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Abstract 

In 2009, Toyota one of the biggest vehicle manufacture in the world has faced a severe crisis which could have harmed its 

reputation and credibility forever. Toyota is still to this day suffering from the repercussions of what happened five years ago. 

Due to unintended quality problems in its cars, and after several deadly accidents, Toyota declared officially to recall millions of 

cars. This paper aims to understand why Toyota faced this crisis and how did they deal with it to return into -what in the adaptive 

cycle is called- the equilibrium phase. 
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Introduction 

Crisis is not uncommon; actually there is no company immune to crisis, and its consequent damages, even if at variant levels. No 

matter the size, history, or the financial strength of the company, every company is exposed, and Toyota motor Corp is no 

exception.    

Toyota Motor Corp is one of the biggest automotive company in the world. According to Fortune Magazine, from 1997 – 2007, 

Toyota Motor Corp lies in second position, after General Motor in their 25th annual list of America’s Most Admired Company 

[1]. However Toyota which used to be in a leading position ahead of general Motors, is no longer in the same position since in 

2009.  

 

Crisis 

The problem started in January 2009, when Toyota recalled 1,3 million Yaris unit in the world, due to what was describes as 

“problem in mechanism at the seat belt that can produce fire when accident happened.” Then, in the same year, Toyota recalled 

again 690.000 passenger car in China, due to “problem in the automatic system on their power window.” But the largest number 

of cars recalled was in the United States, where 3,8 million cars were recalled. This recalls continued to Europe and all over the 

world and reached approximately 9 million vehicles within 6 months. 

The reputation of Toyota was severely damaged, and an issue of mistrust occurred between the consumer and the company. For a 

product such as transport vehicle, the main issue for a consumer is safety, and as safety is not guaranteed by the company, it is 

seriously questionable that the consumer will trust the quality offered by the company or decide to purchase this product. 

This crisis affected Toyota economically, in 2010, the sales decreased compared to the previous year (see figure 1).  

 
      Figure 1 



 

Crisis Response 

For an organization to successfully respond to a crisis, it needs to be aware of its image, identity, and reputation as well as the 

impact the crisis may have on the company. [2] 

Toyota strategy to respond to the crisis and defend its reputation, started on the wrong foot. Instead of acknowledging its 

responsibility and apologize, Toyota tried to blame another company and hold its responsibility for the technical problems, and 

declared those problems were never intended to occur by Toyota. But at the end, and after the failure of this strategy to exonerate 

Toyota, the President of Toyota expressed a public apology.  

Although the adequate strategy to respond to the crisis was not adopted by Toyota instantly, but the company ended by bringing 

out “fix solutions to the affected vehicles; took advantage of mass media, as well as various online tools to communicate with 

stakeholders; organized special management teams to monitor quality issues”.[3] 

Toyota’s crisis management proved itself effective, and succeeded to restore the confidence of the consumer, the proof: people 

are still purchasing (see figure 2). 

 

    
       Figure 2 

 

 

Conclusion 

Considering the Adaptive Cycle theory of Abcouwer and Parson, we outlined Toyota recall crisis to understand the different 

phases that organization go through during its development path. We explored also how Toyota struggled and followed different 

strategies and plans to maintain its reputation. And after all it managed to overcome the crisis and reach the entrepreneurship 

phase for a second time. 

However, Crisis is not always caused by environment changing and does not always lead to financial problems. Actually crisis 

might also result from quality issues which affect the image and identity of the organization. And in this case, additional and 

long-term effort is required to achieve the equilibrium again. 
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