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Business Overview

Solid Foundations for Future Growth

For Toyota to continue to grow, it is essential that it remains committed to

achieving the world’s highest quality, despite the difficulty of the business

environment. This commitment to continuous improvement in the areas of

“technology,” “production & supply,” and “sales & marketing” that drives

our growth, and of the “product quality,” “cost,” and “human resources”

that sustain it, has long been a guiding principle at Toyota. We plan to

realize future growth by establishing solid foundations for product quality,

cost, and human resources. This strategy will enable us to offer the world’s

best products, the world’s fastest and the lowest-cost manufacturing, and the

world’s best sales and services.

In 2005, we established a CF* Activity Promotion Committee to create the

ideal environment for putting “customers and quality first” and to ensure

that defects do not reach the market. 

Since January 2007, we have returned to the roots of our CF policy and

renewed awareness that “quality must be built-in within each process.”

This means that quality is confirmed at each stage of the production process,

so that only top-quality work is permitted to move on to the next stage.

This concept is fundamental to all processes, and although originally applied

Quality is... Toyota’s Lifeline

CF Activity Promotion Committee

Reinforce “quality must be built-in within each process”

Groupwide Activity

Development Manufacturing Suppliers After Sales

CF Activity Promotion Committee

Establishing a Solid Foundation for Future Growth 

by Striving to Improve Quality at Every Level

History of CF Activities

Phase 3: Built-in quality
= Instituting “quality must be
    built-in within each process”
    (Ever increasing work quality)

Phase 1: Preventing defective products from leaving Toyota

Phase 2: Overcoming problems based on past experience

CF activities and boosting awareness on quality1
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31• Annual Report 2008 • TOYOTA

primarily to manufacturing operations, it is now being applied to our

management-related divisions and suppliers as well.

* CF = Customer First

» To Maintain and Improve Toyota’s Quality
In recent years, the structure and performance of vehicles has become

increasingly advanced and complex. At the same time, customers’ needs and

vehicle usage have become increasingly varied. In response to these trends,

we are working to improve quality from the very first phase of development.

For example, to improve long-term quality we recover vehicles that have been

in use for over 10 years to study how age and use affect various components.

We then feed that information back into the design process to further

improve quality related to long-term durability. We also drive new cars

100,000–200,000 kilometers in a single year to identify problems and

implement countermeasures.

We have increased the use of in-line measurement in production lines to

strengthen our ability to “visualize issues.” This helps us to prevent defects

and understand where and why problems occur. To identify the cause of

quality-related issues and implement fundamental solutions, we continuously

monitor and analyze product-precision trends that formerly relied on

operator skill and intuition.

In our supply chain, Toyota’s purchasing division is focused on working

with suppliers to improve quality. Through this initiative, Toyota employees

in the development, production, and purchasing divisions work together with

suppliers to identify and resolve problems so that we can secure high-quality

components.

As a result of these efforts, the initial quality of our vehicles continues

to improve steadily. However, to provide customers with the world’s best

products we still have many issues to address. Going forward, we will further

strengthen our commitment that “quality must be built-in within each

process,” to work even more closely with suppliers and overseas companies,

and to strive to instill an even higher level of quality awareness in each and

every employee to maintain and improve the world’s highest quality standards.

In recent years, cost competitiveness has become an even more important

issue to the automotive industry due to rising raw material costs, increased

demand for compact cars, and the introduction of new environmental and

safety technologies. We are applying a broad range of cost reduction efforts

to absorb the impact of these factors and improve profitability.

» Cost Reduction Activities
To offer better products at lower prices, Toyota launched CCC21* cost

reduction activities in July 2000. Through the project, which has already

resulted in cost reductions, we review the cost of producing major vehicle

Cost is… A Key Source of Toyota’s Competitiveness

Performance Messages from the Management & 
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In-line measurement process

In-line measurement using infrared laser
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components around the world. With the lowest cost as our target, we then

work closely with suppliers from the initial design phase to ensure that each

component is produced at the lowest possible cost.

In addition, in April 2005 we began VI** activities—an evolved form

of CCC21 activities—in which we look at cost reduction during the

development phase, even prior to blueprints. Through VI activities, we

consider individual “components” as well as multiple component “systems.”

We strive to reduce the number of components by integrating components

and systems with similar functions and reviewing the functions and

placement of systems, such as engine and safety systems. We have also

reduced the number of components and the amount of material used

without reducing product quality by reviewing production processes that

have until now been standard. The effectiveness of VI activities began to

materialize with the redesigned Crown in February 2008. In the future, we

will give priority to improving the profitability of compact cars and cars

manufactured overseas, and will continue to promote cost reduction

activities to further increase our cost competitiveness.

