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Lexus RC

Our aim is for Lexus—a Japanese original—to 
become a truly global luxury brand. Worldwide, 
we are pushing forward to offer value that is 
different from other luxury brands. The Lexus 
International business unit is under the direct 
supervision of the president and acts as the 
global head office for Lexus brand develop-
ment, sales, marketing and advertising.

Successful overhauls lead from a decline to 

record sales

In 2013, 523,000 Lexus vehicles were sold, 
exceeding the 518,000 vehicles sold in 2007 just 
prior to the start of the global financial crisis. This 
increase was largely attributable to the successes 
of the redesigned GS launched in 2012 and the 
redesigned IS launched in 2013. In 2014, Lexus 
plans to continue introducing new vehicles and is 

predicting yet another year-on-year sales 
increase.
 Looking to deliver an exhilarating driving experi-
ence that exceeds expectations, Lexus is focusing 
on enhancing the product lineup in the current fiscal 
year. For example, we are striking out with innovative 
designs, including a distinctive spindle grille that will 
make Lexus cars instantly identifiable. We will also 
work to differentiate the Lexus brand by taking the 
lead in adopting environmental and advanced tech-
nologies centered on hybrid vehicles.
 In July 2014, Lexus introduced the NX 
compact crossover SUV in Japan as the spring-
board for its launch in other parts of the globe. 
Powered by a newly developed 2.0-liter turbo 
engine—a first for Lexus—the NX 200t offers both 
excellent driving and environmental performance, 
while the NX 300h features a 2.5-liter hybrid 
system for best-in-class environmental 

 performance. These additions have rounded out 
our lineup of SUVs that are well suited for urban 
use in an era of environmental awareness.
 Slated for release in late 2014, the new RC 
sports coupe is an expression of the pure exhila-
ration felt while driving a Lexus. In addition, the 
RC F version will act as the core model of Lexus’ 
F series of sports cars, which embody the relent-
less pursuit of exhilaration.

Lexus branding activities

Beyond improvements to the vehicle lineup, 
Lexus is aiming to link the brand with a new 
luxury concept through a variety of lifestyle-
focused branding activities.
 With the aim of enhancing the Lexus brand image 
while reaching out to a broader range of customers, 

we have launched a coordinated series of TV 
commercials worldwide featuring our new global 
brand campaign slogan “Amazing in Motion.”
 We are taking these branding activities one 
step further through the Lexus Design Awards 
and Lexus Short Films contests that encourage 
young, talented creators; the Lexus Amazing 
Experience test drive event held at Fuji Speedway, 
which provides opportunities to experience the 
thrill of driving, and the establishment of the 
Intersect by Lexus event and lifestyle space.
 Furthermore, this year Lexus has signed 
professional golfer Hideki Matsuyama as Lexus 
brand ambassador to emphasize the Japanese 
origins of Lexus as it takes on the best from 
around the world. Lexus will also participate more 
actively in motorsports with race cars based on 
the RC F in a bid to enhance the exhilarating 
image of Lexus.

Lexus: Becoming a Truly Global Luxury Brand

Lexus NX

Overview of Four Business Units:   Lexus International   Toyota No. 1   Toyota No. 2   Unit Center

“Strobe,” the third installment of the global Amazing in Motion advertising 
campaign, featured a storyline in which a single person cloaked in light ran 
and flew freely through the city night.
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The Toyota No. 1 business unit (in charge of 
North America, Europe, and Japan) has three 
goals: continue creating ever-better cars 
through local development, procurement, and 
production; establish an earnings structure 
able to sustain growth; and maintain annual 
production in Japan at three million vehicles. 
In line with its aim for sustainable growth in 
the North American market, Toyota is prepar-
ing to consolidate all headquarters functions 
for the region in Plano, Texas, from 2016, 
ahead of the 60th anniversary of Toyota 
exports to the U.S. in 2017 (see page 13 
for more details).

Over 150 million vehicles produced in Japan

In Japan, cumulative production of Toyota vehi-
cles crossed the 150 million mark on December 
5, 2013. This feat took over 78 years to achieve, 
starting in August 1935 with the first Model G1 
Truck manufactured by the Automotive 
Production Division of Toyoda Automatic Loom 
Works, Ltd. (now Toyota Industries Corporation). 
Production in Japan has accounted for roughly 
70% of the 210 million vehicles manufactured 
globally to date. The highest-volume model is the 
Corolla, with a total of about 25,450,000 vehicles 
built in Japan as of the end of December 2013. In 
Japan, Toyota boasts a robust manufacturing 
foundation replete with advanced technologies, 
manufacturing expertise, talented human 
resources, and a multilayered supply network. 
This foundation has allowed Toyota to pursue its 

global ambitions, and remains the source of many 
innovative technologies and high-value-added 
cars. We believe our manufacturing facilities in 
Japan are a base from which we can strengthen 
our global competitiveness. We have always 
believed in contributing to society through manu-
facturing, and we will keep doing our utmost to 
make ever-better cars.

