Definition & overview of quality & CSR
management best practices worldwide

« We do not inherit
the Earth from our
Ancestors, we
borrow it from our
Children. »
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Let’s get acquainted

David BALME

M. Eng. in aeronautical engineering (McGill University)
M. Eng. In telecommunication systems (Telecom Paris Tech)

Former electrical design engineer at Texas Instruments (design of 3G digital
baseband modem)

Founder of an association promoting the combined use of alternate modes of
transportation to individual urban car transportation

Managing Director of Challenge Optimum S.A.
Designer of the quality management software Click-N-Manage®
Lead Auditor ISAS BCP9001

Consultant in Quality Management Systems in Public and Private Media
companies (Radio Romania, Thai PBS, Swiss subsidized radio stations, ...)

David.balme@optimum.ch
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Road map

1) Quality & CSR management : definition and key
motivation factors

2) Worldwide overview

3) Conclusion
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Why managing quality & CSR ?
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International Accreditation Forum 2012 survey*

« Businesses are generating significant benefits and added
value from accredited certification. »

Has certification helped to meet the

requirements of Regulators? Has certification led to an increase

in sales?
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*4,191 respondents completed the survey from 41 different economies
Respondants : 69% quality managers, senior managers, purchasers, finance managers & marketing personnel

2 ©1994-2014, Challenge Optimum S.A — W, imum.chn€ value of accredited certification — Survey Report 2012, IAF, ﬁﬁﬁl

httn:/mnmnwiaf nii/articles/Aceredited certification delivers real added value/?76
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CSR & Quality management :
8 Key Motivation Factors

1 — Ensure compliance with new Radio&TV laws

2 — Facilitate transition from state owned to PSB
3 - Capture market expectations more effectively

4 — Support technological changes proactively
5 — Get Independent recognition on national market

6 — Implement competitive managerial practices

7 — Increase the brand value / revenue
8 — Show evidences of social responsibility
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All of them require to implement
a very simple principle

Be able to show evidences of what
the company states, at all levels
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Likely consequence of this mechanism :
Increased trust in products & services!

Result of Edelman Brand sharing study :

2013 : « a consumer desire for brands to be more

transparent , participatory and engaging at every point
along the product development and marketing cycle »

2014 .
1) « People believe their relationships with brands are one

sided . There is little value exchange. »

2) « Brands must find news ways to fullfil people’s
emotional needs »

3) « The rise of the new consumer need state :
fullfilling societal need drives business value »

_ _ Source : 2014 Edelman Brand Sharing study 1M
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ISO 9001 : based on 8 key principles

Continuous
improvement

Process
approach

Fact based
decision making

Involvement of
people

1SO 9001

Systemic
approach

Leadership

Mutually beneficial
relationship with
suppliers

Customer
focus
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ISO 9001 : worldwide market penetration
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ISO 9001 - Worldwide total

_|___|_—_|_-_|_- : :

19593 1994 1995 1956 19597 1598 1999 EUDD 2001 EGDE 2003 EDM 2005 2006 EDCI? IUDE 2009 EI}lEI 2011 2U12 2013

Source : www.iso.org. Survey 2013

® Middle East

B Central and South
Asla

B East Asla and Pacific
Europe

®North America
Central and South

Armnerica

Africa

o] ==
H=
‘=
Z



Distribution of global advertising spending vs 150 2001 certified companies
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Media % share of spend, year to date (2012)
03 2.6

® Television

Radio

Outdoor

® Intemet

¥ Magazines

® Newspapers a0

® Cinema

http://www.dazeinfo.com/2012/10/21/global-ad-spend-trend-2012-internet-ads-fastest-growth-but-negligible-contribution/
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Media By region year to year % change, year to date (2012)
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http://www.dazeinfo.com/2012/10/21/global-ad-spend-trend-2012-internet-ads-fastest-growth-but-negligible-contribution/
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A fierce competition is expected between non-advert

ISing

based and ad based Media organizations

Total Media Ad Spending Worldwide, 2012-2018
bithons and % change

£633.85 $662.73

S604.77
557418
$545.40

$503.15 =216.20

2072 2013 2014 2015 2076 2017 2018
H Total media ad spending B % change

Note: includes digital (onfine and mobile), directones, magazines,
newspapers, autdoor, radic and TV
Source: eMarketer, June 2074

174740 wrni efMarketer.com

Digital Ad Spending Worldwide, 2012-2018
bilhons, % change and % of total media ad spending

5213.8%

196,05
5178.45
$160.18
5140.15

$120.05
5104.57

2012 2013 2014 2015 2016 2007 2018
M Digital ad spending M % change 1 % of total media ad spending

Note: includes advertising thal appears on desklop and laptop compulers
&5 well a5 mobile phones and tabiets, and includes &l the various formals
of advertising on those platforms; excludes SMS, MMS and FPZP
messaging-based advertising
Source. elarketer, Jume 2074
17494

Wl e arketer.com
Source : eMarketer, June 2014

The need to implement customer focused TV production
processes is crucial !
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Testimony of Toyota President :
«What does becoming number one in the global automo bile
Industry mean to you ?

« To me, becoming number one isn’t about being the world leader in terms
of how many automobiles we manufacture or sell in a year, or generating
the most sales and revenue or profits. »

Number of Toyota factories in the world
1995 : 26 2007 : 63 2014 : 67

« Being number one is about being the best in the wor Id in terms of
guality on a sustained basis .