** CCC21 = Construction of Cost Competitiveness for the 21st Century
** VI = Value Innovation

At Toyota, we strive to further human resources development based on our

philosophy that “making things means making people.” In line with our

expanding business operations, our employees are more diverse and global

human resource development efforts have become a priority issue. So that

Toyota employees around the world share the same values, we have codified

and shared globally the Toyota Way, our values and methods that were

formerly passed on as tacit knowledge.

To provide a stable supply of high-quality products to the world in a

timely manner amid fluctuating global demand, we are working to increase

the self-reliance of our overseas manufacturing companies.

Human Resources are... Essential to Improving Quality and Cost Control

Business Overview
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» Self-Reliance Supporting Programs
Historically, human resource development for Toyota’s overseas production

bases took place primarily at plants in Japan, using a “mother plant system.”

We found, however, that as the number of overseas manufacturing

companies grew, disparities in training content began to arise. So, in July

2003 we established a Global Production Center (GPC) at our Motomachi

plant in Japan. The goal of the GPC was to instill in employees the awareness

that all of our vehicles should offer the same “Made by Toyota“ quality

regardless of where in the world they are manufactured. At the GPC, skilled

technical personnel from plants in Japan teach the standard production

methods that form the Toyota production system. They use technical training

devices, animations, and other visual aids to enable overseas staff to quickly

acquire necessary skills. Between its founding in 2003 and May 2008,

approximately 13,000 workers underwent training at the GPC.

In 2006, overseas branches of the GPC were established in the United

States, the United Kingdom, and Thailand. This marked a transition from the

previous phase, in which Japanese trainers taught overseas personnel, to a

new phase in which local trainers pass on their skills to local personnel, as well

as personnel from other countries, to promote the spread of technical skills

on a global basis.

In addition, our three-year Pro-WIN* program for global human resources

development in production-related fields, such as production preparation,

production management, logistics, plant operation, and various other fields,

trains professional production staff to support greater self-reliance at overseas

manufacturing companies.

* Pro-WIN = Professional-Will Interact Needs 
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European GPC, U.K.
Established in 2006
19 trainers
800 trainees/year

Asia Pacific GPC, Thailand
Established in 2005
8 trainers

GPC in Motomachi Plant, Japan
Established in 2003
150 trainers
2,500 trainees/year

North American GPC, 
Kentucky, U.S.
Established in 2006
14 trainers
300 trainees/year

Prepare a vision for 
human resource development

Will: Achievement of clarification of 
the professional skills by each employee

Needs: Achievement of clarification of the 
professional skills which organization requires

Confirm individual development 
situation / Design development plan Move into action

Interaction
and 

Balance

PDCA* (every year)

Flow of Pro-WIN Program

Global Expansion of the GPC

Technical training at GPC in Thailand

* PDCA = Plan, Do, Check, Action
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Business Overview

At a Glance

Automotive Operations

Net revenues ¥24,177.3 billion (+10.3%)
Operating income ¥2,171.9 billion (+6.5%)

In fiscal 2008, net revenues increased 10.3%, to ¥24,177.3 billion, with

strong vehicle sales in resource-rich and emerging countries such as Asia,

Central and South America, Oceania, and Africa, helping to offset

stagnant sales in Japan. Operating income was up 6.5%, to ¥2,171.9

billion, mainly due to increases in both production volume and vehicle

unit sold, and cost reduction efforts, partially offset by an increase

in expenses.

Financial Services Operations

Net revenues ¥1,498.3 billion (+15.2%)
Operating income ¥86.5 billion (-45.4%)

In fiscal 2008, net revenues grew 15.2%, to ¥1,498.3 billion, due to

aggressive efforts to expand auto sales financing. Meanwhile despite 

a steady increase in financing volume, operating income decreased

45.4%, to ¥86.5 billion, due to an increase in valuation losses on interest

rate swaps by ¥48.1 billion stated at fair value by sales finance subsidiaries.

Other Business Operations

Net revenues ¥1,346.9 billion (+1.8%)
Operating income ¥33.0 billion (-16.6%)

In fiscal 2008, net revenues were up 1.8%, to ¥1,346.9 billion. Operating

income decreased 16.6%, to ¥33.0 billion, due primarily to weak sales in

the housing business.
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China

North America
27.6%

Japan
44.9%

Other Regions
6.7%

Asia
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Europe
11.7%

Operating Income

North America
13.3%

Japan
63.0%

Other Regions
6.3%

Asia
11.2%

Europe
6.2%

Vehicle Production

Japan
60.4%

Other Regions
5.2%

Asia
11.3%

Europe
8.3%

North 
America
14.8%

Vehicle Sales

North America
33.2%

Japan
24.6%

Other Regions 
17.1%

Asia
10.7%

Europe
14.4%

Net Revenues by Regions

Geographic Segment (FY 2008)

Principal Market Data

Source: Toyota Motor Corporation
Note: Market definitions—Europe: Germany, France, the United Kingdom, Italy, Spain, the Netherlands, Belgium, Portugal, Denmark, Greece, Ireland, Sweden,

Austria, Finland, Switzerland, Norway, Poland, Hungary, and the Czech Republic; Asia: Indonesia, Thailand, the Philippines, Malaysia, Singapore, Vietnam,
Taiwan, South Korea, and Brunei Darussalam; Japan: minivehicles included.

