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A product harm-crisis occurs when a product is found to be defective, contaminated or risk to customers and it is highly publicized through media. The crisis might affect the entire company’s products or a subset of the product. Some of the short-term effects associated with this crisis are the decline in revenue and increase in operation costs due to the recalls. However, the crisis may have long-term effects such as damaging the reputation of a company or brand, which might force a company out of the market. A good example of the product-harm crisis was faced by Toyota a renowned Automobile company between 2009 and 2010 when it faced products recall. The recall was due defaults related to safety, which can cause accidents that can lead to death and defaults that are not related to the safety of the vehicle, for instance, poor air conditioning of the vehicles (Cleeren, van Heerde & Dekimpe, 2013). Media outlets publicized the recall globally, for instance, magazines, televisions, and radios. However, the threat of the Toyota product-harm was the emerging Social Networks Sites (SNS). SNS are websites which people can share information regarding a certain subject in the public domain, for instance, Twitter, Facebook, and YouTube. To solve the problem of product-harm, the Toyota Company had to come out with various strategies. 

There are certain problems that the management of Toyota Company must solve.  At first, the company should concentrate on improving the quality of their products. As the company president, Mr. Toyoda admitted before the US Congress, “the company was growing too fast and that it may have focused on selling cars rather than paying sufficient attention to quality (Cleeren, van Heerde & Dekimpe, 2013).” In this case, there is a clear indication that the company has lost its initial Japanese slogan Just in Time (JIT) that ensured that the company products are of high quality through responding to faults and problems faster. In addition, one of the employees admitted that currently only 60% of vehicles are tested unlike earlier when they tested 100% of vehicles before being released to the market (Rajasekera, 2010). Therefore, the company management must concentrate on how to improve the quality, for instance, ensuring that all vehicles are tested before being sold. The other problem the company must solve is on how to protect its image through the media. Though the company has tried to use the SNS platforms, the company should intensify its efforts. For instance, the company should start immediate responses to clients’ issues they raise over their products. Lastly, the company leaders should try to regain their reputation through advertisings. According to Rajasekera (2010), the product-harm has damaged their image, for instance, only 27% had a perception that the company handled the crisis correctly. Therefore, the Toyota Company leadership should come out with various strategies to solve the problem before its reputation is damaged.

During the product –harm crisis, some of the organizational changes that were undertaken by the Toyota Company were successful, while others were unsuccessful. One of the most successful organizational changes was the initiation of a new communication strategy. The company management moved faster and established SNS platforms to respond to the client's inquiries about the recall. The SNS programs included  Facebook, Twitter, YouTube, YouTube USA, and pressroom Toyota. The SNS change worked because there were only ten anti-Toyota Facebook pages, whereby each had less than 1% of the Toyota official Facebook Page (Rajasekera, 2010). This means there was no backlash from clients. On the other hand, the organizational change to concentrate on the quantity rather than the quality did not work. In this case, though the demand was high, the company should have emphasized on a few but quality cars being manufactured. The mass manufacturing led to unnoticeable defaults such as sudden acceleration. The defaults led to mass recalling which threatened the company image and led to additional operational costs. Therefore, some organizational changes such as communication strategy were successful while other organizational changes such as increasing output were unsuccessful. 

The Toyota Company can use several strategies to retain its image and customer loyalty. Good communication is one of the strategies the Toyota Company can use. At first, the company should carry out research on the causes of the high default in their car. Then they should communicate well to their clients by explaining to them where the problem occurred and measures they would undertake to avoid future defaults (Bilal & Idrees, 2017). In addition, the company should increase their adverts through SNS platforms to counter anti-Toyota campaigns.  The company can also use the combination of price and quality to retain its image (Bliesemann de Guevara, 2014). For instance, the company should lower the prices of its products; while on the other hand, they are manufacturing vehicles without defects. In this scenario, the company would maintain the traditional image that it produces cheap but high-quality products. Therefore, though, the use of good communication, low prices, and quality Toyota Company would be able to retain its image and customer loyalty. 
To sum it up, the Toyota Company has to come out with strategies to come out of the product-harm crisis. At first, the company leadership should solve the problem of defaults, which is compromising the quality. The leadership should also undertake several steps to protect the image which is under threat from SNS.  Changing communication strategy through increasing SNS presence is one of the most successful organizational changes the company undertook. However, the organizational change to increase its output was unsuccessful because it led to mass recalling. Therefore, for the company to maintain its image and reputation, it has to improve its quality, lowers the price, and invests in good communication platforms.
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