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THIS REPORT

Report structure and material issues

This Report’s structurereflects our new
sustainability framework, which will be
further developed over the coming year.
As part of this work we will refresh our
materiality assessment (see page 41 for
moreinformation) —in the meantime, we
retain the materialissues from 2015.

Period covered by report

All data covers the period from 1 April
2017 to 31 March 2018 unless otherwise
stated. For major ongoinginitiatives,
information from 1 April 2018 onward is
alsoincluded.

Scope of report

The Report covers Toyota New Zealand'’s
activities, and Toyota and Lexus Dealers
in New Zealand where relevant.

Thereportdoesnot coverthe
operations of Toyota Financial Services

COMPANY PROFILE

COMPANY NAME HEAD OFFICE ADDRESS

Sustainability is a management priority for
Toyota New Zealand . We have published a

New Zealand, whichis a separate
entity owned by Toyota Motor
Corporation, Japan.

Reference guidelines

« Thisreport has been prepared
inaccordance with the GRI
Standards: Core option

We reference the six goals outlined
inthe Toyota Environmental
Challenge 2050 and the 17

United Nations Sustainable
Development Goals

Assurance

Ourreports have been externally
assured since 2011. Thisyear’s
assurance statement can be found
on page 42. This process provides
our stakeholders with confidence
in our data collection process and
sustainability performance.

TOYOTA 29 ROBERTS LINE,

NEW ZEALAND  PALMERS

315

SALES

CALENDAR YEAR 2017*

*CYis the usual time frame for public reporting of vehicle sales.

TON NORTH, NEW ZEALAND

EMPLOYEES
AS AT 31 MARCH, 2018

A
9,254

USED VEHICLES

We welcome any questions, comments or suggestions you might have on this Report

and our performance.

Toyota New Zealand Customer Dialogue Centre

Phone: 0800 TOYOTA Email: customercare@toyota.co.nz

Sustainability Report every two years since
2005, and annually since 2014.

Acronyms and definitions:
CY: Calendar Year
€O g/km: Grams of carbon dioxide

Dealers: Independent businesses who from April
2018, areactingasagentsforthe sale of new
Toyotavehicles, which aresold through Stores

Emissions Scope: Theserelate to greenhouse
gas emissions

Direct emissions from owned or controlled
sources

Indirect emissions from the generation of
purchased energy (including travel)

Allotherindirect emissionthatoccurinthe
value chain (upstream or downstream)

EMS: Environmental Management System (a
recognisedindependently audited and certified
programme)

FY:Financial Year
GHG: Greenhouse Gas Emissions

GRI: Global Reporting Initiative (aleading
international framework for sustainability
reporting)

HV: Hybrid Electric Vehicle

I1SO: International Organisation for
Standardisation (anindependent non-
governmentorganisation which develops
International Standards)

Life Cycle Analysis (LCA): Assesses
environmentalimpacts associated with all stages
of aproduct'slife: fromraw material extraction,
materials processing, manufacture, distribution,
use, maintenance, and disposal orrecycling

Parts and Service Branches: Facilities owned
by Dealers which provide vehicle parts and
servicing for customers

PHEV: Plug-in Hybrid Electric Vehicle

Stores: Toyota vehicle saleslocations (previously
called Dealerships)

tC0;-e: Tonnes of carbon dioxide equivalent

TDP: Toyota Driveaway Price (the total cost
acustomer pays when purchasing anew
vehicle). TDPincludes pre-delivery costs, WOF/
COF, registration, fuel (and 1,000km RUC if
applicable), floor mats, and Toyota Care Service
Advantage

TFS: Toyota Finance New Zealand Ltd, known as
Toyota Financial Services

TMC: Toyota Motor Corporation, Japan (parent
company of Toyota New Zealand)

TMCA: Toyota Motor Corporation Australia
TNZ: Toyota New Zealand Ltd

Value Chain: The fulllife cycle of a product or
processincluding material sourcing, production,
consumption and disposal orrecycling
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MESSAGE FROM

THE CEO

Toyota New Zealand has published public
Sustainability Reports since 2005. These
provide an opportunity to both reflect
on our progress over thelastyear, and
communicate how we are preparing for
the future.

We believe that business only prospers
inthriving communities, which are
themselves dependent on a healthy
natural environment. With thisin mind,
we are continuing to evolve our business
strategy and Report framework.

Drive Happy

We spent much of thisreporting period
preparing our new business model -the
Toyota Drive Happy Project—which

we launched on 1 April 2018.The
Toyota Drive Happy Project responds
to changing customer expectations,
particularly astheinternet transforms
the wider retail market. We have
endeavored to dramaticallyimprove the
new vehicle purchasing experience by
removing common customer concerns.

Theseinclude price haggling, limited
testdrive opportunities, perceived
pressure to buya particular car, the
uncertain costs of future servicing,
and therisk of making the wrong
purchase decision. We have enhanced
the purchase experience with a
significantly upgraded web site to
enable customers to “build your own”
vehicle and have encouraged all our
Dealerships (now called Stores), to hold
awiderrange of demonstrator vehicles
to offer greater test-driving flexibility.
Allnew Toyota vehicles are now sold

by TNZ and delivered through Stores
(acting as our agents) at a consistent
Toyota Driveaway Price; thisincludes
all delivery fees and on-road-costs.

TOYOTA

Alistair Davis

TOYOTA NEW ZEALAND HAS

SET ITSELF A GOAL OF

30%

REDUCTION IN VEHICLE
EMISSIONS BY 2030

TOYOTA GLOBALLY
IS AIMING FOR A

90%

REDUCTION IN VEHICLE
EMISSIONS BY 2050

We have also changed the business

model to hold all new vehicleinventory

atthreeregional poolsin Auckland,
Wellington and Christchurch, with
vehicles only being dispatched to
Stores upon sale; thisreduces cost
andimproves our carbon footprint by
eliminating inter-Dealer freight from
unnecessaryinventory movements.

We worked closely with our Dealers

to prepare for the roll out of this new
model, providing extensive training
to their employees to ensure asmooth
transition, and to enhance their
customer hospitality.

I would like to thank our Dealer

and corporate employees for the
tremendous effort they have given to
help us bring about this seismic shiftin
oursales activity.

In the midst of these changes, we were
able toretain a steady focus on the

daily demands of our existing business:

for example our Customer Dialogue
Centre were winners at the annual
Call Centre awards, and work began
on the extension of our national parts
warehouse (more detail in next year’s
report).
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Keeping our customers safe

We are committed to keeping customers
safe. We have a policy of including all

our parent company'’s (Toyota Motor
Corporation) safety developments
asstandardin all the new vehicles

we import. We also continue to work
through the Takata airbag recall for
affected Toyota vehiclesin New Zealand.

Toyotainvests heavily toimprove
safety, and advanced technologies are
already presentin many Toyota and
Lexus models, such as dynamic radar
cruise control, lane keeping assist, blind
spot monitor, pre-crash safety systems
with autonomous emergency braking.

Autonomous vehicle technologyin
particular will bring significant
change: a predicted thousand-
fold safetyimprovement
over humandrivers. The
technology will also
enable commuter travel
to be more productive
(andless stressful) and
peoplewhoaren’table
to drive themselves will
have new opportunities
togetoutandaboutin
their communities.

BY AROUND 2025, ALL TOYOTA

AND LEXUS MODELS WILL
o HAVE AN ‘ELECTRIFIED’
Reducing ourimpact UPTI 0 N

The Toyota brand includes nearly
a quarter of all vehicles on New
Zealand'sroads, the vast majority of
which are powered by either a petrol
or dieselinternal combustion engine.
This gives us both aresponsibility and
opportunity toinfluence our country’s
progress to a zero-carbon economy.
We support the Government’s
commitment to the Paris Agreement
on Climate Change, and are aligning
our activities with the United Nations
Sustainable Development Goals and Operationally, our biggest carbon
Toyota Environment Challenge 2050. footprint comes from the import of
Toyota New Zealand has setitselfa goal vehicles. This remains a challenge,
of 30 per cent reduction in emissions and TNZisreliant onits parent

by 2030; Toyota globally is aiming for a company to optimise the efficiency

90 per centreduction by mid-century. of shipping freight. Over thelast
year South Island road freight

Acentral strategy toachieve this goalis (vehicle and parts distribution to
electrification, such as through hybrid Dealerships) remained disrupted by
technology. Currently, conventional the Kaikoura landslip which closed
Toyota and Lexus self-charging electric State Highway 1 until December
hybrid vehicles reduce fuel costs and 2017.This generated higher
tailpipe carbon emissions significantly greenhouse gas emissions. Logistic
(for example the Camry Hybrid is 46 activities were alsoimpacted by

per cent more fuel efficient thana the discovery of an unusuallylarge
conventional petrol equivalent*). By number of Brown Marmorated Stink
around 2025, all Toyota and Lexus Bugs on vehiclesimportedinto
models will have an ‘electrified’ option New Zealand. We worked with the
(self-charging hybrid electric, plug-in Ministry for Primary Industries (MPI)
hybrid, electric or hydrogen) so these to ensure our vehicles did not pose
gains can be achieved across therange. ariskto New Zealand’s biosecurity.

We are currently constrained by
supply of new cars for the New
Zealand market, so we are sourcing
used hybrid vehicles from Japan to
increase the availability of lower
emission vehiclesin the short term.

* Combined fuel consumption. These figures are tested under controlled conditions and are provided for
comparison purposes, actual results will vary according to vehicle usage and operating conditions.
For moreinformation visit www.toyota.co.nz/our-range/thetoyota-difference/fuel-economy/

We maintained our Environmental
Management System (Enviro-
Mark Diamond and ISO 14001)
certification at our corporate sites.

In addition, all large retail Stores
achieved Enviro-Mark Diamond
certification, together with
two smaller Stores, Tasman
Toyota and Rotorua Toyota.

THIS YEAR WE ACHIEVED

30 CONSECUTIVE
YEARS OF
MARKET LEADERSHIP

Financial performance

We have seen another strong year
inthe market, once again delivering
record new vehicles sales. Thisis
driven by strongimmigration and
abuoyant economy. While thisis
apleasingresult,itbrings some
logistics challenges asit places
greater pressure on our suppliers
to provide and deliver vehicles and
parts to customers. We expect sales
to plateau over the coming year.

This year we achieved 30 consecutive
years of marketleadership,and held
celebratory events with employees
in Palmerston North and Thames.
Whilstitisimportanttoreflecton
our many achievements over this
time, we are readying our business
for the challenges ahead. The
Toyota Drive Happy Projectis one
expression of this change and over
2018 we are continuing to develop
our sustainable business strategy
and prioritise activities across
departments and operations.

fids o

Alistair Davis

Chief Executive Officer
Toyota New Zealand
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TOYOTA'S GLOBAL VISION

Toyota will lead the way to the
future of mobility, enriching
lives around the world with the

Through our commitment to
quality, constantinnovation,
and respect for the planet, we

We will meet our challenging
goals by engaging the
talent and passion of

safest and most responsible
ways of moving people.

aim to exceed expectations and
be rewarded with a smile.

+
GUIDING PRINCIPLES

The Visionis underpinned by seven Guiding Principles, which were adopted in 1992.

people, who believe there
is always a better way.

01

Honourthelanguage
and spirit of thelaw
of everynationand

undertake open and fair
corporate activities
tobeagood citizen
of the world.

02

Respectthe culture and
customs of every nation
and contribute to the
economicand social
development through
corporate activities
inthe community.

03

Dedicate ourselves
to providing clean and
safe productsand to
enhancing the quality of
life everywhere through
allactivities.

04

Create and develop
advanced technologies
and provide outstanding
products and services
that fulfilthe needs of
customersworldwide.

05

Pursue growthin
harmony with the
global community
throughinnovative
management.

06

Fosteracorporate culture
that enhancesindividual
creativity and teamwork

value, while honouring
mutualtrustandrespect
betweenlabourand
management.

07

Workwith business
partnersinresearchand
creation to achieve stable,
long-term growth and
mutual benefits, while
keeping ourselves open
tonew partnerships.

@ TOYOTA | Believe

Toyota New Zealand supports the Vision and Guiding Principleslocally through the Toyota Believe brand values.
We believe in respecting others. We believe in trying to make a difference.
We believe every day’s an opportunity to improve. We believe in working together.
We believe that if you can dream it, you can do it. We believe good things stand the test of time.

We believe a better tomorrow starts today. We believe in going the extra mile.

( See more on how we live our brand values here: www.toyota.co.nz/about-toyota/our-values/ J
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MANAGING OUR
OPERATIONS

Alistair Davis Shinobu (Terry)

Managing Director Teramoto

and CEO Senior Executive
Director

Andrew Davis NeerajLala
General Manager General Manager
Marketing and New Vehicles and
Customer Product

Corporate governance

Toyota New Zealand's Executive
team, comprising our CEO, a
Senior Executive Director and
seven General Managers, meet
weekly to monitor progress
againstthe business strategy.

Our strategy supports TMC's Vision
and outlines shortandlong-

term objectives, and associated
targets, delivered through a

rolling five year business plan.

A monthly balanced scorecard
tracks key business performance
indicators. Itincludes economic
and sustainability measures such
as health and safety, greenhouse
gas emissions (across product,
operations and freight), corporate
and Dealer compliance with
environmental management,

and communityinvestment.

Thisyear we welcomed Debbie
Pattullo to the Executive team,
and saw thereturn of Neeraj Lala
from his USA based secondment.

| .

Paul Carroll
Senior General
Manager

Spencer Morris Debbie Pattullo
General Manager Assistant General
Customer Services Manager

People Development

External certificates and standards

In addition tointernal codes and
charters, TNZ supports externally
developed standards and other
initiatives, including:

Certified Emissions Measurement
and Reduction Scheme

(CEMARS) carbon certification

to 150 14064-1:2006 - of all
corporate operations andsites

J
( 1)
1S0 9001:2015 (Quality
Management)—atall corporate
operationsand Thames facility
- )
s N
1S0 14001:2015 (Environmental
Management) - Thames facility
J
( M)
Enviro-mark (Environmental
Management) - at all corporate
operations and Dealers
_ J

Steve Prangnell Mark Young
General Manager General Manager
Used Vehicles, Finance and

Logistics and Dealers ~ Corporate Resources

Additionally, TNZ (or members

of our Executive team) holds
membership of numerousindustry
associationsincluding:

+ Business New Zealand

+ CEO Major Companies Group

« Employers and Manufacturers
Association

+ Massey University: Massey Business
School Advisory Board

+ Motor Industry Association

+ Motor Trade Association

+ MIAProductand Safety Committee

+ NZInitiative

Sustainable Business Council (SBC)
(*Toyota New Zealand CEO is Chair)

Sustainable Business Network

*Associations where amember of the Toyota
New Zealand Executive holds a governancerole

TOYOTANEW ZEALAND LTD SUSTAINABILITY REPORT | 2018



BOARD AND BOARD
COMMITTEES

Mark Young

TNZ Company Secretary,
General Manager
Finance and Corporate
Resources

Alistair Davis

TNZ Managing
Director and CEO

Shinobu (Terry) Teramoto

TNZ Senior Executive
Director

Michael Rausa

Vice President Product
and Corporate Operations,
TMCA, Australia

Nobuhiko Murakami

(Chairman) CEO East Asia
and Oceania Division; Senior
Managing Officer TMC, Japan

Kaname Shimizu

(absent) General
Manager Finance
Division, TMC Japan

Brent Knight

TFS Managing
Director

Toyota New Zealand's Board of Directors consists of six Directors representing TMC or affiliated TMC companies.