Note: Fiscal years ended March 31
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Business Overview

Japan

» Performance Overview

Record market share despite 

decreased sales

consecutive year to approximately 2.18

million vehicles. Lexus accounted for

approximately 31 thousand of the

vehicles sold. While domestic market

conditions remained tough, Toyota’s

market share including minivehicles

rose to a record 42.0% in fiscal 2008. 

In domestic automobile sales rankings

(excluding minivehicles) in 2007, the

Corolla ranked first for the fifth

consecutive year. In addition, six of 

the 10 best-selling cars were Toyota

models.

Sales of two new models, the

Mark X ZiO and Corolla Rumion, and the

remodeled Voxy, Noah, Premio, and

Allion, were strong. Sales of the

Crown, a long-running leader in the

domestic luxury car market, also

increased steadily following a full

model change in February 2008.

Consolidated domestic production

increased 1.2%, to 5.16 million vehicles,

due to higher demand overseas.

Despite the introduction of new

models, sluggish market conditions

caused fiscal 2008 consolidated

domestic sales, including sales by

Daihatsu Motor Co., Ltd., and Hino

Motors, Ltd., to decline for the third

Revitalizing the domestic market with aggressive 
measures to stimulate demand

Vanguard

Automotive Operations

Note: Fiscal years ended March 31 Note: Toyota, Daihatsu, and Hino
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Consolidated Vehicle Sales
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Highlights

• Development and introduction of
new market-creating products

• Creation of a more pleasant and
enjoyable driving environment



37• Annual Report 2008 • TOYOTA

» Market Conditions and 
Regional Strategy

A two-pronged approach to 

market revitalization

In fiscal 2008, total domestic new-

vehicle sales, including minivehicles,

declined 5.3%, to 5.32 million vehicles,

while sales excluding minivehicles

decreased 4.5%, to 3.42 million

vehicles. Overall demand has fallen

due to a decline in the number of

young people acquiring driving

licenses, a decline in the number of

elderly drivers, and a tendency for

customers to extend their new vehicle

replacement cycle, making it difficult

to stimulate demand.

To help revitalize the domestic

market, we are taking a two-pronged

approach that focuses on the

development and introduction of more

appealing market-creating products

and the creation of an environment in

which cars can be more fully enjoyed.

While developing and aggressively

launching attractive new products that

take into consideration fuel economy

and the environment, we also offer

customers the opportunity to directly

experience Toyota’s latest advances in

vehicle performance through efforts

such as the opening of Tressa

Yokohama, Toyota’s first automall in

the Kanto region.

By taking advantage of our four

domestic sales channels and our 5,000-

store service network, we will promptly

respond to structural changes in the

market and the opinions of customers

by offering attractive products that

satisfy a diverse range of needs.

Domestic Lineup Highlights
2007 May Lexus LS600h and LS600hL launch

June Premio and Allion full remodel 
Voxy and Noah full remodel

July ist full remodel
August Vanguard launch
September Land Cruiser full remodel

Mark X ZiO launch
October Corolla Rumion launch
December Lexus IS F launch

2008 January Townace and Liteace full remodel
February Crown full remodel

Lexus LS600hLCorolla Rumion

Crown

Mark X ZiO Land Cruiser

Performance Messages from the Management & 
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» Performance Overview

Record U.S. sales for 

the 12th consecutive year

Highlights

• Development and introduction of
new market-creating products
which are fuel-efficient and
environmentally friendly 

• Development and application of
numerous advanced technologies
aimed at achieving sustainable
mobility

pickup truck. Retail sales in the United

States amounted to approximately 2.58

million vehicles, a record for the 12th

consecutive year, bringing our 2007 U.S.

market share to 16.2%. 

In fiscal 2008, sales of the Lexus

models in North America came to 350

thousand vehicles.

The Camry continued to post

strong sales and retained its position 

as the best-selling passenger vehicle

for the sixth consecutive year. As a

result of boosted production capacity

in Japan, sales of the Prius increased by

30%, to 179 thousand vehicles. Sales

were also strong for vehicles such as

the Camry Hybrid, Lexus LS, and Yaris.

