
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e GECP 

As income increases, so does internet access

Incidence of online usage by income
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e GECP 

Over 20k PRs completed online each month

Online Product Registrations
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e GECP 

W eb Hits as %  of Total Contacts
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W ebsite takes over as information medium



e GECP Effectiveness of Dishwasher Recall M edium

W ebsite as effective as traditional calls
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Actionable Calls Actionable W eb Visits



e GECP 1999 Home Page

No Recall link available



e GECP 2000 Home Page



e GECP 2001 Home Page



e GECP Current Home Page



e GECP 

•Each recall is different and requires an independent look at
what might be effective

•M ass marketing techniques reach full effectiveness very soon
after announcement of recall and decline thereafter

•Successive public notices do not yield significant increases in
actionable responses

•W ebsite recall information is a better way to reach consumers
over time

•Internet users are savvy and can find information if it’s clearly
available

Summary




