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Behind the Honda brand is the extraordinary story of a man and his dream. Son
of a blacksmith and a weaver, Soichiro Honda was born in the fall of 1906, in the
city of Hamamatsu, Japan. As a child, he spent long hours helping his father in
the workshop where he repaired bicycles, a means of transport that that became
increasingly popular in the country at the beginning of the 20th century.

He was fascinated when he saw a motorized car for the first time and, from that
point on, he started dreaming about building his own car. At the age of 15, he
moved to Tokyo and started working in an auto repair shop. It was there that,
combining industrial and artisanal techniques, he had the opportunity to build
his dream car. Thus was born the “Curtiss” model, a tried and tested racing vehi-
cle that, in 1924, won the Japan Motor Car Championship. At that time, Soichiro
Honda was just 18 years old.

At the age of 21, he returned to his hometown and worked in a auto repair shop

until he had enough money to open his own auto parts plant, where he began
producing piston rings.

“No dream is too big.”

Soichiro Honda
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of history

years in South America

. BEACOI
AMOS
Commemorative seal for
Honda’s 50 years in Brazil l'!'n,,,”nf"

Soichiro Honda witnessed two major wars
and also a conflict between China and

Japan. After World War Il, the country was
completely devastated and he lost everything
he had built due to the bombings and also to
an earthquake that shook the country even
more. One of the worst problems at that time
was transportation. With fuel rationing and
trains full, Soichiro Honda bought a batch of
engines used for generators and adapted them
into bicycles. That's how he started selling the
first mopeds.

The motorcycles production was improved and
increased, cars became part of the production
line and, little by little, factories were being in-
stalled all over Japan and then in other countries
and continents.

The company’s reputation grew and today
Honda Motor Company is one of the biggest
names in the automotive industry, known and
respected worldwide. Soichiro Honda passed
away in 1991, but his dream is still alive today.
Inspired by the power of dreams, the compa-
ny seeks through its products and services, to
provide people with differentiated experiences.
The brand’s commitment is to provide joy and
to improve people’s lives through mobility.

Thanks to the belief and perseverance of its
founder, Honda is a global company with 73
years of history and activities in South Ameri-
ca for 50 years, where it produces, imports and
sells motorcycles, automobiles, quad bikes and
power products. In 2015, Soichiro’s dream took
hold and the company also started to market
the HondaJet executive jet, the most advanced
in the market in its category.

Through Honda South America, the holding re-
sponsible for all the group’s operations in the re-
gion, the company maintains production units
in Brazil, Argentina and Peru, in addition to an
import unit in Chile and more than 2,200 points
of sale, which guarantees the brand’s presence
in the main cities of South America. This report
contains information and data about operations
in South America in 2021.

With it, Honda maintains the relationship of
transparency that it establishes with its public, as
well as reporting on the actions, projects and re-
sults achieved by its subsidiaries in the region.

This is an important material regarding the ma-
terialization of Soichiro Honda’s dream and the
commitment of the company’s operations to
the global 2030 vision that Honda brand prod-
ucts can expand the joy of mobility and poten-
tial of people’s lives.
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Dear reader, welcome to the Honda South America Sustain-
ability Report.

We prepared this report with dedication and transparency,
to promote, integrate, and carry on the discussions about
the importance of the business alignment with the major
social-environmental and corporate governance issues, which
are increasingly essential for the sustainable development of
companies and organizations.

Honda is a human-oriented company whose purpose is to
expand the potential of people’s lives through mobility solu-
tions. The brand’s vision to ensure long-term sustainability is
“to be a company whose existence is desired by society” that
can create value for customers, through unique and innova-
tive solutions and technologies and, at the same time, create
value for society, contributing to the solution of important
issues to people and the planet.

As part of this effort, Honda presents in this report its new
materiality matrix, revised based on an extensive listening
process with our different stakeholders. In line with the changes
in society’s values and expectations, we incorporated, as of
this year, topics of utmost importance in our matrix: Diversity
and Inclusion, Mobility and Innovation. Additionally, we kept
our commitment to reporting our advances in environmental
themes, traffic safety, ethics and governance, quality, cus-
tomer satisfaction, and people management.