Consolidated production rose

5.2%, to 1.26 million vehicles. Including

Toyota-brand vehicles built by

unconsolidated company New United

Motor Manufacturing, Inc. (NUMMI),

and Fuji Heavy Industries’ U.S. plant

(SIA), production totaled approximately

1.66 million vehicles.

Toyota sold a record 2.95 million

vehicles on a consolidated basis 

in North America in fiscal 2008,

overcoming lackluster U.S. market

demand with sales efforts that were

buoyed by the fully remodeled Tundra

North America
Strengthening local production capacity and 
securing profits in the North American market
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Business Overview

Automotive Operations

Notes: 1. Excluding vehicles produced
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Note: 2. Fiscal years ended March 31

Note: Calendar years
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A solid economic climate and a

growing population were expected to

support stable vehicle demand in the

United States, but factors such as rising

gasoline prices began to affect the

market significantly in the second half

of fiscal 2008. Total U.S. market sales

were down 4.1%, to 15.83 million

vehicles, in fiscal 2008. Canadian sales,

on the other hand, grew for the third

consecutive year, to 1.67 million

vehicles. Difficult market conditions are

anticipated in North America for some

time, but demand for fuel-efficient

vehicles such as the Yaris and Prius is

expected to rise. As market demand

shifts from large to small vehicles, we

aim to continue to secure profits by

implementing a variety of cost

reduction measures.

» Market Conditions and 
Regional Strategy

Ongoing efforts to secure 

continuing profits

We also intend to strengthen our

North American business base by

boosting local production capacity. In

April 2007, consignment production 

of the Camry began at SIA. By the fall

of 2008, our second Canadian plant

is scheduled to open and begin

production of the RAV4. Elsewhere, our

Mississippi plant is under construction

and scheduled to begin production in

2010, aiming to expand North American

operations and continue localization.

Dedicated to harmonious coexistence

with the environment and local

communities, and situated in a forested

area, the new plant in Mississippi has

been designated as a model for

“Sustainable Plant” activities.

Tundra

Lexus  ESHighlander Scion xD Prius
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• Overview • Management • Special Feature • Business Overview • Corporate Information • Financial Section • Investor Information •

Annual Production Capacity in North America
Plant Number of vehicles

Canada first plant (TMMC) 270,000
California (NUMMI)* 400,000
Kentucky (TMMK) 500,000
Indiana (TMMI) 350,000
Texas (TMMTX) 200,000
Fuji Heavy Industries’ U.S. plant (SIA) 100,000
Mexico (TMMBC) 50,000
Canada second plant (TMMC) 150,000 (Scheduled start date: fall 2008)
Mississippi (TMMMS) 150,000 (Scheduled start date: 2010)
Annual production capacity in North America in 2010 2,170,000 vehicles planned

* The California plant (NUMMI) is a Toyota–General Motors joint venture company that is accounted
for using the equity method. Production capacity figures include vehicles for General Motors.

Note: Full names and corresponding abbreviations are shown in the table of Overseas Manufacturing
Companies on page 66.
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» Performance Overview

Record vehicle sales for the 

10th consecutive year

Highlights

• Development and introduction of
new market-creating products that
are fuel-efficient and friendly to
the environment

• Development and application of
advanced technologies and
environmental measures in line
with CO2 emission regulations

share in the European market (19

countries). Aided by robust sales of the

Lexus LS Hybrid, total Lexus sales in

Europe reached 62 thousand vehicles.

Among Toyota-brand vehicles,

sales of the top-selling Yaris were

somewhat weak, but sales of the Prius,

Aygo, and Auris—a strategic model

introduced in both Europe and

Japan—have been strong. In Russia

and Eastern Europe, sales of the

Camry and Avensis were also robust.

To meet the demand generated 

by European customers’ preference for

diesel vehicles, Toyota strengthened

diesel vehicle sales efforts. As a result,

diesel vehicles accounted for 44.3% of

Toyota’s European vehicle sales 

in 2007.

Supported by robust sales,

consolidated production in Europe

grew 0.3%, to 711 thousand vehicles.

In fiscal 2008, sales in the European

market (19 countries) totaled 17.88

In Europe in fiscal 2008, Toyota

benefited from increased sales in

Russia and Eastern European

countries, and set a sales record for

the 10th year in a row by selling 1.28

million vehicles and earning a 5.5%

» Market Conditions and 
Regional Strategy

Focusing on environmental 

technologies to meet regional needs

Europe
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Consolidated Vehicle Sales and
Production in Europe

Penetrating a highly competitive market with 
a strong product lineup and high-quality products

Business Overview

Automotive Operations

Note: Fiscal years ended March 31 Note: Calendar years
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million vehicles. Europe is one of the

world’s most challenging automobile

markets, due to the large number of

manufacturers competing within the

region. Customer needs and priorities

also differ from country to country, and

although there have been some slight

fluctuations in regional demand; the

overall size of the European market has

remained constant at approximately 17

million vehicles for the past several

years.