STAKEHOLDERS

Stakeholders are defined as those who are either affected by our business, or who have the potential to affect our business.
They playa keyrolein our success, in achieving our organisational goals, and contributing more broadly to the economy and
society. The Executive team reviews and updates our stakeholder list every two years. Our key stakeholders are:

We actively engage with the government,
wider motor vehicleindustry, and forums
such as the Motor Industry Association
of New Zealand, the Business New
Zealand Major Companies Group, and

the Sustainable Business Council (SBC)
tosupportand develop a sustainable
transportsectorin New Zealand.

Our CEOis Chair of the SBC, which
advocates for sustainable business
practices, policies and government
action.Page 7 lists these commitments.

Community

Our Vision, Guiding Principles,
and Believe statements underpin
our engagement withlocal
communities. Through our
Dealers we support activitiesin
over 60 communities across New
Zealand building relationships ©
with organisations that share

similar values and objectives.

We provide direct funding and

in-kind support through the

donation of vehicles, employee

or management time. See pages
32-34 for moreinformation.

—— Toyota Motor Corporation

and community activity.

—

®
=

TOYOTANEW
ZEALAND
STAKEHOLDERS

s

A&

Suppliers

Our suppliers are responsible
for the production and delivery
of fit-for-purpose, high quality
goods and services for both
customers and our operations.
Theyinclude a mix of localand
international organisations.
See page 31.

We seek to establish strong,
long-termrelationships with
key suppliers to maximise
mutual benefits.

Employees

Toyota New Zealand has 315 employees who
are basedin Palmerston North, Thames and
Auckland. We recognise the importance of
providing them with a safe and enjoyable
workplace. Our employees are focused on TNZ'’s
brandreputation and marketleadership, our
commitment to sustainability, and each other’s
wellbeing. See page 27 to see how we engage
with our employees.

TMCisan active stakeholder across all
departments and managementlevels at
Toyota New Zealand. TMC Senior Executives
arerepresented on our Board. Our Executives
regularly visit Japan to participate in global
committees and exchange information and
learnings with TMCand other Toyota affiliates.

We provide regular performance reports to TMC
as part of globally shared metrics. These include
reports on health and safety, the environment,

Dealers

Atotal of 24 coreindependent
companies comprise our
nationwide network of Toyota
and Lexus Dealers and supply
customers with arange of
new and used vehicles, parts
and services. Between them
theyareresponsible for 67
Stores (61 Toyota, five Toyota
and Lexus, and one stand
alone Lexus) nationwide.

See page 29 for details on
how we engage onissues of
importance to our Dealers.

Providing customers with
apositive experienceisan
essential component of our
businessand brand reputation
inthe market. Thisisreflected
in our new business model, the
Toyota Drive Happy Project.
See page 17 or details on how
werespond to theissues of
importance to our customers.

Board members are appointed by TMC ( A
based on their skills, experience and 1.The Internal Audit and Process Committee communicates risk management, BRAND REPUTATION AND
industry knowledge. All Directors (as well compliance activities, internal audit requirements and ethical conduct. MARKET LEADERSHIP
as comp.::my Exec'utlves and Managers) N J Our brand direction and marketing Thisyear, TNZwas recognised as the Similar to previous years, Toyota
are reqm'red todisclose rel’ateq party ( activities are guided by Toyota's core highestrated automotive brand and was the only automotive brand
transav?tlonsar.mually.to highlightany 2.The Corporate Affairs Committee assists with discharging the Board’s global values. In New Zealand, we the third overallin the New Zealand in the top 20 of thisindex.
potential conflicts of interest. responsibilities regarding human resource issues, and promotes career express these to local stakeholders 2018 Colmar Brunton Reputation We also maintained Tovota's leadin
TNZ has three internal committees planning and development. and customers through our eight Index. Thisindex measures awide range osition for the 17th cznsec tive g
responsible for assisting the Board - J guiding Believe statements. We ofleading New Zealand companies P . . 5

A " . . : S yearin the Reader’s Digest Trusted
with complex business matters. These e N\ monitor the strength of our branding across fourreputational categories: Brands Survey. We ranked as the top
committees are chaired by Executives 3.The Environment Committee provides strategic environmental management through annual corporate reputation social responsibility, fairness, automotive company and ninth overall
of the company and include relevant and oversees delivery of Toyota New Zealand’s Environment Plan. surveys across both the motoring leadership / success, and trust. for most trusted New Zealand brand.
employees from all levels. . J industry and wider businesses.
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WHAT WEDO OVERSEAS MANUFACTURING FACILITIES
FOR NEW VEHICLES SOURCED FOR THE

Toyota New Zealandis a wholly owned NEW ZEALAND MARKET

subsidiary of Toyota Motor Corporation,
Japan.Weimportand sellnew and used
Toyota and Lexus vehiclesas well as
partsand used vehicles both directly and
through our Dealer network. We also sell
parts to Parts and Service Agents.

New vehicles are manufacturedin
Japan, Thailand, Australia,
England, and the

United States. We

importused Toyota

vehicles from Japan,

and certify them to

New Zealand standards

at our Thames facility. 4
Ex-lease vehicles are e
refurbished and sold as @

Signature Class.

USA

> HIGHLANDER,
TMMI, Indiana

UNITED KINGDOM —
> AVENSIS, TMUK

Toyota became the top selling vehicle
brandin New Zealandin 1988, and has
maintained this position as market
leader for 30 consecutive years.

CONSECUTIVE

YEARS MARKET
LEADERSHIP

YEARS OPERATING
INNEW ZEALAND,
WITH 2017 A YEAR OF
RECORD SALES

TOYOTA VEHICLES ON
NEW ZEALAND ROADS
(APPROXIMATELY ONE IN
FOUR VEHICLES)

OUR HISTORY

JAPAN
YARIS
Shokki 302 Plant

COROLLAHATCH
TakaokaNol Plant

COROLLAWAGON
TMEG Miyagi
C-HR

lwate

86
FHI, Yokohama

PRIUS HATCH
TsutsumiNo 1-2, Nagoya

PRIUS C
TMEJ lwate No 1 & 2, Toyota Motor East Japan

PRIUSV

TsutsumiNo.1, TMC, Nagoya

PREVIA

ToyoshaNo.2 & MotomachiNo.1,Nagoya

RAV4
Takaoka Nol & Shokki 301, TMC, Nagoya

LAND CRUISER PRADO
Hino HamuraNo 1, TaharaNo 1, Nagoya

LC200

Toyosha Fujimatsu & Toyosha Fujimatsu & TaharaNo 1,
Toyota Auto Body, Nagoya

LC70

Toyosha Yoshiwara & Toyosha Fujimatsu, Nagoya

HIACE
Gifusha, Gifu Auto Body, Nagoya & Toyosha Inabe 1,
Toyota Auto Body

®

@
—

AUSTRALIA

> CAMRY AND AURION,
Aurion, Altona, Melbourne
(closed October 2017)

< > IS

Tahara No.3,Nagoya
< > CT

TMK No1, Miyawaka-city, Fukuoka, Kyusyu
< > GS

TaharaNo.3, Nagoya
< > LS

TaharaNo.3, Nagoya
< 2> LX

Toyosha Yoshiwara, Nagoya
< > ES

TMKNo2, Kyusyu
< 2> RX

TMK N2, Kyusyu TOYOTA NEW ZEALAND
R | Lo OPERATIONS

TMKNol, Kyusyu
& > RC

RCF Carbon, TaharaNo.3, Nagoya
e

AUCKLAND
e
(3 Jo o3 THAmES

& HAMPTON DOWNS @
‘I e

o
> ’J
] PALMERSTON

NORTH

o

WELLINGTON

oo

CHRISTCHURCH

@0

- HILUX, Samrong/Ban Pho,
Bangkok

-> COROLLASEDAN, Gateway
Plant, TMT Bangkok

KEY

Parts Warehouse

Toyota Racing
New Zealand TRNZ

Port of Entry

Distribution Hub

Refurbishment Facility

Office

2602006 6|6

Manufacturing Plant

1966-76 1977-86 1987-96

1997-2007

2008-2017 2018 >

PHASE 1: THEEARLY YEARS

Toyota vehicles were sold by alocally-
owned company that had alicence
toimportthe brand. Vehicles were
assembledin New Zealand through
contracts with twolocal plants at
Thames and Christchurch. Toyota’s
market share was under 10 percent.

PHASE 2: INVESTING FOR GROWTH

This period saw TMC Japaninvestin the
business, allowing us to purchase and
develop the vehicle assembly plants

we had previously contracted. We
alsoinvestedin Dealersand people,
and branded ourselves as Toyota New
Zealand for the first time. Our market
share was between 10 and 15 percent.

PHASE 3: ESTABLISHING LEADERSHIP

We moved to theindependently owned
Dealership structure, and coordinated
support for Dealers and customers
through the newly established National
Customer Centrein Palmerston

North. We alsointroduced arange of
products offered by Toyota Financial
Services. Toyota became New Zealand’s
‘heartland’ brand, with the highest
market share.

PHASE 4: TRANSITION

In 1998 the government removed tariffs
onimported cars, resulting in significant
changein thelocalindustry away from
domesticassembly to theimport of

fully assembled vehicles. We undertook
majorrestructuring,including moving
our Head Office from Wellington to
Palmerston North. We also established
aused vehicle business and maintained
our hold of thelargest market share.

PHASE 5: RENEWAL

Therenewal of TNZ following the

restructuringin the previous phase was

supported by new branding: Believe.
Over this period we have beenlaying
foundations for our Dealers to better
meet the future needs of our customers
ina changing consumer environment.

PHASE 6: RENEWAL CONTINUES

We can see the retail marketplace

has changed: consumers don’t enjoy
the price negotiation and sales
pressure when purchasing anew car.
TNZintroduced our new agency and
distribution model on April 1,2018
called the ‘Toyota Drive Happy Project.’
It addresses the common customer
concerns of buying and owning a car.

TOYOTANEW ZEALAND LTD SUSTAINABILITY REPORT | 2018
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OUR BUSINESS
STRATEGY

Toyota New Zealand's business purpose
is to grow market share through our
long-standing reputation for quality,
broad product choice,and an enhanced
salesand customer experience. We
add value through arange of after
sales supportsuch as servicing, parts
and accessories sales, financing

and warranties, which build our
relationship with, and retention

of, customers. We endeavour to

do this openly and responsibly.

IMPLEMENTING
OUR VISION

Werecognise thatin the face of
increasing environmental and social
pressures we need to continue
strengthening how we deliver on

our Vision and Guiding Principles,
particularlyinlight of the United Nations
Sustainable Development Goals.

Our business and products need to
adapt to therapidly changing events
in ourindustry,including continued
demand for safer and cleaner cars,
changing mobility needs, resource
competition and scarcity, growing
governmentregulation and consumer
distrust. Climate changeisthe

most significant of these disruptive
‘megaforces’ and will multiply the
risks and challenges to our operations,
supply chains and profitability.

These demand a comprehensive
response from all businesses, and
we wish to ensure sustainability is
anintegral part of what we do.

The process of compiling this

Report helps usreview our progress
andreflect on how weimpactand
contribute to sustainable development.

Thisyear we areintroducing anew
framework that articulates TNZ's
placein oursocial and environmental
systems, bothlocally and globally.
This takes time and over the next year
we willundertake internal strategic
work to clarify our approach, and
introduce objectives and targets

for our performance overthe

short, medium andlong term.

These will more tightlyintegrate

our vision, principles and valuesinto
our business, and support progress
towards the Toyota Environmental
Challenge 2050 and the United Nations
Sustainable Development Goals.

OUR SUSTAINABILITY
FRAMEWORK

BUSINESS

Toyota

New Zealand
activities,
governance
and economic
performance.

This Reportis structured according

to our new sustainability framework.

In each section we presentthe

context, key areas of impact, and our
progress and objectives toimprove our
environmental and social performance.

Whererelevant we include the activities
of TMC, Dealers and logistics providers.
We are working towards expanding our
futurereportingtoinclude the progress
of other key suppliersinimproving their
environmental and social outcomes.
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ENVIRONMENT

How our products and
operations fit within
environmental limits,
theresources we use,
emissions we generate,
and our efforts to protect
nature where we can.

SOCIAL

How our products and
operations sit withina
social context, including
ourrelationships with
our partners, customers
and communities.

These three elements (environment,
social and business) arereflected in
the colour headings of each section of
this Report.

TOYOTA ENVIRONMENTAL
CHALLENGE 2050

In 2015 our parent company TMC published six global goals. These aim to realise a sustainable future by addressing the harmful
effects, on society and the environment, fromits business sales and operations. TMC aspires to make a net positive contribution by
2050. Toyota New Zealand is aligning its strategies with this global direction.

CHALLENGE 1

New Vehicle ﬁ
Zero CO2

Emissions Challenge

Toyota aims toreduce vehicle CO; emissions

by 90% compared to 2010 levels. Toyota
will continue developing next-generation
vehicles withlow or zero CO; emissions
(hybrid, plug-in hybrid, electric and fuel cell
vehicles) and encourage their adoption.

CHALLENGE £

o

Optimizing
Water Usage

Toyota will minimise the quantity and
optimise the quality of water used in vehicle
manufacturing. Low water consumption

and high water quality discharged back

into the environment will be achieved

with afocus on efficiency, water reuse
throughrecycling and purification.

UNITED NATIONS SUSTAINABLE

DEVELOPMENT GOALS

CHALLENGE 2

C,[{z
ek 42N

Emissions Challenge

Toyota aims to eliminate CO, emissions in
material and vehicle production stages.
Toyota will enhance vehicle eco-design
aiming atzero CO; emissionsin all stages
of a car’slife cycle and reduce the quantity
of materials and number of parts used.