« We have never tried to become number one in terms of volumes &
revenues; as long as we keep improving our quality, size will automatically
follow. »

Harvard Business Review on Manufacturing Excellence at Toyota, 2008, Excerpt from the
interview with Katsuaki Watanabe, Toyota President.
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Worlwide market share of the laraest car manufactur ers 2013
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Toyota Motor advertising spending in the United
States in 2013, by medium (in million U.S. dollars)
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Toyota Visionary Management

Always better cars

Fruit Develop vehicles which
exceed customer expectations

Enriching lives of communities

Fruit Contribute to communities
Contribute to the future of mobility

Sustainable
growth

Trunk | Stable base of business

Roots | Toyota values

The Toyoda Precepts
The Guiding Principles at Toyota
The Toyota Way
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Overview of Toyota’s CSR activities

ood shortage

Terrorism & conflicts Societal Issues
War

Population issues

Diseases, infections Declining water resources
North-South divide ( Toyota's social Soil and groundwater pollution Large-scale
contribution activities

natural disasters

Atrmaspheric pollution

|

- *Toyot
Toyota's automotive/ mfmmm.al
housing businesses Activities Grant
Prograrm

= Toyota

Shirakawa-Go
Eco-Institute,
ete.

Traffic congestion Marine pollut

Intemational workforce Global warming

and migrants
Loss of blodiversity
ﬁ;ﬂ l:lrg:lil:::inn Deforestation/

desertification

Measures Revitalization of Japan's
:zwnw agricultural sectar
of the

Hysical -Support of the arts
Sfm..,f -Support for volunteer Drepletion of

activities, etc, FesoUrces

Cpportunities
for education

(

Toyota Technical College -Toyota Gramt Program, ete, )




World Economic Forum : Global Risks Landscape 2014

Critical infarmation
nfrastructiune breakdown
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Economic Risks

Fiscal crises

Failure of financial mechanism or
institution

Liquidity crises

Unemployment and underemployment
Qil price shock

Failure of critical infrastructure

Decline of importance of US dollar

nvironmental Risks
Extreme weather events
Natural catastrophes
Man-made environmental catastrophes
Biodiversity loss and ecosystem
collapse

Water crises
Climate change
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Incoma
disparity Geopolitical Risks

Global governance failure

State collapse

Corruption

Organized crime and illicit trade

Terrorist attack

Weapons of mass destruction

Interstate conflict

Economic and resource nationalization
’Societal Risks

Food crises

Pandemic

Chronic diseases

Income disparity

Antibiotic-resistant bacteria

Mismanaged urbanization

Political and social instability

Technological Risks

Critical information infrastructure
breakdown

Cyber attacks

Data fraud/theft
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Customers e

inspire enthusiasm at affordable prices.

&) Listen sincerety to customer voices and conti- |
nue to reinvent ourselves through sufficient
information disclosure and dialogue.

\‘-
Provide safe and reiliable vehicles that i
I
1

&) Create working environments for various
employees to work proudly and with loyalty
and confidence in fulfilling their potential,
whir;h realize their self-growth.

-
F
o wr———

Business Partners

() Contribute for economic development of local
communities with open stance to new suppliers
and dealers and through sustainable growth
based on mutually beneficial business relation-
ships with dealers/distributors and suppliers.

o E R R

LS

Global Society/Local Communities

© Reduce environmental burdens through ‘
lifecycle by developing various eco-friendly
vehicles and technologies and making them
prevail

(O Be aware of responsibilities of developing
and producing vehicles and contribute for
realization of new mobility society free from
traffic accidents and congestion.

@) As a good corporate citizen, respect the
culture and customs of every nationand |
contribute to sodlal development.

.-"--- O W WM T N W W R RN G NN NN SN N N T N wﬂ*m'; "

) Ensure sustainable growth by fostering
the virtuous circle, Always better cars —=
Enriching lives of communities—

Stable base of business.
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Toyota's CSR Organization and Structures

CSR committee

Chairman: Takeshi Uchiyamada
[established in 2007)

Secretariat: CSR Department,
Corporate Planning Division

Corporate Ethics | | Corporate Citizenship CSR Planning Risk Management ( Chairman: )

Subcommittee Activity Subcommittee Subcommittee Committee 4= Global CRO
Respective Regions Respective Groups [Functional)
Regliqogal ssssssss Chief Officers

Collaboration
Regional | Secretariats
functions for functions
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Toyota’s Corporate Governance

Emphasizing Frontline Operations + Multidirectional Monitoring

Shareholders

International
Advisory Board

[ Audit & Supervisory Board |

Board of Directors

[Labor-Management Council/
Joint Labor-Management

(includes Outside Directors)

More than half of the members
are outside Audit and »

Supervisory Board Members

" .

« Round Table Conference

External Accounting Auditor CSR Committee

Officers Responsible for Business Operation

by center, region, function, and process

Audit for consolidated financial
statements and internal
control over financial reporting

Toyota Environment
Committee

"

Internal Auditing Department
linternal control systems)

Disclosure Committee
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Compliance hotline response procedure

The Compliance Hotline in the chart below allows employees to have consultations
concerning compliance-related issues and has been set up at an outside law firm

(subcontractor). Upon request, the content of consultations is conveyed anonymously to a

secretariat within Toyota and the details are investigated with scrupulous care to ensure
that the identity of the employee having the consultation is not revealed. If the results of
the investigation indicate a compliance-related issue, a response is immediately

implemented.
B cu Daint | Top
B ATk management Corporate
An outside law firm does not (related Auditors
report the names of those executives)
consulting with the hotline
__office to the secretariat.
_ , = » Remedial
/| Consultation 4 Contact Ll oction
Outside
7/ Feedback '/ Feedback
= Provision of Results of the
=% Information = mvestlgatmn

department/

Related 4— de
ﬁ or

division lnvestlgatlon

A Internal investigation
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Conclusion

Quality & CSR management leverages the long term success of
any corporation, for the best benefit of society in general

« As for the future,
your task Is not to
foresee it, but to
enable it »

“Anfoine de Saint- Lxupéry "