2021 was marked by the greatest health crisis of our time, the
covid-19 pandemic. We had to live with the continuing social
isolation, the priceless losses of loved ones, and the impacts
of the pandemic on the business environment.

But it was also the year when we regained hope and saw the
important breakthrough of mass vaccination and the drop in
hospitalization and mortality rates.

In 2021, the automotive industry also faced instabilities in the
supply chain, mainly affecting the availability of semiconduc-
tors, impacting companies on a global scale.

One more time, all these challenges required flexibility in
dealing with business partners and the adoption of agile
management, capable of continuously reviewing the most
relevant aspects of the operation.

In this scenario, we relied on the partnership of our dealer and
supplier network, which are crucial for Honda’s long-term
sustainability; and on the dedication of our associates, which
proved, once again, to be a cohesive and resilient team.

The last year was also marked by the celebration of Honda’s 50
years in Brazil. Throughout this history, more than 26 million
motorcycles and 2 million cars were sold, which contributed
to democratizing mobility and improving people’s lives in all
regions of the country.

6 °
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In 2022, we celebrate the 30" anniversary of Honda
Automéveis do Brasil and the 35% anniversary of
Seguros Honda, milestones that prove the strong
standing of the Honda brand with the Brazilians.

| took over the operations of Honda South America in
April 2021 and complete my first year of management
confident that we are on the right track, working with a
focus on customer satisfaction and with the mission of
making the Honda brand more and more desired by society.

Looking ahead, | know we still have a lot to accomplish. We
are experiencing a transformation never before seenin
our industry, an event that happens once every hundred
years. And in this context, Honda is rapidly changing with
a vision to lead the future of mobility.

Honda is committed to two major focuses for its op-
erations worldwide. By 2050, we aim to achieve carbon

neutrality in products and corporate activities and zero
fatal traffic collisions involving Honda vehicles.

And, in line with the global directives, we have established
three pillars that guide our product strategy for the coming
years: environment, safety, and connectivity.

We will continue to renew our model lineup with more
economical and environmentally friendly products, with
even more efficient, safer, and more connected engines.

We will set clear priorities and maximize the use of our
resources to respond quickly to changes in the environ-
ment, improve our products and their relationship with
the environment, care for the quality of life of our asso-
ciates, strengthen our ethics and governance structures,
and above all, showing respect to society as a whole.

Thank you for your attention and | wish you a good reading!

Atsushi Fujimoto,
CEO of Honda South America

We work focused
on customer
satisfaction and
with the mission
of making Honda’s
brand more and
more desired by
society
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One of the most inspiring tasks for Honda is to be able to mul- ¢ Respect for the individual: A principle that encourages and  * Honda’s Management Policies: Includes five main

tiply and pass on a philosophy whose assumptions are “Respect promotes sharing the joy, by means of respect for individual topics to guide Honda associates in their daily

for the Individual” and sharing “The Three Joys". Experienced characteristics, a relationship of equality and trust, aswellby  responsibilities:

among associates and by all those involved in its value chain, making the best use of each person’s initiative.

this philosophy makes Honda a unique and innovative compa-

ny, whose existence is desired by society. Common goals, val-  * The Three Joys: Honda’s wish is to build trusting relationships * A LWAYS keep

ues and principles that guide the actions of everyone involved and share the joy with all the people it reaches through its ac- / V your dreams and \
a youthfulness

in the business. This is the Honda Philosophy, which divides it- tivities and products.
self into three axes:

THE JOY OF CREATING, experi-

we are dedicated to providing the

highest quality products, at a fair price,
to satisfy our customers worldwide.”

“The Honda Principle: In a global spirit,

enced by associates who dedicate
their talents, skills and knowledge to
create products and services that
provide joy to customers.

THE JOY OF SELLING, experienced
by Honda’s associates and dealers
when they gain the confidence of
customers and offer high quality
products and services that exceed
their expectations.

THE JOY OF BUYING, experienced
by customers when purchasing a
product or service of the brand. It is
the customer joy that adds value to
Honda’s activities and serves as a
means to experience other joys.