Vehicle sales remain strong in Japan,  

the United States, and Europe in 2014

Our efforts to make ever-better cars are paying 
off; in 2014, Toyota once again enjoyed strong 
sales in Japan, the United States, and Europe.
 In Japan, sales have been robust for the Voxy 
and Noah compact minivans as well as for the 
Harrier luxury crossover SUV. In the United 
States, sales increased for our mainstay Camry 
and Corolla models, as well as for larger vehicles, 

including the Highlander, Tundra and RAV4. In 
Europe, Toyota saw firm sales of the Auris Hybrid 
Touring Sports and Yaris Hybrid.

Car sharing trial in France

Starting in October 2014, Toyota will participate in 
a three-year car-sharing experiment in Grenoble, 
France. The project will be run in partnership with 
the City of Grenoble, Grenoble-Alpes Métropole, 
Citélib and the EDF Group, and will use 27 
recharging stations around the city. We will 
provide 70 ultra-compact Toyota i-ROAD and 
COMS electric vehicles. The eventual aim of 
these projects is to reduce traffic congestion and 
improve air quality in city centers by enabling the 
smart movement of people from the closest 
public transportation station to their final destina-
tion (see pages 22 and 31 for more details).

Improving Our Earnings Structure and  
Offering Advanced Technologies in Developed Markets
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Toyota Vehicle Production in Japan by Year (1935-2013)

(Million)

1935 ’40 ’45 ’50 ’55 ’60 ’65 ’70 ’75 ’80 ’85 ’90 ’95 2000 ’10’05 ’13

Jan. 1972: 
10 Million 
Milestone

Jan. 1986: 
50 Million 
Milestone

Oct. 1999: 
100 Million 
Milestone

Dec. 2013:
150 Million
Milestone

Yaris Hybrid

Voxy Noah

COMS (left), Toyota i-ROAD
On October 1, 2014, “Cité lib by Ha:mo,” a new type of urban mobility 
based on ultra-compact electric vehicles connected to public transport, 
launches in Grenoble, France.

Tundra
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Growth in emerging markets has been quite 
volatile recently, but there is still huge poten-
tial for further growth. We need to take advan-
tage of this potential by introducing products 
attuned to market needs in a timely way. 
Meanwhile, governments in emerging markets 
are moving to tighten fuel economy and safety 
regulations, bringing them on par with 
advanced economies. At Toyota, we must 
identify and address the true needs of consum-
ers based on the situation and economic 
condition of each country to promote motoriza-
tion and create ever-better cars.

Indonesia: a global production and  

supply base

Toyota positions Indonesia as one of its major 
global production and supply bases, and has 
expanded annual production capacity there from 

110,000 vehicles in 2012 to 250,000 vehicles in 
2014. Toyota has begun exporting the Vios, its 
first Indonesian-made sedan model designed for 
export, to Singapore and Brunei followed by nine 
countries in the Middle East. Last year, Toyota 
exported 118,000 Indonesian-made vehicles to 
more than 70 countries in Asia, Africa, Latin 
America, and the Middle East. Toyota accounted 
for more than 70% of the vehicles made in and 
exported from Indonesia.
 Indonesia is also an important engine produc-
tion and supply base for Toyota. Our bases in 
Indonesia produce engines for the IMV* series of 
vehicles: the Hilux pickup truck, Innova minivan, 
and Fortuner. About 40% are exported to vehicle 
factories in Asia, Latin America, and Africa. Toyota 
recently began construction on a new engine 
plant for standard passenger cars with the capac-
ity to manufacture 216,000 engines annually, and 
plans to begin operations in 2016. 

 At the end of February 2014, Toyota also began 
exporting Toyota-brand compact cars manufac-
tured at an Indonesian subsidiary of Daihatsu 
Motor Co., Ltd., to the Philippines. This was the 
first export model to receive certification under the 
Indonesian government’s LCGC** program.
 To address worsening traffic congestion in 
Indonesia, 23 Toyota Group companies in 
Indonesia worked with the Jakarta government, 
the Embassy of Japan, and the Japan International 
Cooperation Agency (JICA) on a project in 
November 2013 to alleviate the traffic jams plagu-
ing Jakarta’s busy Mampang intersection. Road 
work and construction was undertaken that 
resulted in the length of the worst traffic jams being 
cut about 77%  (Source: Toyota Astra Foundation).