CHALLENGE §

Challenge of
Establishing a
Recycling-based
Society and Systems

Toyota will continue rolling out
systems aimed at resource efficiency
to create arecycling based society.
Toyota will utilise eco-friendly materials;
make partslastlonger; expandrecycling
technology; and manufacture new
vehicles from end-of-life vehicles.

CHALLENGE 3

C02
Plant Zero CO2 m

Emissions Challenge

Toyota will cut CO, emissions to zero

at manufacturing plants. Toyota will
continueintroducing and developing
low CO; production technologies,
energy efficiency, and promote the use of
renewable energy and hydrogen.

CHALLENGE 'y

Challenge of "
Establishing a 8

Future Society
in Harmony

with Nature

Toyota will collaborate with others

to create asociety where people
coexistin harmony with nature.

Toyota will develop partnerships with
other businesses, governmentand non-
government organisations, andlocal
communities to conserve the natural
systems on which we depend, and promote
environmental education and awareness.

As we revise our materialissues and develop our strategyin the coming year, we will also reference the United Nations Sustainable
Development Goals —specifically where we can best contribute to a goal and have the greatestimpact. Highlighted in blue below
are those Goals mostrelevant to our product and operations. We aim to raise internal awareness of how each TNZ department can

contribute to these global objectives, and grow our responses over the coming years. Our next Report will describe thisin more detail.

1 N0 Endpovertyinallitsforms
POVERTY everywhere.

AR

IERO End hunger, achieve food security
HUNGER andimproved nutrition and promote
gﬁ( sustainable agriculture.

GOOD HEALTH Ensure healthylives and promote well-
ANDWELLBEING  being for all atallages.

e

4 QUALITY Ensureinclusive and equitable
EDUCATION quality education and promote

s lifelonglearning opportunities
I!ﬂ | forall.

GENDER Achieve gender equalityand empower
EQUALITY allwomen and girls.

¢

CLEAN WATER Ensure availabilityand sustainable
ANDSANTATION - management of water and sanitation

E forall.

Ensure access to affordable, reliable,
sustainableand modernenergy
forall.

8 DECENTWORKAND Promote sustained, inclusive and
ECONOMICGROWTH sy stainable economic growth, full and

productive employmentand decent
‘I' work forall.

INDUSTRY.INNOVATION Build resilientinfrastructure,
ANDINFRASTRUCTURE. promote inclusive and sustainable

& industrialization and fosterinnovation.

O

sustainable development.

8!

1 REDUCED Reduceinequality withinand among 1 SUSTAINABLECITIES Make cities and human settlements 1 RESPONSBLE -~ Ensure sustainable consumptionand
INEQUALITIES  countries. ANDCOMMUNITIES iy clusive, safe, resilient and gﬂgi‘a’g;ﬂgﬁw production patterns.
V'S A sustainable.
- ]
=) AldE O
1 GEIHUA:‘[ Take urgentaction to combat 14 SEFIFDWWATER Conserve and sustainably use the 15 llllli[uun Protect, restore and promote sustainable
A climate changeanditsimpacts. oceans, seas and marineresources for use of terrestrial ecosystems,

‘-«-‘ sustainably manage forests, combat
~ desertification,and haltand reverseland
1 degradation and halt biodiversityloss.

1 PEACE JUSTICE  Promote peaceful and inclusive

AND STRONG ieti i
INSTITUTIONS societies for sustainable

development, provide access to
justice foralland build effective,
— accountable andinclusive

= institutions atalllevels.

1 PARTNERSHIPS  Strengthenthe means ofimplementation
FORTHEGOALS 3 d revitalize the global partnership for
sustainable development.

&
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OUR VALUE CHAIN

TOYOTAMOTOR

CORPORATION (TMC) —
TMCis headquarteredin

Japanand wholly owns all

Toyota and Lexus branded
companies around the world.

369,124

TOYOTA EMPLOYEES
WORLDWIDE

14,313

TMC EMPLOYEES IN JAPAN

170

COUNTRIES WHERE TOYOTA
OPERATES/SELLS CARS

(4 )

deances in mobility technology. )

Our distribution partners work with us
to move vehicles (by road and rail) and
parts (byroad and air) to Toyota Stores
andservice centres.

Vehicles and parts are distributed by
the Car Distribution Group and Post

@ TOYOTA
—

@ 1.DESIGN

TMCdesigns vehicles which appeal
to customers, while satisfying safety
and environmental regulations.
Significantinvestmentininnovation
andresearch enable Toyotato be at
the forefront of currentand future

2.RAWMATERIALS
EXTRACTION

We take a value chain view to identify and manage theimpacts and opportunities linked with the life cycle of our products and
services. TNZ operations centre on sales, marketing and the distribution to retail outlets, but we also consider activities ‘upstream’
(material extraction, suppliers, production) and ‘downstream’ (customer use, product recycling and disposal) of our business.

Thisaimsto create value for our business, consumers, partnersand suppliers,and reduce negative environmental and socialimpacts.

The value chain approach shows that many of the biggestimpacts from our business activities occur outside our direct
control,and we need to collaborate, influence and develop stronger partnerships with suppliers and the widerindustry.

.VEHICLEM FACTURE
Jezg 3 vEHIC ANUACUR>

Raw materials and parts are sourced
from many countries and suppliers.
TMC focuses on opportunities
tosubstitute naturalresources
byrecycling and reconstituting
materials from end-of-life cars, and
developing less harmful materials
such as bioplastics.

11111} 6.PROCESSING AND
< REFURBISHMENT

Toyota and Lexus vehicles are manufactured

in 17 plantsin Japan,andin 67 countries
by fully owned subsidiaries. This means
TMC caninfluence the sustainability

performance of these facilities with cleaner

and more efficient production methods.

TOYOTA NEW ZEALAND (TNZ) 4. PRODUCT

PLANNING

TNZis awholly owned subsidiary
of TMCwithits head officein

Palmerston North. TNZ determines the

Haste Couriersrespectively.

(¢ )

@ 8.MARKETING AND SALES

TNZisresponsible for promoting the Toyota
brand. Our primary sales channelis through
our nationwide network of authorised Toyota
and Lexus Dealers. Our Dealers currently

sell directly to individual customers (82%),
and both Dealersand TNZ sell to national
fleet buyers (18%), including various rental

Qar companies and government entities. )

TOYOTA AND LEXUS DEALERS

Dealers areindependent companies that have an
agreement with TNZ to sell our vehicles.

24 67 1,680

DEALERS OWNED DEALER EMPLOYEES
AROUND NZ STORES IN 60 COMMUNITIES

New vehicle accessorisation and used
vehicle refurbishmentis undertaken
atour Auckland Portand Thames
facilities. Used vehicles are sourced
from Japan, and ex-lease and ex-
rental vehicles from our New Zealand
fleet customers.

There are an estimated 900,000
Toyota vehicles on New Zealand

roads, which generate greenhouse
gasesand air pollution when driven.

Many customers are keen to select
fuel efficientand low emission

models, and we secure as many hybrid
vehicles as we can from TMC's global

production allocation.

Q

appropriate vehicle mix for
New Zealand customers. The
majority of vehicle parts
come from overseas, but our
team also work withlocal
suppliersto select partsand

Vehicles and parts are sourced from Japan,
Thailand, the United States, the United
Kingdom, Australiaand New Zealand.
Vehicles are shipped to ourlogistics hubsin
Auckland, Wellington and Christchurch; parts
are freighted to Auckland, Napier, Tauranga

and Wellington.

m CORPORATE
EMPLOYEES

315
l

10.SERVICING
'@' 11.END OF LIFE >

Vehicles spend many years on theroad, and regular
servicing helps maintain performance and safety.
Dealers provide servicing for our direct customers
and other Toyota vehicle owners. TNZ also supports
customers with queries through the Customer
Dialogue Centrein Palmerston North. Parts and

service providersareindependent businesses under
Q\e responsibility of thelocal Dealer.

7 SERVICING
QOWNOIO

{1

accessories mostsuitable for
our market.

TMC partially mitigates some environmental impacts
throughits vehicle design and life cycle analysis,
which enables around 99% of vehicle materials to
bere-used. The complexity of modern vehicles and
thelack of bespoke recyclinginfrastructure mean
carssold by any companyin New Zealand don’t
achieve their full recycling potential. This remains an
importantissue for the whole industry.

AL
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OUR NEW
BUSINESS MODEL

Overthelast fewyears we have sought
extensive customer feedback at each
stage of their car purchase. We found
they did not enjoy the price negotiation
when buying anew car, worried about
the salesperson’s motives when selling
specific cars ontheyard, were concerned
theywere not getting a good deal, and
felt confused about the cost of servicing.

Asaresult,on April1,2018 we
introduced a new vehicle sales model,
radically evolving the car buying
experience to keep up with today’s
customer, and ensure theirinterests
and concerns are better managed.

The ‘Toyota Drive Happy Project’ aims
to eliminate some of the common
pain points customers experience.

Enhanced test driving

We have placed customers at the heart
of every stage of the buying process.
Toyota Dealers (called Stores) now
hold awiderrange of demonstrator
vehicles for customers to test drive

to ensure they are completely happy
with their final choice. There are

now more flexible test-drive options
including extended, overnightand
weekend vehicle loans. As Stores hold
demonstrator vehicles only, brand new
vehicles are quickly transported to the
Stores when customers order them.

TOYOTA

DRIVE

model torewarding sales people for
happy customers who return for car
servicing and future vehicle purchases.

Every new vehicle bought at a Toyota
Store also comes with a seven-day
money back option, to ensure peace of
mind with each purchase. All Stores offer
‘Toyota Care Service Advantage’, giving
customer certainty over servicing costs
in the first four years of ownership.

The new business model affects

new vehicles only. Stores continue
to own used vehicles and parts, and
sell these directly to customers.
Throughout this Report we provide
anupdate on how this modelimpacts
relevant parts of our business.

The Toyota Driveaway Price

The old-fashioned price negotiation
has beenreplaced with upfront,
transparent pricing, referred to as the
Toyota Driveaway Price, consistentin
Toyota Stores across the country. This
removes the traditional car Dealership
‘hard sell’and makes buying a cara more
comfortable and enjoyable experience.

.ém:e%at

Inline with common business practice,
fleet owners orregistered companies,
receive tiered discounts based on

the volume of carsthey buy.

Store hospitality

We are proud of the customer service
delivered by Dealers’ sales people. As
partof our belief that we can always
improve, we are undertaking extensive
training for both our Dealers and
corporate employees to offer even
better hospitality and a great customer
experience. Toyota New Zealand is

also encouraging Dealers to shift

from the commission based business

., PROSECT

&
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CUSTOMER EXPERIENCE,
EXPECTATIONS AND
ENGAGEMENT

Aaron Wheelerreceived a national award for
being one of the top ‘favourite’ customer service
representatives receiving calls in the CRM awards.

IN 2017 WE SOLD

AND PROVIDED SERVICE T0
AR

395,079

VEHICLES

We strive to provide our customers
with high quality service across all
ourinteractions,including vehicle
purchasing, servicing, and with any
queries or concerns they may have.

During 2018 we areintroducing a new
online tool to collect and measure
customer satisfaction. This will
captureresponses from Stores and
service centres, but also at other
points of engagement with the
Toyota brand, such as our Customer
Dialogue Centre. It enables us to ask
more targeted questions, gain better
insightsinto customers’ satisfaction
and where we canimprove.

Customer satisfaction metrics are
accessible by Dealers and corporate
teamsinreal-time.

Results are reviewed every two
months ata Customer Focus Executive
meeting, and on a quarterly cycle to

aPlanet__g

Toyota New Zealand’s Palmerston North-based Customer Dialogue Centre won the National Supreme
Diamond Award for customer service in the 2017 CRM awards.

Dealer Customer Service Performance (FY)

100

@
o

(=2
o

Net Promoter Score
N
o

nN
o

2013/14 2014/15

Samplesizes are provided in the Appendix.

0 |‘| ‘ll |‘| ||| |||

2015/16 2016/17 2017/18

Il Newvehiclesales [l Usedvehiclesales [l Service

Toyota New Zealand's Board of Directors.

Theresults form part of Dealers' key
performanceindicators and our annual
Dealer Awards.

Over FY2017/18 we continued to
measure customer service across

our Dealer network through the Net
Promoter Score®. Thisis a widely utilised
measure of customers’ willingness
torecommend a particular product

or service (in our case, the purchase

and servicing of cars at Dealerships)
to friends or family. Toyota performs
exceptionally wellin this assessment
where ascore of 50 is considered high.

This year our customers highlighted
theimportance of proactive
communications, the convenience of
fittingin with their busy schedules, and
good value for money. They also value the
extra effort our service teams provide,
such as car cleaning and courtesy cars.

21,3

TOTAL NUMBER

4,276

NUMBER OF
OF CASES RECALL ENQUIRIES

&

23,240

NUMBER OF
FACEBOOK COMMENTS
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OUR PRODUCTS

TOYOTA GLOBAL GUIDING
PRINCIPLES

Dedicate ourselves to
providing clean and
safe products and to

enhancing quality
of life everywhere
through all activities.

New Zealand road transport greenhouse gas emissions (2016)

HEAVY TRUCKS

PRIVATE CAR (AND BUSES)

66%

10%

Transportis New Zealand's second
largest source of greenhouse gas (GHG)
emissions, and we rank fifth highest
among OECD member countriesona per
person basis. New Zealand's vehicle fleet
isamong the oldestin the developed
world, and least fuel efficient. We
support the government’s commitment
tothe Paris Agreement on Climate
Change, and have set targets toreduce
the emissions of the vehicle mix we sell
inline with this—see Use page 20.

personal mobility, our transport
systemis dominated by private road
transport. Consequently, compared
to other developed countries vehicle
ownershipratesare very high and
publictransportuseisrelatively low.

INNOVATION

Toyotais committed to quality and
innovation, and safe, responsible
mobility. We have a global vision
of future ‘eco cars’ which have no
negative environmental effects
and which will help the transition
toalow carbonsociety.

New Zealand's population has risen
rapidlyinrecentyears, creating
growthinlightvehicle fleet sales.
Given New Zealanders' preference for

Create and develop
advanced technologies
and provide outstanding
products and services
that fulfil the needs of
customers worldwide.