VALUE

theories, the ideas
and time

9@} ALWAYS KEEP

4 ) the survey values and
perseverance in mind

communication

CONSTANTLY

create a smooth workflow

Q
O-o
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“To serve people
worldwide

with the joy of
expanding the
potential of
their lives”

2030 VISION
Honda South
America

GIVE EVERYONE

Leading the
advancement

of mobility and
improving the lives
of people throughout
the world

Business Direction and 2030 Vision

Overcoming expectations is something con-
stant in the way Honda conducts its business.
Year after year, the company’s evolution in
South America and around the world, has been
evidencing the need and opportunity to act fo-
cusing on the sustainable development of the
regions where it operates and, with that, be-
coming a company whose existence is desired
by society.

Only then, customers will be able to live the
joy and unique experiences achieved with the

CREATE JOYS

CREATE VALUE FOR MOBILITY

THE JOY OF
EXPANDING LIFE’'S
POSSIBILITIES

AND DAILY LIFE

* Provide the joy of free mobility

* Provide the joy of an improved
quality of life

solutions provided by the company. To support
this business guidance, Honda outlined the
2030 Vision, a path towards for being leader in
the advancement of mobility in worldwide.

This effort involves creating, expanding and se-
curing joys. The approach of Creating Joy can be
understood as the perspective of Honda’s uni-
versal passion of providing people with the joy of
expanding their life’s potential, creating value for
mobility and their daily lives.

EXPAND JOYS

RESPECT THE DIVERSITY
OF INDIVIDUALS

» Offer world-class products and
services that satisfy the

specific needs of individuals

and the society

Our purpose is to keep offering unique products
and services that can people’s lives better through
technology. With its guidance for Expanding the
Joy, Honda is committed to develop various mo-
bility solutions that meet the specific needs of
different consumer profiles in the countries where
it operates. Finally, with a focus on Ensuring Joy
for the next generations, the company promotes
initiatives to support to the creation of a car-
bon-free society and with zero traffic accidents.

Qe

a2

ENSURE JOY FOR THE
NEXT GENERATIONS

ACTFORA CLEANERAND
SAFER SOCIETY

* Lead the efforts towards

a carbon-free society

* Lead the efforts towards a society
with zero traffic accident

10 -
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Global guidelines

Globally, Honda has defined guidelines that
permeate the company’s subsidiaries around
the world, aiming at its objectives in an inte-
grated manner.

Among the company’s global commitments,
there are two widely disseminated ones, in the
Environment and Safety areas: achieving car-
bon neutrality in all products and corporate op-
erations by 2050, as well as zero traffic accidents
with fatalities involving Honda vehicles by the

5Radar 1Video same year.
Front
wide view —— Front
camera—', rader Global Iy
’
Honda has
Corner _ Comer gOaIS and
radar radar R
commitments
@ in the areas of
c > Jd Steering EnVironment
orner radar PO
ey and Safety

Representation
of Honda SENSING

In the environmental pillar, the company is in-
vesting in electric vehicles, including hybrid or
100% electric engines, and vehicles powered by
hydrogen fuel cell. Honda is also investing in re-
newable energy technologies, such as the Hon-
da Mobile Power Pack, and smart power opera-
tions linked to network infrastructure.

On the safety front, Honda has been working
on Advanced Driver-Assistance System (ADAS)
omnidirectional technology to make it viable
for all new car models introduced in developed
countries by 2030. In addition, we leveraged
knowledge and know-how through research
and development of Level 3 autonomous driv-
ing technologies, which further enhanced the
intelligence of ADAS.

And, as explained on page 64 of this report, Hon-
da is also working to strengthen educational pro-
grams focused on traffic safety.

1 -
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Sustainability Strategy

Honda aims at improving people’s lives through its mobility solutions. Most of all,
it aims at doing so in such a way as to create unique values sustainable over time
to different target groups, in order to ensure the company’s existence in the long

Honda bases

strategic sustainability

term. Therefore, Honda strategic sustainability management is based on four pri-
ority commitments, which guide its decision-making processes and operations.

=2

L=

Environment For Honda, the en-
vironmental preservation and the
conscientious use of natural re-
sources are key aspects to achieve
economic development with ex-
cellence and ensure continuity of
the company’s activities.