*  IMV: Innovative International Multi-purpose Vehicle.
**  LCGC: Low Cost Green Car, a government program to 

promote the use of low-cost, high-fuel efficiency vehicles. 
Vehicles certified under the program receive preferential tax 
treatment.

Starting to produce hybrid powertrain units 

in China

To deliver hybrid vehicles to more customers in 
China, Toyota has been working to produce 
hybrid units overseas—a first for Toyota—mainly 
at Toyota Motor Engineering & Manufacturing 
(China) Co., Ltd., which was completed in 
November 2013. As a part of this initiative, Toyota 
established a company to produce batteries and 
another company to manufacture hybrid vehicle 
transaxles, with plans to begin operations in 
2015. In addition, Toyota is working to create a 
production structure for major components, such 
as inverters. Starting in 2015, we plan to use 
these Chinese-made hybrid units in the Corolla 
and Levin models produced and sold through 
joint ventures with FAW Group Corporation and 
Guangzhou Automobile Group Co., Ltd. 

Supporting Toyota in Future Growth Markets

Ceremony to commemorate the start of Vios exports to the Middle East Vios Toyota Motor Engineering & Manufacturing (China) Co., Ltd.
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Engine work
(thermal 

efficiency) Fuel

Pump Exhaust Cooling Friction Loss reduction

Improved combustion and loss reduction lead to engines 
with high thermal efficiency, low fuel consumption

Improved combustion

Powertrain Development and Production Engineering Building

How to Improve Thermal Efficiency

The Unit Center was established in March 
2013 to handle Toyota’s unit-related techno-
logical development, manufacturing technol-
ogy development and production. The Center 
aims to develop and rapidly commercialize 
major powertrain components with best-in-
world competitiveness.
 As a part of these efforts, Toyota opened a 
new facility, the Powertrain Development and 
Production Engineering Building, to facilitate 
the development of next-generation 
powertrains as the core of ever-better cars. 
R&D and manufacturing technology staff at 
this facility work on everything from the devel-
opment of basic technologies, such as materi-
als and processes, to entire vehicles and 
major components. While maximizing devel-
opment efficiency, we aim to develop new 
technologies with unprecedented speed.

Further innovation in  

the conventional engine field

Toyota aims to further increase the environmental 
performance of its vehicles with a series of newly 
developed, highly fuel-efficient conventional gaso-
line engines that offer outstanding thermal effi-
ciency. The new engines leverage Toyota’s 
sophisticated conventional engine technologies 
as well as combustion and loss-reduction tech-
nologies accumulated through the development 
of dedicated hybrid engines.
 The key to improving the fuel economy of 
engines is finding ways to use the thermal energy 
stored in fuel to produce more “work” in an 
engine. This is done by maximizing thermal effi-
ciency. Gasoline engines in hybrid vehicles 
already boast high thermal efficiencies on par with 
those of diesel engines. Toyota has achieved 

a series of highly fuel-efficient conventional 
engines with the same level of thermal efficiency 
without assistance from a hybrid system. The 
engines’ maximum thermal efficiency is world-
class, potentially improving fuel efficiency more 
than 10%* compared with previous engines. For 
example, the 1.3-liter gasoline engine in the series 
offers 38% maximum thermal efficiency (Toyota 
measurement) putting it on a world-class level for 
a mass-produced gasoline engine. The new Vitz 
model launched in April 2014 features this 
1.3-liter gasoline engine and idling stop as stan-
dard, giving it an excellent fuel economy of 25.0 
kilometers per liter*.
 By 2015, Toyota plans to launch 14 high ther-
mal efficiency, fuel-efficient engines around the 
world. The development of these engines was 
made possible by the Unit Center, where an inte-
grated approach is taken to the creation of 

 product technologies and manufacturing technol-
ogies. Integrated development at the Unit Center 
is a major force behind the move toward mass 
production of Toyota’s fuel cell vehicle, what we 
view as an ideal eco car.
 As the eco car pioneer that brought the world 
the hybrid vehicle, Toyota is working to improve 
the environmental performance of all its cars.

*  Under the Japanese Ministry of Land, Infrastructure, Transport 
and Tourism’s (MLIT) JC08 test cycle 

Developing and Commercializing Major Components with  
Best-in-World Competitiveness

1.3-liter gasoline engine

offers 38% maximum
thermal efficiency

1.0-liter gasoline engine

offers 37% maximum
thermal efficiency
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