- => CASE STUDY 02
PG 35

é TMC INNOVATION:
AUTONOMOUS DRIVING

m —> CASE STUDY 01
g PG 35

= Q TOYOTA NEW ZEALAND:

DRIVING INNOVATION

Ref: Ministry for the Environment

Toyota has the majority market share
of hybrid vehiclesin New Zealand,
and our parent company continuesits
significantinvestmentin developing
more environmentally responsible
vehiclesincluding electric, plug-in
hybrid and hydrogen fuel cell models.
Thereisastrong focus onsafetyas
we strive towards the ultimate goal
of asociety with no trafficaccidents.
TMCis also continuing to develop car
intelligence andin-vehicle software
platforms,including additional
multi-media capabilities, social media
integration, new navigation systems
andinformation broadcasting.

—> CASE STUDY 03
PG 36
TMC INNOVATION:
CONCEPT
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VEHICLE LIFE CYCLE

Toyota has set ambitious goals for
reducing thelife cycleimpacts of
our vehicles.

Asvehicle design and manufacture
isundertaken by TMCand other TMC
subsidiaries, werely on their progress
inthese areas. TNZ's contribution

is choosing the right vehicle mix to
achieve our business goals and manage
the operationalimpacts from the
moment we take ownership at the New
Zealand ports where theyarelanded.

1. Design
TMCusesthe Eco-Vehicle Assessment

System (Eco-VAS) softwarein the initial
design to assesstheimpact of every
model on the environment at all stages
of itslife cycleincluding materials,
manufacturing, vehicle assembly,
driving, maintenance, and disposal.

A

-
\

. ®
TUVRheinland
CERTIFIED |

Toyota’slife cycle analysisis certified
by athird party organisation TUV
Rheinland, based on ISO 14040/14044
standards.

2. Manufacture

Toyota manufacturing operations
include awide range of initiatives to
manage the environmental impact
from the production of motor vehicles.
All plants are ISO 14001 certified

and have comprehensive monitoring
programmes and action plansin place.

For example, energy saving upgradesin
the painting and casting process reduce
heatloss, the amount of compressed air
used, and greenhouse gas emissions.

Areductionin steam usagein TMC
plantsinJapandelivered a 10.7
million m*reductionin total water
consumption and an eight per cent
reduction per unitin FY2016. All plants
have wastewater treatment facilities,
and water recyclingis encouraged.
Waste management activities globally
delivered areduction of 0.7 per cent
perunit, although total waste volume
was up nearly three per cent.

3. Distribution of Vehicles and Parts

TMCoptimises parts storage and
rationalises route distances acrossits
international operations—for example
itrecently terminated the use of the
Tokoname warehouse in Japan, which
saves 9tCO,-e permonth, whilstin
Thailand the reuse of imported parts
containers for exporting partsand the
savingin travel distances provides
anannual reduction of 88 tCO,-e.

As asales company, Toyota New
Zealand's core business activityisthe
importation and distribution of vehicles
and vehicle parts. The associated
greenhouse gas emissions are measured
and managed with annualreduction
targetsandimprovement plans.

Overthelast fewyears our focus has
been optimising vehiclelogistics to
deliver vehicles to customers faster,
andreduce cost and emissions. In 2015
we added Wellington as a discharge
port, toimprove delivery performance
inthelower North Island, and we
continue to study other efficiency
optionsinthe centraland upper North
Island. The new ‘Toyota Drive Happy
Project’includeslogistics elements
which will furtherimprove efficiency.
New vehicle stockis now held centrally
by TNZ at three storage hubs around
the country, and delivered to Toyota
Stores as vehicles are purchased.

This eliminates the multiple
movements typical of our previous
model, where Stores held stock.

On the parts front, we continue to work
with suppliers and freight providers to
improve logistics efficiency,in a global
environment whichis experiencing
significant change and rationalisation
inresponse to cost and capacity
issues.In October 2017, we were able
to move most of our sea freight back
to Wellington, following a move to
Napierinlate 2016 due to Kaikoura
earthquake damage to Wellington port.
The supply of parts to customers was
maintained throughout, although the
move to Napierincreased emissions as
road transport was required to transit
parts to Palmerston North (versusrail
freight out of Wellington). The other
challenge for partslogistics was the
large volume of recall related parts
(e.g. Takata airbaginflators), where
we typically need to use air freight
torespond quickly to customer and
government expectations.

Logistics emissions

For much of this year ourlogistics
continued to be disrupted by the State
Highway 1 closure between Picton and
Kaikoura, following the 7.8-magnitute
earthquakeinlate 2016. This affected
our ability to get vehicles to customers
inside prescribed timeframes, and
added both costand carbon emissions
fromthelongerinland transportroute.
The State Highway was re-openedin
December 2017.

—> CASE STUDY 04

| P

= Q STINK BUGS
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4.Use

TMCaims to have every modelin the
Toyota and Lexusline-up available
worldwide as either a dedicated
electrified model, or with an electrified
option (such as hybrid) by 2025.

TMC continuesitsresearch on
next-generation batteries where
the energy density greatly exceeds
that of thelithium-ion batteries
currently used for electric-powered
vehicles. This will significantly
lengthen cruisingrange, and provide
amore compact and lightweight
battery-reducing the vehicle mass
and energyrequired to moveit.

Power semiconductors play an
importantroleinthe operation of
power systems and drive controlsin
hybrid vehicles. Toyotaisincreasing
the efficiency of the semiconductors
in order toimprove vehicle fuel
consumption by a further 10%.

Toyota New Zealand's contribution to hybrid electric vehicle

sales (new vehicles) by CY

2,500

2,000

1,500
1,000
500
0

2015 2016

Bl LexusHybrid
Bl ToyotaHybridand PHEV

Bl HybridandElectric (other carbrands)

New silicon carbide (SiC) semiconductors Tailpipe Emissions (New Vehicles)
dramatically reduce powerloss when
applied to power conversion systems.

At TNZ we have set ourselves a new
vehicle tailpipe CO, emission target
for 2030. To achieve this we have an
interim 2020 hybrid vehicle sales
target. As global demand for low
emission vehiclesincreases, we face
supply constraints, which can affect

our achievement of these targets.
Supply restrictions for hybrid vehicles ‘ ’

arelikely to continue until atleast TOYOTA 184.1 CO, g /k
. m
August 2019. Thisisin part because ! g/

TMCis prioritising vehicles for those l

national jurisdictions with stricter CO,
emissions standards than New Zealand.

We are developing a marketing
planto promote the benefits of
hybrid vehicles to New Zealanders,
and the wider availability of this
technology across our models.

2030 TARGET OF

152 €0, g/km

TNZ Hybrid Electric Vehicle Sales

1= |
5%

OF NEW VEHICLE SALES

2017

2020 TARGET

& ]

GOVERNMENT GOAL OF

64,00

30%

OF NEW VEHICLE SALES

ELECTRIC AND PLUG IN HYBRID @
ELECTRIC VEHICLES BY 2021
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HYBRID ELECTRIC VEHICLES

30

We sell the following Hybrids and Plug-in Electric Hybrid as new vehicles in New Zealand.

Toyota

Corolla* Prius

CO.g/km  L/100km  No.seats CO,g/km L/100km No.seats CO,g/km L/100km No.seats
103 4.5 5 97 4.2 5 80 3.4 5
Prius c Prius Prime (PHEV)* Priusv

CO.g/km L/100km  No.seats
90 3.9 5

Lexus

CT 200h

CO>g/km L/100km  No.seats CO,g/km L/100km No.seats
22 1.0 4 101 4.4 7
ES 300h GS 300h**

CO>g/km  L/100km  No.seats CO.g/km  L/100km  No.seats CO.g/km  L/100km  No.seats
94 4.1 5 130 5.5 5 121 5.2 5
GS 450h 1S300h LC 500h

CO.g/km L/100km  No.seats CO,g/km L/100km No.seats CO,g/km L/100km  No.seats
147 6.3 5 113 4.9 5 150 6.7 4
LS 500h

NX300h RX 450h

P —

CO,g/km L/100km No.seats CO,g/km L/100km No.seats CO,g/km L/100km No.seats
150 6.5 5 133 5.7 5 131 5.7 5
RX 450hL Note: Fuel consumption and exhaust actualresults will vary according

CO>g/km  L/100km  No.seats
137 6.0 7

emissions are combined values
(urban and extraurban). PHEVisa
weighted average.

to vehicle usage and operating
conditions. For more information see:
www.toyota.co.nz/our-range/the-

Fuel consumption figures are tested toyota-difference/fuel-economy/

under controlled conditions and are
provided for comparison purposes;

*Onsale after thereporting period FY2017-18.
**Discontinued from September 2018
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Used vehicles

Toincrease the availability of lower
emission vehicles (and help overcome
the current supply limitations of new
cars), we are sourcing used hybrid
vehicles from Japan —particularly plug-
in hybrid electric vehicles (PHEV).

TOYOTA NEW ZEALAND HAS

J9PHEV

CHARGING STATIONS

INSTALLED AT OUR DEALERS'
STORES AND SERVICE CENTRES

CHARGING STATIONS ARE
SCHEDULED FOR INSTALLATION
BY END OF 2018

P
@

Average gCO2/km for new vehicles (CY)

250

200

15
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Bl Lexus

Hybrid vehicle batteries

To ensure the environmental benefits
of hybrid vehicles are not undermined
when batteries need replacing (for
example, accident damage), we
established nationwide collection
through Toyota Stores, which includes
a$100 bounty forreturned batteries
from vehicle dismantlers. These
batteries are sent to our Palmerston
North national parts warehouse

for temporary storage. We have
partnered with Auckland based
Upcycle Limited to strip the outer
metals and plastics (which are diverted
tolocalrecycling systems) and send
the battery cells to Kobar Limited in
South Korea (Kobaris the closest of
the few global facilities equipped to
recycle the cells). Both Upcycle and
Kobar are ISO 14001 (environment)
certified, which gives us confidence
that their processes are reliable and
minimise the environmentalimpact.

Wheel covers

Wheel covers are fitted to Toyota and
Lexus vehicles to protect the brake
discs from surface corrosion during
transitand storage. From early 2017

38

END OF LIFE HYBRID BATTERIES COLLECTED
FOR RECYCLING IN CY2017

TOYOTANEW ZEALAND LTD SUSTAINABILITY REPORT | 2018

2071 2

2013
2014
2015
2016
2017

the covers foralloy wheels changed to a
hard plastic clip-on cover, as seeds and
other potential bio-hazards could become
stuck to the previous stick-on film cover
intransit. We have now established a
collection and recycling process to ensure
full recyclability within New Zealand.
Wheel covers areremoved at storage
locations as vehicles are dispatched, and
returned torecyclersin Christchurch and
Palmerston North. We are continuing to
investigate recycling optionsin Auckland,
toreduce the cost and emissions of
sending them to Palmerston North.

5. Disposal, recycling and
resource extraction

TMCisfocused onreducing theimpact
of materialsinits products. Examples
of currentinitiativesinclude:

- The Automobile Recycle Technical
Centrein Handa City, Japan
researches efficient dismantling
methods for vehicle parts.

- “Disassembly facilitation marks”
imprinted on parts assist the
dismantlingindustry with
easier vehicle disassembly.

- Thetechnical design of
vehicle wiring enableit to be
stripped out without damaging
other components.

More efficient dismantling and recycling
processesreduce the demand on
resources during the raw material
extraction phase of the vehiclelife cycle.

SAFETY

There has been a sustained decrease
inthe number of accidents on New
Zealandroads since 2000. In 2017 the
road toll was 378 fatalities from 342
crashes; afurther 2,833 people were
seriouslyinjured,and 11,037 injured.

Toyota aims to preventandreduce
thelikelihood of accidents, while
mitigatingimpacts on passengersand
pedestrians should an accident occur.

The Australasian New Car Assessment
Programme (ANCAP) tests high

volume vehicles sold in Australiaand
New Zealand. To be eligible fora 5 star
ANCAP rating, a car must be able to
perform well structurally, and must have
technologiesto help avoid crashes. All
new Toyota models from 2012 onwards
tested by ANCAP wererated 5 stars.

New Vehicles

TMCis dedicated toimproving the safety
of vehicles through their design and
manufacture.

All Toyota and Lexus vehicles comply
with current New Zealand Transport
Agency safety standards. These can be
found online at www.nzta.govt.nz

Toyota New Zealand has a policy to
include the highest specification safety
features that TMC makes available as
standard on all vehicles we bring into our
local market.

When new vehicles are introduced
Toyota distributors around the world
work together to closely monitor
performance so anyissues can be quickly
identified and addressed.

TMC continues to evolve the Toyota
Safety Sense™ (TSS) technology, whose
active safety featuresaddress common
causes of trafficaccidents. TSS provides
pre-crash detection, lane departure
alertand automatic high beams.
Dynamicradar cruise controlandlane
tracking technologies are available on
some models. Road sign assist displays
current speed limits and notifies the
driverifthey are exceeding these.

Used Vehicles

Allused vehicles refurbished by Toyota
New Zealand undergo arigorous safety
inspection of 200 checks, underpinned
by 1S0 9001 (quality) certification. This
isanin-depth examination of all safety
relateditems such as seat belts, brakes,
shocks and suspension components.

Recalls

The technological complexity of
vehicles sometimes means they
don’t fully operate asintended. TNZ
hasalong-held commitment to both
customers who bought their vehicles
from Toyota Dealers, and owners who
may have bought a used Toyota vehicle
from other distributors. If anissueis
identified, we mayrecall the vehicles
affected and fix the partatno cost to
the customer.

We follow the Motor Industry
Association Code of Practice for Vehicle
Recalls. We communicate recalls
publically, and also directly with owners,
and monitor the number of vehicles that
have been fixed through our service
centres onamonthly basis.

Takata Airbag Recall Update

The 2015 global recall of faulty airbags
produced by manufacturer Takata has
affected an estimated 100 million
vehicles worldwide from 11 major car
manufacturers. We continue working
toreplace thelarge number of affected
vehicles.

The New Zealand governmentissued

a compulsoryrecallin April 2018. This
has assisted in raising publicawareness,
andresultedinanincreased response
from our customers. Italso assistsin
sourcingreplacement parts, as TMC
prioritises parts thatare needed to
meetregulatoryrequirements.

The Government mandated that
vehicles with Alpha airbags are to be
completed first, by the end of 2019.
Alpha specificallyrefers to older,
higherrisk airbags typical of vehicles
manufactured before 2006.