Quality Investing in technology
is essential for Honda to remain
a key player in its operating seg-
ments. The sustainability of oper-
ations and the unique features of
the products are directly related
to the quality that is presented
and recognized by target groups.

management on five priority
commitments

Safety: When it comes to mobili-
ty, Honda has an obligation to ad-
dress safety matter, seeking to en-
sure the investments required so
that its products achieve the best
possible performance and meet
the expectations of its customers.
Joint awareness-raising initiatives
are carried out with people who
participate in the dynamics of
traffic in some way.

[ Y

People: A prominent aspect in
the regions where it operates,
valuing those who are part of
the company’s daily routine is
essential for a good performance
of activities. From its associates to
the communities, the combination
of investment in professional
development and the well-being
of society is part of the company’s
operating strategy.

Mobility and Innovation: Honda
believes that technology should
be at the service of people’s lives.
Therefore, we develop solutions
designed to be beneficial and im-
prove everyones’s life.
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KEY ASPECTS FOR
SUSTAINABILITY

GUIDANCE FOR
THE 21ST CENTURY

HONDA

The Power of Dreams

2

Environment

BEING A COMPANY WHOSE
EXISTENCE IS
DESIRED BY THE SOCIETY.

\I/

OPERATIONS 576;&

Quiality

Expand Ensure Joy for the

Create
Joys next generations

Joys PHILOSOPHY

Honda

Mobility and
Innovation

OPEN MIND
THE CHALLENGE OF
JOINT EVOLUTION
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Our The Honda Honda's
Fundamental Principle Management
Beliefs P Policy
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For the seventh consecutive year, Honda South America
(HSA) presents the Sustainability Report, which includes the
company’s highlights in the management of environmental,
social and governance aspects of its regional subsidiaries in
Brazil, Argentina, Peru and Chile, unless indicated otherwise,
from January 1st to December 31st, 2021. This report was
prepared according to the GRI - Global Reporting Initiative
standards: an essential option of the GRI Standards, provid-
ing greater transparency in the report and a rigor similar to
that of financial documents.

* GRI 102-1, 102-45, 102-50, 102-54-

Honda presents for the 2021 report the update of the compa-
ny’s material topics. The relevant topics addressed through-
out this document were identified from a materiality process,
which points out, in the perception of stakeholders and senior
management, the issues that should be prioritized in sustain-
ability management and in the communication of the compa-
ny’s performance. * GRI 102-46 ¢

These issues were identified and prioritized according to the
following steps:

1. Initial consultation of the Sustainability Accounting Stan-
dards Board (SASB)!, S&P Global - Yearbook 20213; MSCI -
Ratings and Materiality® and GRI* methodologies to iden-
tify and classify the criticality of the topics related to the
automotive sector from the market’s perspective;

2. Analysis of material topics disclosed by peer companies in
the sector to map potentially priority issues;

3. Interviews with senior management and online con-
sultation with stakeholders to prioritize the topics. The
public survey was answered by 968 people, from dif-
ferent relationship groups (customers, class asso-
ciations, associates, dealers, suppliers, government,
and the press). * GRI 102-40; 102-42; 102-43; 102-44 « -
In the process of formatting the materiality matrix, we
also evaluated the local business environment, global
trends that impact Honda’s operating segments and new
demands due to the covid-19 pandemic, revealing the
performance and challenges in face of this context.

"' North American institution that defines sustainability reporting standards
for publicly traded companies.

2 Annual publication by S&P Global, which is based on the Corporate
Sustainability Assessment (CSA) - the assessment that underlies the
preparation of the Dow Jones sustainability indices, developed from the
analysis of a series of ESG criteria of companies listed on the American
stock exchange.

SMSCI ESG ratings provide a company’s long-term assessment of
environmental, social and governance (ESG) issues.

“4The Global Reporting Initiative is an international organization that
helps companies, governments and other institutions understand and
communicate the impact of business on critical sustainability issues.