Now, with some European

countries having already implemented

CO2 emission taxation schemes,

environmental protection and the

development of systems to deal with

CO2 emissions will continue to be

important priorities.

Anticipating an increasingly

competitive market environment in

Europe, we will continue to meet

customer demand by striving to

increase the percentage of diesel

vehicles in our sales mix. We are also

aggressively introducing hybrid

models and planning to launch the iQ

ultra-efficient package vehicle, making

every effort to promote fuel efficiency

and environmental performance to

boost brand penetration.

We will also continue to step up

local production and procurement.

Camry production started at Toyota’s

plant in Russia in December 2007.

Although the plant has a current annual

production capacity of 20 thousand

vehicles, we are planning to expand to

50 thousand vehicles annually in the

future. In addition, we are moving

forward with plans to increase

production capacity at our manual

transmission manufacturing plant in

Poland, raising output from the current

level of 600 thousand units a year to

720 thousand units by mid-2009.

Auris

European Annual Production Capacity in 2008
Plant Number of vehicles

United Kingdom (TMUK) 285,000
France (TMMF) 270,00
Turkey (TMMT) 150,000
Portugal (TCAP) 10,000
Czech Republic (TPCA)* 100,000
Russia (TMMR) 20,000

Total 835,000

Lexus IS220dAvensis Yaris RAV4
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* The Czech Republic Plant (TPCA) is a Toyota–PSA Peugeot Citroen joint venture company that is
accounted for using the equity method. Production capacity figure shows Toyota-brand vehicles only.

Note: Full names and corresponding abbreviations are shown in the table of Overseas Manufacturing
Companies on page 66.
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» Performance Overview

A substantial increase in regional 

sales and production

Highlights

• Expansion of local production and
product lineups

• Improvement of revenue-
generating capabilities

increasingly important role in driving

Toyota’s growth. The expansion of

production capacity in Thailand also

contributed to increased IMV exports

to other regions.

Sales of IMV minivans and pickup

trucks, as well as the Camry, continued

to be strong. The Corolla, Avanza, and

VIOS also performed well. Supported

by robust sales, consolidated

production increased 27.3%, to 961

thousand vehicles.

* IMV: An abbreviation for Innovative International
Multipurpose Vehicle, manufactured using 
an optimal procurement and production
system with key hubs in Asia, South Africa,
and Argentina that supply multipurpose
vehicles to more than 140 countries and regions.

Asian Markets
Although the automobile market in

Taiwan remained relatively stagnant 

in fiscal 2008, the Indonesian market

underwent a recovery, and demand

rose steadily in China, which is fast

becoming one of the world’s most

In fiscal 2008, strong demand for the

IMV* series and the Yaris in Thailand

and Indonesia enabled consolidated

sales in Asia to rise dramatically,

reaching 956 thousand vehicles, and

underscoring the Asian market’s

» Market Conditions and 
Regional Strategy

Increasing local production to 

meet steadily growing demand

’03 ’04 ’05 ’06 ’07
0
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+62.0%
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+62.8%
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Vehicle sales in China
Vehicle production in China
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+21.2%
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+27.3%
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Consolidated vehicle sales
Consolidated vehicle production

Consolidated Vehicle Sales and
Production in China

Consolidated Vehicle Sales and
Production in Asia 

Hilux VIGO

Asia

Business Overview

Automotive Operations

Note: Fiscal years ended March 31 Note: Calendar years

Increasing our presence in Asian markets that are
rapidly growing in importance as stable revenue bases
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important automobile markets.

Demand also grew in Thailand, 

and increased steadily in India.

Toyota’s plant in Ban Pho,

Thailand, began production of Hilux

pickup trucks in January 2007 as part 

of the IMV project, and now supplies

vehicles domestically and exports to

other markets worldwide. In addition,

Toyota’s mainstay IMV production

bases in Indonesia, South Africa, and

Argentina are steadily increasing

production.

In fiscal 2008, IMV series sales

worldwide were up 21.6%, to 700

thousand vehicles.

China Operations
Sales in the rapidly expanding Chinese

market totaled 499 thousand* vehicles

during the 2007 calendar year. Demand

for the Camry was particular strong,

with record sales of 160 thousand

vehicles in 2007.