TNZ recall campaign launched in CY2017

New Zealand Takata Airbag Recall
500,000
450,000

400,000
350,000
300,000
250,000
200,000
150,000
100,000

50,000
0

I 452,000 Total no. vehicles affected in New Zealand

Il 150,000 Toyota vehicles affected
Bl 141,000 (94%) Toyota owners contacted
67,000 (45%) Airbagsreplaced by TNZ

We are continuing to work through the
remaining vehicles as quickly as parts
supply and resources allow. Due to the
scale of thisrecall, TNZ has employed
extrastafftoresolve theissueas
quickly as possible for customers.

To checkif youvehicleis affected,

see: www.recalls.govt.nz/alert/
takata-airbag-recall-information.

RECALL PART NO.VEHICLES NEW /USED PROGRESS %
AFFECTED ORBOTH COMPLETED
Pre-Crash System 91 New 88%
Curtain Shield Airbag 1,292 Both 61%
Curtain Shield Airbag Bracket 310 New 75%
Airbag Inflator 9 New 100%
Sliding door 92 New 74%
Auto Shift Lever 2,450 Both 47%
Brake Control Module 552 New 88%
Instrument Panel Harness 90 New 59%
Park Brake Cable 92 New 85%
Skid Control ECU 693 New 52%
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ECONOMIC PERFORMANCE

<OLD

Overthelast fouryears we have seen significant growth in the new vehicle market due to New Zealand’s strong economy,

business confidence, and high net migration. We anticipate this demand will slowin the coming years.

This datais presented by calendar year, as thisis the usual time frame for publicreporting of car sales to the media.

New Vehicle Market Summary

CALENDAR YEAR 2014
TOTAL

MARKET

SALES

TOYOTA 24,692
LEXUS 557

TOYOTA/LEXUS
MARKET SHARE

Toyota and Lexus Used Vehicles Sales

USED VEHICLES
(TOYOTA/LEXUS)
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2016

26,785

720

2017

32,282

712

20.6%

&

OUR OPERATIONS

TOYOTA GLOBAL GUIDING
PRINCIPLES

Honour the language
and spirit of the
law of every nation
and undertake open
and fair corporate
activities to be agood
citizen of the world.

As adistributor of vehiclesand

parts sourced overseas, Toyota New
Zealand has no car manufacturing.
However, we are committed to
reducing the environmentalimpact of
our own operations and influencing
business partners both up and down
the value chain (see page 14).

EMS CERTIFICATION

We have the following audited and
certified environmental programmesin
place: Enviro-Markis aninternationally
recognised environmental
management system developed by

the Crown Research Institute and now

administered by Enviro-Mark Solutions.

We use Enviro-Mark to manage the
environmentalimpact of corporate and
Dealer operations. TNZ's head office
and Auckland sales office continue to
be audited annually at the Diamond

Respect the culture and
customs of every nation
and contribute to the
economic and social
development through
corporate activitiesin
the community.

(top) standard. During the reporting
period, larger Dealers progressed from
aminimum Gold level to also achieve

Diamond certification by the end of 2017.

This exacting standard was also reached
by two smaller Dealers: Tasman Toyota
in New Plymouth and Rotorua Toyota.

OPERATIONAL EMISSIONS

TNZ greenhouse gas emissions during
thereporting period totalled 30,190
tCO2-e. The majority of these come
from freighting vehicles (68%) and
parts (10%) to New Zealand ports.
This meansincreased sales this year
(more than 4,000 above target) also
raised emissions. This growthin
business activity also raised domestic
freight emissions and those from
most other operational sources,

such aslong-haul business travel.

Toyota and Lexus Dealer EMS certification (CY)

Bronze Silver Gold
2017 16 Sites
2018 (Target) -

Platinum Diamond

48 Sites
64 Sites

Foster a corporate
culture that enhances
individual creativity
and teamwork value
while honouring
mutual trust and
respect between labour
and management.

We capture and track all site and operational
greenhouse gases under the Certified
Emissions Measurement and Reduction
Scheme (CEMARS), whichis audited annually
to confirm accuracy. This data excludes
Dealers. Inthisreporting period, we further
expanded the emissionsinventory scope to
include electricity at aleased Toyota Racing
Series facility at Hampton Downs, and
corrected a calculation under-estimate for
ourinbound parts air freight. This means our
total emissions are not wholly comparable
with previousyears - see page 39.

Our 2018 sales targetis slightly lower
thanin 2017, so we expect our shipping
emissions to drop in the coming year. We
also anticipate animprovementin emissions
intensity through more efficient domestic
vehiclelogistics from our new business
model. However, building emissions are
likely torise as we complete the new
extension to our national parts warehouse.

\\’[’ Corporate and Dealer sites
enviro Environmental
Management System

P2l Thames and Port of Entry sites
g £=Y0)] Environmental
=57

Management System

&

J

Corporate sites and operations
5 Greenhouse Gas Emissions
@ Management
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DEALER ENVIRONMENTAL
ACTIVITIES

N
enviro-mark

TNZrequires each Toyotaand Lexus
Dealer to have anindependently audited
and certified Environmental Management
System (EMS)in place. Toyota and Enviro-
Mark obligationsinclude:

~

Dealer Commitment

- Environmental champion
appointed at each site

- Environmental Policy signed by CEO

- Mandatory participationin Enviro-
Mark certification programme

- Annualindependent audit to ensure
compliance with Enviro-Mark standards

- Dealership EMS Manual

- Allsite contractors areinducted
to ensure they follow responsible
environmental processes

Compliance and Pollution Prevention Resource

> Regularsiteinspections toidentify potential site Management

nuisances for neighbours (noise, odour, dust, lighting
etc), avoid potential pollutionincidents and identify
environmental improvements

- Hazardous waste
recycling (oil
filters, used oil,

g Y > Regular documentation review to ensure necessary cgolant,solven.ts,
consents, permits and training are in place air bags, batteries)
Staff Awareness R - Regular washbay water quality checks to ensure = Hybrid battery
. . . compliance withlocal council standards collection point
- Staff noticeboard provides kaizen .
information (targets, data, actions, - Site stormwater drains are identified to ensure staff > Energy efficiency
ideas) to raise employee environmental and contractors do not use them to dispose of liquids taftgets and d
; P actionsreviewe
understanding and participation > Spill kits to contain accidental discharges qua]rterlry view
> Trainingand standard operating > Approved Fillers Test Certficate (AFTC) confirmed > Water efficiency
procedures ensure safe handhng, annually for vehicle air conditioning gas recovery measures and
storage, recycling and disposal (either on-site or by 3rd party) Usage monitorin
of hazardous materials . 9 9
_ J - Emergencyresponse and preparedness plansin place > Measuresto
~ toavoidincidents and accidents reduce waste and
Fuel Efficiency - Safestorage of chemicals onsite improverecycling
> Charging station and parking for Plug - Bundingandregular checks of oil and fuel tanks to - Projectprogress
in Hybrid Vehicles preventand capture leaks and review
> Monitoring and management of car - Mandatoryreporting of any complaints and regulatory meetings with top
fleet fuel usage non-compliance to Toyota New Zealand management
NG NS )

ENVIRONMENTAL
TRAINING

Our annual Dealer environment training
focused on supportinglarger Dealers
with their preparation and progression
to the Diamondlevel.

This year we also place a special emphasis
onraising the completion rates of our
staff on-line Environmental Induction.

— CASE STUDY 05
- PG 36
= TARGETED SUSTAINABILITY
LEADERSHIP TRAINING

On-line Environmental Induction completion rate:

AT START OF 2017 BY END OF 2017

1% 7% 81% 33%

CORPORATE DEALERS CORPORATE DEALER
EMPLOYEES EMPLOYEES EMPLOYEES

HOURS OF TNZ EMPLOYEE HOURS OF DEALER
ENVIRONMENTAL ENVIRONMENTAL
TRAINING y TRAINING
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Workforce profile

200
150
100

50

‘-_

Palmerston North Thames Auckland

W Male [ Female

SENIOR
EXECUTIVE
TEAM

2017

I Male EH Female

MANAGEMENT
TEAM*

2017

I Male EH Female

*Includes Assistant Managers

OUR PEOPLE

We greatly value our employees, and
recognise theimportance of providing
them with a safe and enjoyable
workplace.

We operate with ateam of 315
employees, with most based at our
National Customer Centre in Palmerston
North. The majority are direct
employees, with some tasks undertaken
by contractors—most numerousin our
parts Warehouse.

Developing our new business model

Overrecentyears we have been running
anumber of large development projects
leading up to thelaunch and roll out of
our new Toyota Drive Happy Project
business model -page 16.

This placed a significant additional
workload on many team members,
particularlyinthe IT department. To
support all employees, weintroduced a
series of ‘Building Resilience’ workshops,
and encouraged staff toraiseissues
and concerns. We trained managers to
identify people who needed support,
and ensured everyone was aware of
our Employee Assistance Programme,
a confidential, external counselling
service. We will continue to develop
theseresponses over the comingyear.

We expect our employee numbers to
reduce slightlyin 2018 as the Toyota
Drive Happy Project model moves to
business-as-usual, and fixed term
contracts come to anend.

Toyota New Zealand is committed to
recruiting and promoting onindividual
merit, and without discrimination. We
recognise the challenges associated
with unconscious bias and do our best
to overcome this through promoting
awareness. We monitor pay, and are
confident we pay our employees equally
for the same work, regardless of gender.

There were norecorded incidents of
discrimination during the reporting
period.

@ —> CASE STUDY 06
PG 37

= Q FIRST WOMAN ON THE
) | EXECUTIVE TEAM

Employee engagement
and communication

We want our employees to look forward
to coming to work, and to see how what
they do contributes to the success
of our company and communities.

We communicate with our teams regularly
and value questions andideas to support
continualimprovementin all areas of

our business. Key forums for sharing
information and gathering feedbackare
monthly staff meetings and an annual
questionand answer session with our CEO.

=] - CASE STUDY 07
o I

= THAMES STAFF
IMPROVEMENT SYSTEM

When we achieveimportant milestones we
take the time to celebrate these together.
This year we celebrated 30 years of market
leadership with a special evening of
dinner and entertainment for all staff.

To measure our performance we conduct
annual employee surveys to understand
where we are doing well and where

we can do better. Since 2000, we have
participatedin the Best Workplaces
Performance Index. This provides us
with an overall score and commentary
aboutthe areaswe needto focuson.
Theresults of the survey are reviewed
by our Executive Team and reported
back to teams by department managers,
along with information on how we
intend to address any concernsraised.

We aim to create an enjoyable work
environment. Our employee-led
Best Places to Work Action Group
identifies and implementsinitiatives
to ensure all employees feel respected,
acknowledged, valued, and engaged.
Thisyear we areincreasing our focus
on employee wellbeing by providing
more opportunities for employees to
be more active, eat healthy food, and
contribute in ourlocal community.

&1 > CASE STUDY 08
L | Y
= VALUING FEMALE
| EMPLOYEES
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INJURY RATEBY TYPE —  CUTS

Health and safety

We are committed to making sure
our people and everyone we work
with are kept safe and healthy.

Our staff receive, store and move
vehicles and parts; they alsoinstall
accessoriesinnew and refurbished
used vehicles. Asaresult, they

are atrisk of injuries from manual
handling, as well as trips and falls.

During thereporting period, the
Government discontinued the

Accident Compensation Corporation
(ACC) Workplace Safety Management

Practices Scheme which provided
discounted ACClevies for companies
meeting certain health and safety

standards. We previously held tertiary

level certification, and valued the
external audit and feedback on our
safety practices. The Government'’s
primary workplace health and safety
regulator, WorkSafe, isintroducing
anew voluntary health and safety
performance improvement toolkit
for businesses called SafePlus.

Number of employee injuries (FY)

25
20
15

10

TOTAL INJURY RATE 2 7

SafePlusis more focused on safety
behaviours than policiesand
documentation. We are trialling
SafePlusin 2018 and do not expect
that the move away from the ACC
scheme will negativelyimpact

our overall health and safety
management approach.

As aresult of our ongoing emphasis
onthesafetyweareseeingan
expectedriseinreporting of
incidents. This helps us to identify
where closer attentionis needed,
such as specific training or changing
operating processes.

We believe we can always do more to
keep people safe. Overthelastyear
we have been particularly focused
onsupporting the wellbeing of our
employees and managing their
stress as we transitioned to our new
business model. See page 27 for
moreinformation.

Our safety management systems and
policies comply with the New Zealand
Health and Safety at Work Act 2015.

- "

2012/13 2013/14 2014/15

Bl Female @@ Male WM Contractors

Number of employee injuries (FY)

2012/13 2013/14 2014/15

2015/16 2016/17 2017/18* 2017/18*
Thames &Mt Palmerston North &
Richmond Auckland

*From 2017/18 injuries
arereported by location

2015/16 2016/17 2017/18* 2017/18*

Thames & Mt Palmerston North
Richmond &Auckland
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TOYOTA NEW ZEALAND’S
BOARD OF DIRECTORS

Ultimate responsibility for
health and safety sits with
our Board of Directors.
Progress against objectives
andincidents arereported
tothe Board each quarter.

CORPORATE AFFAIRS
EXECUTIVE COMMITTEE

Progress against objectives and
anyincidents arereported to
the Corporate Affairs Executive
meeting every month. Changes
required to ensure objectives are
met are discussed and agreed.

HEALTH AND SAFETY COMMITTEE

Everyday health and safety matters
are undertaken by arepresentative
Committee that comprises 11.4
per cent of our total workforce.

It meets every two months at
our head office and in Thames,
andincludes managers, team
leaders and general employees,
with representatives from all
departments and site locations.
The team develops and implements
an annual Health and Safety
Business Plan, which outlines
objectives, targets, and actions
for the year, such as maintaining
awareness, and Committee
member and leadership training.

OUR STAFF, VISITORS AND
PEOPLE WE WORK WITH

We expect everyone on our sites
to take the safety of themselves
and others seriously. Any
incidents (near-misses orinjuries)
arerecorded by employees
and contractors using our
cloud-based health and safety
management tool, People Safe.

Training and development

Employee developmentis a central
theme of our business strategy. We
have continued toinvestin training
programmes across all three of our
people development pillars:

1. Stafflearning and development
Providing team members (head
office andin Toyota Stores) with the
skills and knowledge necessary to do
theirjob, supported by performance
monitoring and assessment.

2. Customer services
people development
Promoting the principles of
‘customer first’ for our Toyota
networkin everyinteraction with
customers during their purchase
and ownership of a vehicle.

3. Future people development
Recruiting talented individuals, and
growing their skills and experience
to build world-class teams.

COMMUNICATION AND
COLLABORATION WITH
DEALERS

Our Dealer engagement strategyis based
on meaningful two-way dialogue, clear
franchise standards, and training aimed
atimproving business performance.

We have ateam dedicated to managing
thisrelationship and supporting themin
building strong, sustainable businesses
and exceptional customer service.

We use annual Dealer satisfaction
surveys to measure our performance
andidentify where we can strengthen
interactions and responses.

Dealer Satisfaction
75%
74%
73%
72%
71%
70%
69%

68%

cy 2013 2014 2015 2016 2017

We trackand measure employee
performance by providing annual
reviews for all of our salaried
employees. This allows us to identify
areas where we can both encourage
excellence and where furtherlearning
and support may be required.

FY2017/18 Total TNZ Corporate
Staff Training Hours

TOTAL
(EXCL. DEALERS)

4,300

*Includes Business,
Health & Technical
areas.

2,630 Palmerston Northand Auckland
59 Palmerston North and Auckland Health and Safety
528 Palmerston Northand Auckland Technical

26 Thames Health and Safety

1,057 Thames Business Training

Further breakdown of training is available in the Appendix.

Toyota Drive Happy Project

Our new business model means
significant changes for Dealers as they
nolonger purchase new Toyota vehicles
forsalein Dealerships, andinstead
actasagents selling new vehicles

on behalf of Toyota New Zealand.

The Dealer networkis fully engaged

with the Toyota Drive Happy Project.
Theyrecognise the need for theindustry
to changein order to meet evolving
customer needs and understand

the positive impacts this will have

for their staff and businesses.

We will continue to work with ownersand
CEOs on fine tuning and improving the
Toyota Drive Happy Project experience
tomeet our customers’ needs. To
facilitate this, we haveintroduced

new IT systems and measures.

While we will still track overall sales
we will also monitor a number of new
customer-centric metrics to help us
ensure our processes and training
are fully aligned and provide the best
possible customer experience.

AVERAGE HOURS
OF TRAINING PER
n DEALER EMPLOYEE

TOTAL HOURS
OF DEALER
y TRAINING

This year,in addition to our usual
training programmes, our focus
has been onreadying our teams
and Dealers for the Toyota Drive
Happy Project. This hasincluded
hospitality training (see below) and
achange management programme.

FY2017/18 Average Hours

of Training by Gender
o]
@
o
18 - -
~
<
Ll
14 8
—
—
10 3
~
6
2
Palmerston North Thames
and Auckland

I Male HH Female

Dealer employees

Staff retention and development
isakeyfocusforourDealers,

who collectively employ 1,680
peopleacross New Zealand. The
Toyota Drive Happy Project aims

to create more positive working
environments for Dealers’ teams
by removing the focus on price, and
instead paying more attention to
helping customers choose the most
suitable vehicle for their needs.

To prepare Dealers for the Toyota
Drive Happy Project, we rolled out
extensive training. InFY2016/17 this
was focused on new IT systems. This
year we concentrated on the sales
process,and a stronger emphasis

on hospitality: going beyond simply
providing a pleasant sales experience
tolearning how our customers feel
when they comeinto our Stores.

AN AVERAGE OF
21.6 Techical stre
+

14 HOURS FOR DEALER
« | BUSINESS STAFF
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COMPLIANCE

In order to maintain our strong

brand, we hold our operations,

and those of our Dealers, to a high
standard of organisational conduct
and operational performance. This
means thatin addition to meeting
New Zealand legislation requirements,
TNZ and our Dealers must comply with
corporate obligations set by TMC.

Thisisimportantin ensuring TMC
meetsits obligations as alisted entity
onthe New Yorkstock exchange.

NEW ZEALAND GOVERNMENT
The Toyota Drive Happy Project
business model means we are now
considered a financial service
provider as we offer a credit
facility to our Dealers. This does
not substantially change any of our
processes, butintroduced some
additional compliance and reporting
requirements under the Anti-
Money Laundering and Countering
Financing of Terrorism Act.

DEALERS AND STORES We manage our
own compliance and Dealer obligations
through aninternal controls programme.
Dealersinternal audit frequencyis based
onthe size of the store, and results are
reported back to Dealers every month,
andto the Internal Auditand Process
Committee every two months.

TOYOTA MOTOR CORPORATION
TMC provides performance
standards based around key
sustainabilityissuessuch as
customer service, health and
safety, and environmental
management. These extend
tothe Dealer network.

TOYOTANEW ZEALAND We use aformalrisk management processto assessrisks.
Our Risk Registerincorporates all departmental objectives, targets and results
andisreviewed annually by the Board of Directors. Our detailed Code of Ethics, as
wellas fraud and corruption controls, is used to guide the behaviour of all Toyota
New Zealand employees. We did not record any significant fines or non-monetary
sanctions for non-compliance with laws and regulation during the reporting period.

N\
FINANCIAL PERFORMANCE
(S MILLION)
FINANCIAL YEAR 2013/14 2015/16 2016/17 2017/18
TOTAL REVENUE 1,084.2 1,177.3 1,402.9
OPERATING COSTS 1,034.4 1,113.9 1,334.1
CAPITAL PROVIDER COSTS 17.5 20.3 25.2
EMPLOYEE WAGES 25.0 27.7 30.9
AND BENEFITS

AFTER TAX PROFIT

Allsales were within New Zealand (private and government customers, and fleet buyers).
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OUR PARTNERSHIPS

TOYOTA GLOBAL GUIDING
PRINCIPLES

Respect the culture and
customs of every nation
and contribute to the
economic and social
development through
corporate activitiesin
the community.

We work closely with others up and

down our value chain (see page 14 and
15) to deliver vehicles and parts for

our customers. We also have strong
relationshipsin many communities
around the country, and focus on four key
partnerships that align with our values
and vision for a thriving New Zealand.

SUPPLIERS

Our suppliersareintegral to Toyota
New Zealand’s success, as they are
responsible for the production and
delivery of fit-for-purpose, high quality
goodsand services for both customers
and our operations. Theyinclude a mix
oflocalandinternational organisations:
vehicles are sourced from other Toyota
affiliate countries, whilst parts come
from both New Zealand and overseas
(see pages 14-15,and 39). TMCandlocal
freight distribution partnersrepresent
thelargestimpact on our supply chain.
There were no significant supply chain
changes during thereporting period.

We have strong relationships with many
suppliersand are seeking toincrease
their engagement on sustainability
issues within the next 12 months.

New software will help evaluate

their compliance with environmental
regulations, performance dataand
managementimprovement plans.
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PARTNERS

Our partners describe theirrelationship with Toyota New Zealand below:

“ Department of
‘/ Conservation

Te Papa Atawbai

OVER

21,000

KIWI GUARDIANS MEDALS REDEEMED

14,000

CHILDREN HAVE ENGAGED WITH
THE PROGRAMME

OUTDOOR SITESTO
VISIT ACROSS
NEW ZEALAND

13 HOME-BASED
CHILDREN'S ACTIVITIES

&Ecastrol] &P TOYOTA

%

2018 SEASON:

TV BROADCAST 0F1 U 0
RACES IN OVER COUNTRIES

MORE THAN 1 2 8
£ MILLION VIEWERS
MEDIA MENTIONS : GLOBALLY

Department of Conservation

In partnership with Toyota New
Zealand, we run Kiwi Guardians, an
education outreach programme that
encourages kiwi kids to get outside
andlearn about nature. Children
canaccess onlineresources to help
planlocal adventures,and earn
rewardsin the form of participation
medals. This partnership reflects
our closely aligned values and vision
of sustained conservation action

to help New Zealand's biodiversity.
TNZ provides creative expertise
and supportto help build and
promote a successful programme.

TKIWI GUARDIAN
= :

77T

As amarketleader, TNZ's support
provides credibilityin the business
world and extends the reach of
our work. At DOC, we have a vision
of every New Zealand business
investinginrestoring nature

by 2050; our partnership with
Toyotais helping more children
connect to the natural world, while
helping mainstream conservation
activity as ‘just the way we do
businessin New Zealand'.

We encourage TNZ to continue
to grow the programme with us
and develop its environmental
commitmentintolocal
communities, with customers
and procurement partners.

New Zealand has a unique
opportunity to proveitis possible
to have a flourishing natural

environment, growing economy, and
richindigenous culture. Businesses

like Toyota have animportant
role to play: demonstrating that
the environmentand business
are not mutually exclusive.

77

Toyota Racing New Zealand

TRSisrun by ToyotaRacing, a
division of Toyota New Zealand, and
represents Toyota's commitment
tonurturing New Zealand'’s next
generation of top level racing
talent. No other manufacturer
has made the samelong-term
commitment to motorsportin

this country. In addition, TRSis
the only classin New Zealand
motorsport that offers aspiring
racing drivers vital experience
with cars using wings, slicks tyres,
and composite technologies.

By providing the latestinnovations
inmotorsport engineering,
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technology and safety features,
we give Kiwi drivers the best

possible preparation forintense
competition on the global stage.

TNZ and TRS believe our drivers
canbethebestinthe world. We
bring excitement to the Toyota
brand through motorsportand
away for Toyota to connect
with ayounger generation.

Our aim for the futureis to keep
evolving andimproving and, as we
moveintothe 15th season as New
Zealand's premier Racing Series,
ensure that TRSis as exciting,
fastand closely foughtasever.

77

Parenting
Place

200,000

FAMILIES ASSISTED EVERY YEAR

TOYOTA FAMILY JOURNEYS
LAUNCHED 2016

ARTICLES READ

28,400...

VIDEOS VIEWS

41,500

NEW ZEALAND

REACHED
FINALS
FOR PAST CAMPAIGNS

TNZ PARTNERSHIP FOR OVER

23 YEARS

WINNERS oF e 1995,

2000, AND 2017 CAMPAIGNS

- (9
PG 38
AMERICA’S
CUP WINNERS

-

hd

Parenting Place

Parenting Placeis New Zealand’s
largest parenting organisation.

Our dreamis for Aotearoatobea
place where every whanau thrives
and every child feels deeplyloved.
Through arange of fun, accessible
programmes, courses and resources,

we walk alongside parents and young

people, supporting the restoration,
strengthening and building of
flourishing relationships. With
officesin Auckland, Christchurch,
Wellington and Tauranga,
Parenting Place has 120 staff and
585 volunteers nationwide. As a
charity, we areincredibly grateful
to Toyota New Zealand for being
our principal corporate partner.

TOYOTA

Family o>

Journeys

TNZ provides us with financial
support,and assistsinraising the
profile of our programmes and
messages so we can reach more
families across New Zealand. A major
focus of our combined promotional
workis Toyota Family Journeys.
The programme aligns with TNZ's
business, centering on family time
while travellingin the car. We
provideideas and tools to support
families to use theirtimein the

car to build deeper connections,
have fun together and engage
inimportant conversations.

Ourlong term partnershipis built
upon shared values and Toyota’s
commitment to kiwi families. Toyota’s
trusted brand brings credibility to
our organisation, and we representa
key mechanism for TNZ to contribute
tothelives of New Zealanders,
empowering them to thrive.

77

hé

Emirates Team New Zealand

Emirates Team New Zealand
competesin the America’s Cup,

the oldest trophyininternational
sport,where werepresentthe
Royal New Zealand Yacht Squadron.
We are thelongest surviving
America’s Cup syndicate of all

time, and the most successfulin
modern history since 1987.

Echoing this, TNZhas beena
staunch supporter of our team
since the 1992 campaign, making
this thelongest continuous
major sports sponsorshipin New
Zealand - asponsor for almost
aslongassome of ouryoung
sailors have been alive. It shows
the strength of the relationship
between our two brands.

We have grown togetherand TNZ
isverymuch a part of our DNA.
To have an Emirates Team New
Zealand boat without the Toyota
brand proudly emblazoned on

itwould be like driving a Hilux
with Corolla wheels - it simply
would not feel right. The brandis
a huge part of who this teamis.

Our brands are aligned through a
focus on continuousimprovement
andinnovation. We are also both
committed to promoting the

best of New Zealand to the world.
Participatingin this prestigious
sailing event on the global stage
brings economicvalue to New
Zealand-more so as we bring the
next campaign to Auckland, and
share the event withinternational
visitors who come to watch,
participate, and enjoy our country.

TNZrecently signed on to continue
their support of Emirates Team
New Zealand for the 36th America’s
Cup campaign through to 2021.
Welook forward to hosting and
defending the America’s Cup on
our home turf, and are thankful

for the ongoing belief and backing
from Toyota New Zealand.
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DEALERS SUPPORT IN
THE COMMUNITY

Our Dealersrepresent Toyotain over 60 communities across New Zealand. In addition to gettinginvolvedin the events of our
partners, they support the needs of theirlocal communities. Some of the community initiatives over the past yearincluded:

EBBETTTOYOTA

LIFEEDUCATION TRUST
WESTPACRESCUE HELICOPTER
ROTARY CHIEFS NIGHT OUT
CHARITY GOLF TOURNAMENT
MITCHELL SANTNER CRICKETER
SPECIAL NEEDS CHILDREN’S PARTY
WAIKATO CHRISTMAS PARADE
FOSTERING KIDS - Family Fun Day
CAREVETS-GT86 race car
WAIKATO WOMEN'S REFUGE

NZME SPECIAL CHILDREN
Christmas party

N2 2N N N N N 2 2 7

MANAWATU & TRCTOYOTA
> MANAWATU TURBOS - Rugby team

- PALMERSTON NORTH RESCUE
HELICOPTER

- FEILDING COMMUNITY PATROL
- KIWIGUARDIANS -Day event

—— AUCKLAND CITYTOYOTA
- RONALD MCDONALD HOUSE -Programme Supporters
—— ALBANYTOYOTA

- AIMES AWARDS (Arts, Innovation, Music, Education,
Sport, Service to the Community) Service to the
Community award Sponsor

-> URBANDOGS DOG DAY CARE -

TOYOTA Annual Christmas dog food drive

—— MANUKAUTOYOTA
- KIDNEY KIDS
- BRAIN INJURED CHILDREN TRUST
- LIFEEDUCATION - Learning With Harold
NORTHSHORETOYOTA
- AUCKLAND RESCUEHELICOPTER TRUST
- NORTH SHORE CRICKET CLUB

P PACIFICTOYOTA
- GOOD NEIGHBOUR

- TRUSTPOWER TECT RESCUE HELICOPTER

VALLEYTOYOTA
RUTHERFORD AND BOND TOYOTA > THAMES VALLEY LIFEEDUCATION TRUST
> WELLINGTON SAINTS - THAMES VALLEY BOWLS
> WELLINGTON LIONS e - THAMES VALLEY RUGBY
> GOTATRADE - PAEROA TENNIS AND SQUASH CLUB
> THE PARENTING PLACE - HAURAKI GOLF CLUB
> AUTISMNZ - PAEROA GOLF CLUB
> ORIENTAL RONGOTAI RUGBY o | > NZV8 MOTORRACING
> JETSPRINTING NZ

COOKEHOWLISONTOYOTA > THAMES HIGH SCHOOL
> OROKONUI ECOSANCTUARY > THAMES RUGBY CLUB
> OTAGO COMMUNITY HOSPICE T > THAMES BOWLING CLUB
2 DUNEDINSANTA FARADE > PAEROA A &P ASSOCIATION
> DUNEDIN NETBALL > MANGATANGI SCHOOL
- WOMEN’S REFUGE
~> CANCER SOCIETY GWDTOYOTA MILES TOYOTA L nAwkes BaY TOYOTA

- HOSPICE SOUTHLAND - RONALD MCDONALD > SPORT HAWKE'S BAY

> CANCER SOCIETY ?r?ll:tSE_S“th Island > SPORT GISBORNE

- COASTGUARD NZ > CANTERBURY WEST - GREENLEA RESCUE HELICOPTER

> STJOHN NEW ZEALAND gROSSINR RESCUE

> ASBCHRISTCHURCH
MARATHON

TNZ COMMUNITY INVESTMENT
($ MILLION)
FINANCIAL YEAR 2013/14 2015/16 2016/17 2017/18
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CASE
STUDIES

TOYOTA NEW ZEALAND: DRIVING INNOVATION

Toyota New Zealand has partnered with Nanogirl Labs, whose co-founderis Dr Michelle Dickinson.
Michelleis renowned for her ability to communicate science and technologyin an educational,

fun and engaging way, and will help us explain the complex emerging technology which is shaping
future mobility.