In addition to production of the

Camry by Guangzhou Toyota Motor

Co., Ltd., production of the new

Corolla by Tianjin FAW Toyota Motor

Co., Ltd., began in May 2007.

Production of the Yaris also began at

Guangzhou Toyota Motor at the end of

May 2008, further expanding our

model lineup in China. We will

continue to establish mass production

operations for core models to support

further growth.

We will implement product

strategies aimed at increasing regional

production capacity and brand value

while keeping a cautious eye on future

market trends.

* Cumulative total of vehicles produced in China
and vehicles imported from Japan

Camry

Local Production in China
Area Start of Operations Main Products

Changchun 2003 October Land Cruiser
2005 December Prius

Tianjin 2002 October VIOS
2004 February Corolla
2005 March Crown

October REIZ
2007 May New Corolla

Sichuan 2000 December Coaster
2003 September Land Cruiser Prado

Guangzhou 2006 May Camry
2008 May Yaris

FortunerCorolla Lexus IS300

Performance Messages from the Management & 
• Overview • Management • Special Feature • Business Overview • Corporate Information • Financial Section • Investor Information •
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» Performance Overview

Contributing to steady growth 

and increased revenues

Highlights

• Expansion of local production 
and supply

• Improvement of revenue-
generating capabilities

» Market Conditions and 
Regional Strategy

Serving growing markets with 

the right car, in the right place, 

at the right time
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Consolidated vehicle sales
Consolidated vehicle production

Consolidated Vehicle Sales and
Production in Other Regions

Central and South America,
Oceania, Africa, 
the Middle East, etc.
Establishing bases in resource-rich and emerging countries 
such as Central and South America and the Middle East 
that promise to drive future growth

In fiscal 2008, consolidated sales in

Central and South America, Oceania,

Africa, the Middle East, and other

regions increased 17.8%, or 231

thousand vehicles, to reach a total of

1.52 million vehicles. Growth in Central

and South America was fueled by rising

sales of IMV pickup trucks and the

Yaris, and despite being in the final

year of its model life, Corolla sales

were flat. In Africa, although sales of

the Corolla were weak, substantial

growth in sales of the IMV series, Yaris

and Avanza models helped boost total

sales. In Oceania, sales of the Corolla

and Camry were strong, and in the

Middle East, sales of the Land Cruiser

Wagon, Camry, Corolla, and

commercial vehicles like the Hilux

rose significantly.

In addition to this increase in sales,

production also grew 8.8%, to 447

thousand vehicles.

Markets in Central and South America

continue to grow, particularly in

resource-rich and emerging countries

in the region. Against this backdrop

of high demand, these countries are

Business Overview

Automotive Operations

Hilux 

Note: Fiscal years ended March 31
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Land Cruiser Yaris Camry

playing a major role in Toyota’s IMV

project, with expanded production of

IMV pickup trucks and SUVs in

Argentina. To meet the regional needs

of the Brazilian market, where flexible-

fuel vehicles (FFVs)* have become

mainstream, Toyota began selling a

Corolla that can run on ethanol,

gasoline, or any combination of the

two fuels in May 2007. Toyota views the

Brazilian market as one of the driving

forces behind continued growth in the

future.

In Oceania, the market in resource-

rich Australia grew substantially, driving

higher sales of the Camry.

In Africa, a slight downturn in South

African market was offset by strong

sales in Algeria, Egypt, Nigeria, and

other countries that allowed us to grow

market share, particularly for IMV

vehicles and the Yaris.

In other regions, notably the

Middle East, markets continued to

expand rapidly, and sales increased by

160 thousand vehicles. Sales are

expected to increase steadily in the

future as the population of young

people in these regions grows.

* FFV: A vehicle capable of running on fuels that
consist of any percentage of ethanol mixed
with gasoline or ethanol alone.

Corolla

Performance Messages from the Management & 
• Overview • Management • Special Feature • Business Overview • Corporate Information • Financial Section • Investor Information •

Breakdown of Consolidated Sales for Central and South America, Oceania, 
Africa, and Other Regions
Area Thousands of vehicles YOY change (%)

Central and South America 320 +12.7%
Oceania 289 +7.8%
Africa 314 +3.3%
Middle East 597 +37.9%
Other 7 0.0%

Total 1,527 +17.8%
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» Performance Overview

Favorable vehicle sales result in a 

record number of new contracts

» Business and Regional Strategies

Strengthening our revenue bases 

to realize sustainable growth

Highlights

• Strengthening the revenue base to
realize sustainable growth

• Providing an attractive financial
services products

Toyota financial services operations are

primarily handled by Toyota Financial

Services Corporation (TFS), which has

overall control of financial services

subsidiaries worldwide. TFS provides

financial services primarily for vehicle

purchases and leases to approximately

7.5 million customers in 32 countries

and regions worldwide.