Michelle presents regular online and social media updates onlocal and globalinnovations, and kicked off our new
Driving Innovation campaign with a series of videos interviewing the product specialists and experts behind
Toyota'slatest developments at CES 2018, the world’s largest consumer electronics showin Las Vegas.

="
TMC INNOVATION: AUTONOMOUS DRIVING

Since 2015, the Toyota Research Institute (TRI), basedin North / )

America, has been exploring artificial intelligence and autonomous
technology. In 2017 TRI presented its first self-driving car, a Lexus
LS 600hL test vehicle equipped with LIDAR (light detection and
ranging), radars, and camera arrays. TRl calls this current vehicle ‘Platform 3.0’ (and TOYOTA
the end goalis platform 5.0, which represents full autonomy). RESEARCH INSTITUTE

In February 2018, Toyota, together with Aisin Seiki Co. and Denso Corporation, took a further step into autonomous
vehicle development with the announcement of the Toyota Research Institute Advanced Development (TRI-AD)

in Tokyo. TRI-AD’s objectiveis to create fullyintegrated, production-quality software for automated driving and
strengthen Toyota’s artificialintelligence, automated driving and robotics competitiveness. Other aimsinclude:
creating asmooth software development transition from research to commercialisation, leveraging data-handling
capabilities, recruiting and employing top-level engineers globally, and cultivating the talent of individuals within
the Toyota group.
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TMCINNOVATION:
CONCEPT-I

Concept-iis Toyota's

vision for the car of the

future, and was unveiled
at CES 2017 (Consumer Electronics
Show). The Concept-ipresentsa
glimpseinto future mobility: a car that
interacts more closely with the driver

through aspecially designedinterface
that hasits own personality (called
‘Yui’ which means centre or soul).

Through the use of Artificial Intelligence
the car develops arelationship with the
driver,learning and adapting to their
driving style, and providing a ‘kinaesthetic
(tactilelearning) experience. For example,
the car can nudge your shoulder toindicate
anobjectisinyourblind spot, and use

eye tracking to change the music.

STINK BUGS e

The Brown Marmorated Stink Bug (BMSB) was an unwelcome visitor again this year. Following

discovery of the bugin shipments of vehicles from the United Statesinlate 2014, it was discovered

again on shipsfrom Japaninearly 2018. The BMSB is a significant threat to New Zealand'’s

horticulturalindustry, and with most vehicles cominginto this country from Japan, the threat was
muchlarger. Whilst there was substantialindustry disruption, the impact on TNZ was limited as we had minimal
volumes on the early affected vessels, and because we acted quickly to separate new and used vehicles on vessels
with the support of Toyota Japan and their shipping companies (used vehicles had beenidentified as more likely to be
the source than new vehicles). \

\

TNZ also arranged for Ministry for Primary Industries (MPI) staff to visit Toyota storage and
portsitesinJapan, as part of awider MPl assessment of vehicle supply chains to develop
arevised Import Health Standard (IHS) to address the stink bug threat. The MPI visit
confirmed information already provided by TNZ that storage periods and facilities for

new vehicles were short and well organised relative to used vehicles. This was reflected
inthe new IHS (published in August 2018) which requires all used imported vehicles

tobe heattreatedin Japanbeforeloading. Importers of new vehicles, like TNZ, need

to prove there are processes and checks in place throughout their supply chain to poadd
minimise stink bug contamination and respond quickly if discovered - for example by

using bug traps at storage locations, and the separation of new and used vehicles during
transportationand at the port. {

N

SUSTAINABILITY LEADERSHIP TRAINING

We have been participatingin targeted sustainability training for
key employees across the business, delivered by the University of
Cambridge Institute of Sustainability Leadership.

Our CEO and two members of the Senior Executive team have
participatedin the Executive Programme and our Environment Officer attended
the Sustainability Practitioner Programme in March 2018. The aim of this training
isto strengthen our understanding of sustainability challenges, and further
inform our business response.

UNIVERSITY OF
CAMBRIDGE

In addition, five employees from Toyota New Zealand have participated in the Sustainable Business Council’s

Future Leaders Programme since 2013. This training has assisted in developing employees’ leadership skills and
understanding of sustainability issues, across departments as diverse as product planning, customer relationship z
management, used vehicles and environmental management.
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FIRST WOMAN ON THE
EXECUTIVE TEAM
Thisyear we welcome Debbie Pattullo as the first

woman to be appointed on the Toyota New
Zealand Executive team.

VALUING
FEMALE
EMPLOYEES

Overall our annual Best

Workplaces survey
(see page 27) showed strong employee
engagement across Toyota New Zealand.
However, we noticed this year that female
employees were less satisfied than male
employeesin some work areas. We held
several working sessions to understand
this difference, and as aresult, we are
working tointroduce initiatives over the
nextyear that will provide better support
for female staffin three areas. The firstis
around policy, culture, and progression,
andincludesimproving consistency of
flexible working practices, andinternal
career pathways for women. The second
seeks toimprove coaching and better
management of unconscious bias. The
third aims to foster a cohesive team
culture amongwomen at TNZ through
formal mentoring and networking
opportunities. Asmall team has been
established to manage the development
and implementation of initiativesin each
of these areas.

Debbie started herjourney with TNZin the marketing team

in 1990, when our head office waslocated in Johnsonville. 28
years on, she has also worked in Palmerston North and Auckland
inavariety of rolesacross both the Toyota and Lexus brands. As
Marketing Manager, Debbie oversaw the creation of the iconic
New Zealand ‘Bugger’ advertisement, and Toyota's sponsorship
of the 2000 Team New Zealand America's Cup campaign, later
expanding her skills toinclude sales and operations as she

led the Lexus team. Later, her People Development Corporate
Managerrole saw her focus on growing the skillsin the

Dealer network with theintroduction of the Careers website,
the Dealer Graduate and ‘Work Inspiration’ programmes,
putting Dealers on the career map for school leavers.

Debbie credits the enjoyment of her careerat TNZ to the
exciting nature of the carindustry, the stimulating work
environment, and the way TNZ encourages rotation and the
empowering of staff to take on greater responsibility.

In October 2017, TNZ promoted Debbie as the new Assistant
General Manager for People Development
and Human Resources. (In June 2018
she was made full General Manager
foranew division Customer People
and Business Support). “As the
firstwoman on the Executive team,
Irecognise we have work to do to
supporttherepresentation of our
female employeesin senior
leadership roles. From myrolein
People Development, | am well
placed to champion this work and
ensure thereisastream of women
coming through the organisation
thatare empoweredtoreach

the highest career positions.”

Signature e

CLASS

THAMES STAFF IMPROVEMENT SYSTEM

Our Thames Refurbishment Facility encourages all employees to getinvolved inidentifying
improvement opportunities across the categories of environment, health and safety, general
improvement and team development. Over the past financial year, the team implemented an average of
31low or no costimprovement suggestions each month. Environmentalideasincluded improving waste
- | andrecycling bin signage, separating new recycling streams such as hard plasticand plastic wrap, replacing old lights
with energy efficient LEDs, and improving waterborne paint waste management.
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NEW ZEALAND

AMERICA'S CUP WINNERS

Emirates Team New Zealand (ETNZ) made history by winning the America’s Cup in Bermudain

June 2017. The win solidifies ETNZ’s place as the competition’s most successful, longest surviving
America’s Cup syndicate: they have reached every one of the past six finals, and are the only team to
have successfully challenged on two separate occasions (1995 and 2017).

Bob Field, former CEO and Chair of Toyota New Zealand, now holds the role of a Toyota Ambassador. He has been
an adviser and mentor for Emirates Team New Zealand since the early 1990s and is currently a Board member. Bob
believes that there were five key attributes that helped ETNZ overcome the odds and succeed in Bermuda:

1. CAMPAIGN STRATEGY - Reviewing and applying the lessonslearnt from the previous unsuccessful San Francisco
campaignin 2016, through until the final race.

2.INNOVATION - Emirates Team New Zealand needed breakthroughideas to outflank the bigger and better funded
opposition; cycling was one of these importantinnovations —giving the sailors an advantage in hydraulic power for
race manoeuvres and starting box tactics. The extensive use of simulators to design aradical foiling board for light
wind conditions was invaluable.

3.TEAM CULTURE - Emirates Team New Zealand epitomises the ‘kiwi ‘can
do’ attitude andinclusive team culture, such as the team coming together
when the boat was damaged during the Bermuda Louis Vuitton semi-final.

4.SAILING TEAM SKILL - The hydraulic power from cycling combined with
agreaton-board synergy, gave the Emirates Team New Zealand sailing
team the advantage and ability to complete race manoeuvres much
faster than other boats.

5.GOO0D FORTUNE - They say fortune favours the brave, and our
radicallight air boards were ariskin high winds but proved tobe a
match winnerin wind speeds up to 12 knots.

Toyota New Zealand is proud to continue the supportand sponsorship
of the team and looks forward to the 2021 regattain Auckland.
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APPENDIX

1. Vehicle and Parts Arrival Points Origin of New Vehicles
FY2017/18

AUCKLAND

SEAFREIGHT VEHICLES:
= R

ﬁ TAURANGA
SEAFREIGHT PARTS
& 1.9%

0

AIR FREIGHT PARTS: 21,433 (60.5%) new and used from Japan
NAPIER 9,708 (27.4%) from Thailand

SEA FREIGHT PARTS 3,519 (9.9%) from USA

&. ' :
G o) 0 723 (2%) from Australia
47 4 /0 13 (0.04%) from UK
WELLINGTON
SEA FREIGHT VEHICLES: Origin of Parts
0 FY2017/18
&) 9.3%
SEAFREIGHT PARTS
0
%) 37.6%

CHRISTCHURCH
SEA FREIGHT VEHICLES:

&) 23.8%

47.5% from Japan

10% from Thailand

19.4% from Australia

19% from New Zealand
4.1% from Other (overseas)

*Many of the items sourced from New Zealand
suppliers will have come from overseas. We do not yet
have visibility on the origins of these parts.

2.TNZ Greenhouse Gas Emissions (Operations)

-
Direct emissions from energy and Indirect emissions from All otherindirect emissions not
transport which we own or control purchased energy includedin Scope 2,including freight

2015-16 2016-17 2017-18
TOTAL EMISSIONS TOTAL EMISSIONS TOTAL EMISSIONS

24,216 24,513, 30,190

Il Scopel 1,540 Bl Scopel 1,459 Il Scopel 1,492
Scope 2 300 Scope 2 241 Scope 2 245
Bl Scope3 22,376 Bl Scope3 22,873* Bl Scope3 28,453
Emissions Intensity tCO,-e per $million 19.05 Emissions Intensity tCO,-eper Smillion 17.37 Emissions Intensity tCO,-eper Smillion 18.4
tCO,-epercarsold0.73 tCO,-eper carsold 0.65 tCO,-epercarsold0.71

Emissionsintensityis notadjusted forinflation. * Differs from previously published data following correction of a calculation error forinbound parts air freight.
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3. Dealer Customer Service - Net Promoter Scores

Customers

NET PROMOTER SCORE

Financial year

FY2014 FY2015

FY2016

FY2017

Financial year FY2014 FY2015 FY2016 FY2017 FY2018
New vehicle sales 93.1% 93.1% 94.1% 95.6% 95.6%
Service 82.7% 83% 82.8% 82.1% 84.95%
Used vehicle sales 91.3% 91.7% 92.4% 94.5% 94.6%

FY2018

New vehicle sales (% of sales,
No. sales)

3,256 (13.6%)

(24,013) (25,831)

3,549 (13.7%)

3,556 (14.4%)
(24,743)

4,413 (15.8%)
(27,837)

4,425 (13.6%)
(32,500)

Service

21,815 24,215

26,402

27,405

27,099

Used vehicle sales (% of sales,
No. sales)

3,578(74.9%) (4,776)

4,919 (93.8%) (5,246)

5,604 (77.6%) (7,220)

5,828(83.3%) (6,995)

5,726 (71.1%) (8,050)

4.FY 2017/18 Training Data

TOTAL
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4,300

FY2017/18 FY2017/18 FY2016/17 FY2015/16
AVGHRS TOTALHOURS TOTALHOURS TOTALHOURS
Total Training Hours Palmerston North and Auckland 13.5 3,217 4,711
Thames 13.2 1,083 756
Total (Excl. Dealers) 4,300 5,466 13,180
Dealers 16.6 26,770
No Dealer data No Dealer data
Business, Health and Safety and Palmerston North and Auckland Business 11.1 2,630 3,394
Technical Areas Training
Palmerston North and Auckland Health
and Safety 0.2 e e
Palmerston North and Auckland Technical 2.2 528 425
Thames Health and Safety 0.3 26 756
Thames Business Training 12.9 1,057
Total (Excl. Dealers) 4,300 5,466 13,180
Dealers - Business 14.1 15,043
Dealers - Technical 21.6 11,727
TOTAL 31,070 No Dealer data No Dealer data
Manag tand Non-Manag t | Palmerston Northand Auckland
Training Management 5.7 160 358 423
"P/‘a;;na(g:;lognl:lorthandAucklandNon— 14.6 3058 4,353 3,541
Thames Management 10.8 43 61 1,272
Thames Non-Management 13.3 1,040 695 7,944
TOTAL 4,300 5,466 13,180
Total Training by Gender Palmerston North and Auckland - Male 14.7 2,123 3,231
Palmerston North and Auckland - Female 11.6 1,094 1,479
Thames - Male 16.8 873 321
Thames - Female 7.0 210 434
Total (Excl. Dealers) 4,300 5,466
Dealers - Male 22,629
Dealers - Female 4,141
TOTAL 31,070 No Dealer data No Dealer data
Total Training by Employment Type Full Time 15.3 4,150
Part Time 2.9 24
Fixed Contract 9.3 102
Other 0.8 24

5.TNZ material issues

In 2015 we undertook an extensive materiality assessment to determine the issues of greatestimportance to our businessand
stakeholders. Our approach to determining materialissues aligns with the Global Reporting Initiative (GRI) guidelines. Thisinvolved
internal and external research as well asin-depth interviews with Toyota New Zealand senior managers, staff and key external
stakeholders. The resulting materialissues and their boundaries are detailed in the table below, together with where information on
our performance can be foundin this Report.