Under the slogan “Growth and

Efficiency,” the TFS group continued

to focus on seven priority issues during

fiscal 2008. These included expansion

of sales financial services offerings

overseas, addressing demand for

attractive financial services such as easy

payment plans, strengthening the

group’s domestic revenue base,

promotion of comprehensive global risk

management and funding, and

operational process improvement.

In emerging markets where

business is growing at a particularly

rapid pace, TFS is aggressively

expanding its sales financing

operations. Taking the lead over

Financial services operations in fiscal

2008 were supported by strong sales of

Toyota- and Lexus-brand vehicles, which

enabled us to conclude a record 2.73

million new contracts for new and used

vehicles, and maintained a 29.2% share

of the new vehicle contract market. We

faced fierce competition from banks in

the first half of the fiscal year, but

operations grew steadily as a result of

favorable vehicle sales and intense, wide-

ranging collaboration among regional

management companies, distributors,

and dealers. However fiscal 2008

operating income declined to ¥86.5 billion,

as the credit environment became more

difficult in the second half of the fiscal 2008

following the sub-prime mortgage crisis in

the United States. To meet this changing

market environment, we have enhanced

risk management by reviewing lending

standards and loan collection systems, and

implementing other measures. We are

also making every effort to curb financing

costs and improve profitability by funding

optimally on a global scale.

Business Overview

Financial Services Operations

Toyota continually strives to offer global demand-stimulating
automotive financing services to suit the needs of 
regional markets.

Financial Services
Operations
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other automobile manufacturers, in fiscal

2008 a sales finance company was

established in Russia to serve customers

in Moscow and St. Petersburg. In China,

where financing operations have been

underway for three years, the TFS group

has expanded its customer base to

encompass 60% of all Toyota vehicles

sold. At the same time, it has extended

its operating base to 11 major cities

and succeeded in generating a profit

in a single fiscal year. 

Elsewhere, amid severe business

conditions in the major markets of

Europe and the United States, TFS

aims to further boost earnings growth.

To do this, we will need to take find a

balance between support for vehicle

sales and diverse business risks, and

working to secure a profit margin and

reduce costs.

In Japan, TFS has expanded its

range of fixed residual value products

in an effort to provide auto sales

financing services that stimulate

demand. In addition, we introduced

the “Tsukatte Back” service that enables

customers to apply points gained

through the use of their TS CUBIC CARD

to monthly auto loan payments. As a

result of these initiatives, our retail

finance and lease ratio was a record

26.7% in fiscal 2008.

In the credit card business, the

steady growth in the number of

cardholders  to approximately 6.5

million and the issuance of Electronic

Toll Collection System (ETC) cards has

enabled TFS to maintain its leadership

position in the industry. The number of

QUICPay small settlement services

members has grown to roughly three

million. In line with this growth, efforts

were also made to expand the card’s

use in convenience stores, shopping

centers, and taxis to improve customer

convenience and increase the number

of participating merchants.

With respect to the securities

business, following the success of the

“Toyota Group Equity Fund,” other easy-

to-understand mutual funds, such as

the “Toyota Group Global Bond Fund,”

were very popular. As a result, the

number of accounts grew steadily. TFS

is continuing its efforts to provide more

accessible asset-building services with a

new relaxed concept branch and the

opening of offices in new areas around

the Tokyo metropolitan area.

Financial Services Operations Organization

Overview of Toyota’s Financial
Services Operations  

(As of March 31, 2008)

Total assets of financial 
services operations ¥13,942.3 billion
Revenues from financial 
services operations ¥1,498.3 billion
Operating income ¥86.5 billion
Credit rating AAA/Aaa
Operating areas 32 countries and

regions worldwide
Market coverage Approx. 90%
No. of customers Approx. 14 million
No. of employees Approx. 8,000

Toyota Motor
Corporation

Toyota Financial
Services Corporation

Aioi Insurance
Co., Ltd.

Toyota Financial Services
Securities Corporation

Toyota Asset
Management Co., Ltd.

Toyota Accounting
Service Co.

Toyota Finance
Corporation

Overseas Sales
Finance Companies

33.42%

100% 100%

100%

50% 50% 100%

Performance Messages from the Management & 
• Overview • Management • Special Feature • Business Overview • Corporate Information • Financial Section • Investor Information •



48 TOYOTA • Annual Report 2008 •

» Intelligent Transport Systems
Business

One of Toyota’s key objectives is “to

create automobiles and a mobility

society in which people can live with

a sense of safety, peace of mind, and

comfort.” So, we are working to create

sustainable mobility in the three areas

of safety, the environment, and

comfort, while balancing the dual

visions of Zeronize and Maximize*.