In ourlast Report we noted ourintention to reassess our materialissuesin 2018. Unfortunately we have not completed this work as

we are developing our wider sustainability strategy for Toyota New Zealand. The reassessmentis underway, and we will report on

both of these activitiesin 2019.

TNZ'S MATERIAL ISSUES AND STAKEHOLDER BOUNDARIES

ISSUE DEFINITION PAGE
(IN ORDER OF E n th <-:t:. n
IMPORTANCE) ‘ I | @ uen
TMC Dealers Customers | Employ Suppliers | C ity | Government
Communication | Helping Dealersachieve their . 29
and | objectivesbyproviding clear
collaboration | communication, trainingand business
with Dealers | developmentopportunities.
Economic | Profit, vehicle sales, exports, vehicles . . 30
performance | manufactured, competition.
Innovation | Sourcing newandinnovative products o ° o . 18,21
andnew | forthemarket,includingelectric
technologies | vehicles, more fuel efficientvehicles,
in-vehicle IT systems, and availability of
hybrid vehiclesin more productranges,
including forlarge fleet customers.
Vehicleand | Initiativestoincrease safety, meetand o . o . o 23
parts quality | exceed compliancerequirements,and
and safety | avoidrecalls.
Customer | Engagementwith consumerstodeliver ° o . 17
experience, | ahigh qualityservice, managing
expectations | and meetingtheir expectations,and
and engagement | respondingto customerfeedback.
Brand | Achievingapositive perception of the . . . . 9
reputation | Toyotabrand by media, customers,and
and market | thepublic,and maintaining market
leadership | leadership.
Healthand | Managing health and safety forour . . . . . 28
safety | customers,employeesandother
stakeholders,and developing a positive
health and safety culture.
Employee | Effective employee engagementand . . . 27
engagementand | communication.
communication
Trainingand | Supporting employee capability . . . 29
development | andbuildingand maintaining
organisational knowledge, including
career and succession planning.
Vehiclelife | Pursuingbetter environmental and o . o . . A 19-22
cycle | socialoutcomesacrossthe product
lifecycle, such as management of waste,
vehicle recyclability (including hybrid
batteryand tyrerecycling),impacts
during operation, and engaging with
the broader motorindustry on product
life cycle.
Managing | Opportunitytoimprove systems . o . 31,39
logisticsand | regardinglogistics,improving
supply chain | efficiencyand communication through
the supply chain, environmental impact
oflogisticsincluding domesticand
international freight and associated
greenhouse gas emissions.
Compliance | Maintaininglegislative and regulatory . . . . 30
obligations | complianceinregardtoadvertising,
(government | price quotesand changes, fuel
and Toyota | efficiencyandproductsafety. This
Global) | includes Dealer environmental
compliance as a Toyota franchise
requirement.
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ASSURANCE STATEMENT

naependent Limited ASSurance Report (o
JIrectars of foyota New Zeaiand Limited

Conclusion

Based on our limited assurance engagement, which is not a reasonable assurance engagement or an
audit, we have not become aware of any matter that would lead us to believe that the selected non-
financial information in the Sustainability Report has not, in all material respects, been prepared in
accordance with Global Reporting Initiative Standards (“GRI") for the period 1 April 2017 to 31 March
2018.

Information subject to assurance

We have performed an engagement to provide limited assurance in relation to Toyota New Zealand Limited's
("Toyota New Zealand"”) Sustainability Report for the 1 April 2017 ended 31 March 2018.

Selected non-financial information

The selected non-financial information covers the collation and presentation of the significant areas within the
report (pages 1 to 47), excluding:

— Financial performance information included in the table on page 30 of the report; and
— Greenhouse gas emissions included on page 25 and appendix (page 39).

Standards we followed

We conducted our limited assurance engagement in accordance with International Standard on Assurance
Engagements (New Zealand) 3000 (Revised) Assurance Engagements other than audits or reviews of historical
financial information and International Standard on Assurance Engagements (New Zealand) 3410 Assurance
Engagements on Greenhouse Gas Statements. \We believe that the evidence we have obtained is sufficient and
appropriate to provide a basis for our conclusion. In accordance with those standards we have:

— used our professional judgement to plan and perform the engagement to obtain limited assurance that the
selected non-financial information within the Annual Report is free from material misstatement, whether
due to fraud or error;

— considered relevant internal controls when designing our assurance procedures, however we do not
express a conclusion on the effectiveness of these controls; and

— ensured that the engagement team possess the appropriate knowledge, skills and professional
competencies.

The procedures performed in a limited assurance engagement vary in nature and timing from, and are less in
extent than for a reasonable assurance engagement. Consequently the level of assurance obtained in a limited
assurance engagement is substantially lower than the assurance that would have been obtained had a
reasonable assurance engagement been performed.

© 2018 KPMG, a New Zealand partnership and a member firm of the KPMG network of independent
member firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity
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Restriction of distribution and use

Our report should not be regarded as suitable to be used or relied on by any party other than Toyota New
Zealand for any purpose or in any context. Any party other than Toyota New Zealand who obtains access to our
report or a copy thereof and chooses to rely on our report (or any part thereof) will do so at its own risk.

To the fullest extent permitted by law, we accept or assume no responsibility and deny any liability to any party
other than Toyota New Zealand Limited for our work, for this independent limited assurance report, or for the
conclusions we have reached.

Our report is released to Toyota New Zealand on the basis that it shall not be copied, referred to or disclosed, in
whole (save for Toyota New Zealand’s own internal purposes) or in part, without our prior written consent.

Directors’ responsibility for the Sustainability report

The directors of Toyota New Zealand are responsible for the preparation and fair presentation of the selected
non-financial information in accordance with the GRI for each of the principles of materiality, stakeholder
inclusiveness, sustainability context and completeness. This responsibility includes such internal control as the
directors determine is necessary to enable the preparation of the selected non-financial information is free from
material misstatement whether due to fraud or error.

Our responsibility

Our responsibility is to express a conclusion to the directors on the preparation and presentation of the selected
non-financial information in accordance with the GRI.

Our independence and quality control

We have complied with the independence and other ethical requirements of Professional and Ethical Standard 1
(Revised) issued by the New Zealand Auditing and Assurance Standards Board, which is founded on
fundamental principles of integrity, objectivity, professional competence and due care, confidentiality and
professional behaviour.

The firm applies Professional and Ethical Standard 3 (Amended) and accordingly maintains a comprehensive
system of quality control including documented policies and procedures regarding compliance with ethical
requirements, professional standards and applicable legal and regulatory requirements.

KPMG also provides advisory services to Toyota New Zealand. Subject to certain restrictions the Partners and
employees of our firm may also deal with Toyota New Zealand on normal terms within the ordinary course of
trading activities. This has not impaired our independence in respect of this engagement. Other than in our
capacity as assurance provider, we have no relationship with, or interest in, Toyota New Zealand.

SV

KPMG
Auckland
25 September 2018
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GLOBAL REPORTING

MATERIAL ISSUE DISCLOSURES

INITIATIVE CONTENT INDEX

Managementapproach
201-1 Direct economicvalue generated Governance and economic 30
and distributed
GRI 416 Customer health and safety 2016
GRI NUMBER | DESCRIPTION SECTION TITLE PAGE Management Safety 23
approach
paien LT LS SO L 3 R 416-1 Assessment of the health and safety Safety 23
102-1 Name of the organisation Company profile 3 impacts of product and service (100% of vehicle categories are assessed for safety
102-2 Activities, brands, products, and services | Whatwe do 10 categories improvements to beincluded as standard)
102-3 Location of headquarters Company profile 3 GRI 403 OCCUPATIONAL HEALTH AND SAFETY 2016
102-4 Location of operations Our value chain 10,11 Management approach
102-5 Ownership andlegal form Ourvalue chain 14 403-1 Workers’ representationin Health and safety 28
102-6 Markets served What we do 10,11 formal joint management-worker
102-7 Scale of the organisation What we do 10,11 health and safety committees
102-8 Information on employees and other Our people 27 403-2 Types ofinjuryandrates of injury, Health and safety (Types and rates of injury reported only) 28
workers occupational diseases, lost days, and
i f -rel
102-9 Supply chain Suppliers; Transport 31;21 ?:tsaﬁ?ttig?sm' andnumber of work-related
102-10 Significant changes to the organisation Our new business model; Suppliers 16;31
and its supply chain GRI1 404 TRAINING AND EDUCATION 2016
102-11 Precautionary Principle or approach Corporate governance 7 Management approach Training and development 29
102-12 Externalinitiatives External certificates and standards 7 404-1 Average hours of training per Training and development 29
102-13 Membership of associations External certificates and standards 7 year per employee
102-14 Statement from senior decision-maker Message from the CEO 4 404-3 Percentage of employeesreceiving Training and development 29
102-16 Values, principles, standards,and norms | Our vision 6 regular performance and career
of behaviour development reviews
102-18 Governance structure TNZ materialissues 7 GRI 305 EMISSIONS 2016
102-45 I—Z.ntitie.sincludedin the consolidated Scope of report Management approach Operational emissions 25
financial statements — - —
102-40 List of stakeholder groups Stakeholders 9 305-1 GHG emissions Scope 1 Operational emissions 25;39
: . : : 305-2 GHG emissions Scope 2 Appendix
102-41 Collective bargaining agreements Approximately 6.3% of our workforce is covered by N/A
collective bargaining agreements. We remunerate and 305-3 GHG emissions Scope 3 www.enviro-mark.com/our-members/members/toyota-
benchmarksalaries annually new-zealand-limi ted
102-42 Identifying and selecting stakeholders Stakeholders 9 305-4 GHG emissionsintensity Appendix 39
102-43 Approach to stakeholder engagement Stakeholders 9 GRI1 308 SUPPLIER ENVIRONMENTAL ASSESSMENT 201
102-44 Key topics and concernsraised Our materialissues 39 Management approach Suppliers 31
102-46 Defining.report contentand topic Scope of report 3 308-2 Negative environmentalimpactsinthe | Suppliers; Operational emissions; Appendix (Data not 31;25;39
Boundaries supply chain available for percentage of suppliers)
102-47 List of material topics TNZ materialissues 39
- - - - GRI1 307 ENVIRONMENTAL COMPLIANCE 2016
102-48 Restatements of information Where there are changes to previously reported data, this N/A - —
is explained where the restated information appears Managementapproach Compliance obligations (governmentand TMC) 30
102-49 Changesinreporting About thisreport 3 307-1 Non-compliance with environmentallaws | Compliance obligations (government and TMC) 30
102-50 Reporting period Period covered by report 3 andregulations
102-51 Date of mostrecent report About this report 3 Management approach for other materialissues (not covered by specific GRI standards)
102-52 Reporting cycle Aboutthisteport 3 Communication and collaboration with dealers 29
102-53 Contact point for questionsregarding the | Company profile 3 Innovation and new technologies 18
t
repor Customer experience, expectations,and engagement 17
102-54 Claims of reportinginaccordance with About thisreport 3
the GRI Standards Brandreputation and marketleadership 9
102-55 GRI contentindex GRI contentindex 44 Employee engagementand communication 27
102-56 Externalassurance Assurance statement 42 Vehiclelife-cycle 19
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ECO DRIVING AND
FUEL SAVING TIPS

before driving.

S

»

R

© Check your car

before leaving.
oGl

=D
a

@

*‘i‘ .~ Make appropriate use
- ) of your air conditioner.

~Remove unnecessary
loads.

/ Check your tyre
pressure regulary.

(o Froparsion |

@ Plan your trip and combine errands

Consider whether you need to drive or can walk instead.

© Accelerate gently for

‘Eco-Start’
and press accelerator
smoothly.

Q

@ Drive at constant speed
and keep your distance.

Tailgating leads to unnecessary
acceleration/deceleration.

Look ahead and anticipate the
traffic flow.

O Slow down

by releasing the accelerator as
early as possible (rather than
heavy breaking).

---->

Q EmIITEm

@ Turn off the engine

when you park.

A

© Check your vehicle’s fuel
efficiency.

Q ST

For more information, please watch these short videos:
> Beforeyoutravel: https://www.youtube.com/watch?v=ckTiOXZ6GN4

> Choosingtherightvehicle: https://www.youtube.com/watch?v=ghmGOb0QIUA

- Ontheroad fuel saving tips: https://www.youtube.com/watch?v=-c_ShfoPtqY
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To provide feedback please contact:
Toyota New Zealand .

Customer Dialogue Centre @ | Believe

Phone: 0800 TOYOTA (0800 869 682)
Email: customercare@toyota.co.nz

This Report has alimited print run of 150 copies. By using Cocoon Offset rather
than a non-recycled paper, the environmental impact was reduced by :

36 kg of 5kg COzand 53 kmtravelinthe 1,054 litres ‘ 58 kWh ‘ 58 kg
landfill | greenhouse gases | average European car of water of energy | of wood

Sources: Carbon footprint data evaluated by Labelia Conseilin accordance with the Bilan Carbone® methodology.
Calculations are based on a comparison between the recycled paper used versus a virgin fibre paper according to the latest European
BREF data (virgin fibre paper) available. Results are obtained according to technical information and subject to modification.