In fiscal 2008, we continued to work

on the development and

implementation of ITS by sharing

information about vehicle-infrastructure

cooperative systems that support safe

driving so that traffic accidents of the

future can be prevented more

effectively than current safety

technologies allow.

(Additional details available at:
http://www.toyota.co.jp/en/tech/its/index.html)

* “Zeronize” and “Maximize”: 
Toyota is striving to minimize negative factors
such as environmental degradation and traffic
accidents, while at the same time maximizing
positive factors such as fun, excitement, and
comfort. This is Toyota’s vision for developing
products and technologies.

» Information Technology and
Telecommunications Business

Toyota believes that further integration

of vehicles and communication

technology is essential to enhancing

the convenience and comfort of cars.

To this end, we are collaborating on

the planning and commercialization of

telecommunications-related products

and services in partnership with

KDDI Corporation, a general

telecommunications service provider

that offers products ranging from cell

phone services to fixed-line telephone

domestic and international

telecommunications services and

Internet-related services. We are also

moving ahead with the development 

of a sales agency business to handle

primarily KDDI cell phones.

» e-Toyota Business
Our e-Toyota business operations also

continue to strive for greater integration

of cars and information technologies. In

addition to our GAZOO service, which

meets increasingly diverse customer

needs by providing information about

new and used cars, automotive-related

services, and a wide range of other

Business Overview

Other Business Operations

Other Business Operations
To better contribute to a 21st-century society, Toyota is applying technologies and expertise
gained through automobile manufacturing to the development of 
businesses in related areas, such as in intelligent transport systems, 
information technology and telecommunications, housing, 
marine, and environmental products.

PONAM-26L ll
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topics, we manage internal and external

websites that offer information about

specific businesses and brands. In fiscal

2008 we launched etoyota.net, a

website where customized pages

can be automatically created to meet

specific customer needs. In April 2008,

we launched Toyota Metapolis, an

original three-dimensional virtual city

that also serves as a new information

medium. In the telematics field, we

launched G-BOOK mX, a more

advanced version of the G-BOOK

information service for onboard

terminals, and continued to enhance

our service offerings. Overseas, we are

introducing a cutting-edge customer

relationship management (CRM) system

called “evolutionary Customer

Relationship Building” (e-CRB) in

Thailand, Australia, and China as part

of our efforts to build long-lasting

relationships with customers.

(Additional details available at:
http://www.toyota.co.jp/en/more_than_cars
/gazoo/index.html)

» Housing Business
Since Toyota entered the housing

business in 1975, we have grown our

operations by providing homes that

offer high durability and earthquake

resistance, as well as excellent security,

health, and environmental features. In

January 2004, Toyota Housing

Corporation, which was established to

more accurately assess customer needs

and enable prompt product planning

and sales, began operations. Inspired by

the slogan, “Sincerely for You,” we will

continue to create exceptionally safe

and secure homes that provide a

lifetime of customer satisfaction.

In fiscal 2008, home sales decreased

6.5% over the previous fiscal year, to

5,431 units.

(Additional details available at:
http://www.toyota.co.jp/en/more_than_cars
/housing/index.html)

» Marine Business
Drawing on engine technologies and

other advanced technologies cultivated

during years of automotive

manufacturing, Toyota manufactures

and sells motorboats and marine

engines that offer an exceptional

combination of safety, comfort, and

environmental friendliness.

Pleasure boat sales efforts during

the fiscal year were supported by the

introduction of the PONAM-26L II, an

upgraded new version of the PONAM-

26L pleasure boat.

(Additional details available at:
http://www.toyota.co.jp/en/more_than_cars
/marine/index.html)

» Biotechnology and
Afforestation Businesses

Toyota is making every effort to

contribute to the creation of a

resource recycling society through its

biotechnology and afforestation

operations. In fiscal 2008, following

previous afforestation and forestry

development projects in Australia

and China, we began afforestation

operations in the Philippines, and

initiated a new forest restoration model

project in Japan.

In addition, we continue to expand

sweet potato cultivation and processing

in Indonesia, and our floriculture, roof

gardening, and bio-plastic businesses

in Japan.

(Additional details available at:
http://www.toyota.co.jp/en/more_than_cars/bio
/index.html)

Performance Messages from the Management & 
• Overview • Management • Special Feature • Business Overview • Corporate Information • Financial Section • Investor Information •

SINCÉ Cada Mode


	Business Overview
	Solid Foundations for Future Growth
	At a Glance
	Automotive Operations
	Japan
	North America
	Europe
	Asia
	Central and South America,Oceania, Africa,the Middle East, etc.

	Financial ServicesOperations
	Other Business Operations