PRESENTATION BOARD MESSAGE SUSTAINABILITY ABOUT THE OVERVIEW CORPORATE PERFORMANCE GRI CONTENT o
STRATEGY REPORT GOVERNANCE REPORT SUMMARY
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Material Themes

The topics prioritized during the consultations and validated
by the Honda South America board are presented in the list
below: * GRI 102-47 »

=

Customer satisfaction

Quality of products
and services

Education and
Traffic Safety

Mobility and
Innovation

Ethics and
Governance

Operational Emissions
and Eco-efficiency

(Y

People and Diversity
Management

15 e
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Quality of products and services

Establish quality parameters in the development of services and
in the manufacture of products, ensuring a cycle of continuous

improvement, and transparently communicating the processes
to promote responsible advertising and advertising practices.

* GRI: 417-3 -

DECENT WORK AND

ECONOMIC GROWTH

o

Customer satisfaction

Promote customer satisfaction surveys on Honda brand products and
services and direct efforts to develop solutions and improvements

 Customers surveyed in satisfaction survey
* Brand image research and
public awards

Mobility and Innovation

Invest in research and technologies to foster
sustainability in urban mobility solutions

* New product and service launches
* Report on global brand innovations

11 SUSTAINABLE CITIES
AND COMMUNITIES

alie

Education and Traffic Safety

Investment in technologies and application of product
safety items, traffic safety awareness, recall processes

+ Goals and/or commitments to
promote traffic safety

* New technologies in products

+ CETH people impacted

* New initiatives (agreements)

* Takata recall service index

GOOD HEALTH
AND WELL-BEING

e

Operational Emissions
and Eco-efficiency

Commitments and targets aimed at reducing atmospheric emissions.

+ GRI 305-1, 305-2, 305-4, 305-5, 305-7 +
Carbon neutrality in the production of its
products and corporate activities by 2050.

13 S8

& 4

Rational use of water and improvement of energy management of
manufacturing facilities, waste management and 3R’s concept.

* GRI 302-1, 302-3, 302-4, 303-1, 306-1, 306-2 *

12 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

Ethics and Governance

Strengthen mechanisms for transparent and ethical
management throughout the Honda group’s governance
structure, in line with best ESG practices

* GRI102-16, 102-17, 205-2, 419-1

16 PEACE, JUSTICE
ANDSTRONG
INSTITUTIONS

Y,

S~

16 -
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Promote an environment of respect, integration and 8 Eiiouceronn
appreciation in the relationship between associates, and + GRI403-1, GRI 403-2 « M
ensure the health and safety of the work environment “'
People and Diversity Management Encourage personal and professional development through training Bl o
- . - + GRI 4041+ M
and performance management in line with Honda’s philosophy. “|
5 i 8 &aiouccrony 10 Seaires [ 16 KiSion

Establish commitments and promote a culture of

diversity and inclusion in the workforce.

* GRI 405-1, GRI 405-2 -

INSTITUTIONS
o2

gl |G| >

S

New Honda South
America materiality
matrix has as new
themes: Diversity and
Mobility and Innovation

As shown in the table above, seven material topics form
Honda South America's materiality matrix.

Compared to the matrix worked on previously, we not-
ed that most of the topics were maintained and are
listed in broader topics, such as Socio-Economic Com-
pliance, incorporated in Ethics and Governance; Asso-
ciates' Well-being and Safety, and Training and Educa-
tion, which are now reported under People and Diversity

Management; and Emissions and Energy, which in the
new matrix are included in Emissions and Operational
Eco-efficiency.

There are new themes present in this matrix: Mobility
and Innovation and Diversity, subjects that will be dealt
with comprehensively later in this report, on pages 95
and 82, respectively.

~

17 e
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211

thousand
associates
worldwide

The essence of providing products and
services to improve people’s lives re-
mains alive in all markets where Hon-
da operates. The brand’s purpose is
to contribute to the advancement of
mobility, always placing people at the
core of its strategies and using tech-
nology to assist them.

Therefore, Honda follows an inno-
vation path, meeting the different
characteristics, needs and dreams of
its customers.

Honda’s purpose is

to improve people’s
lives through mobility
solutions.

This commitment has been leading
Honda through the 72 years of its ex-
istence, during which it consolidated
a global presence, with 430 subsid-
iaries and affiliates throughout the
world, supported by 211,000 associ-
ates.

South America is one of the admin-
istrative blocks that form the com-
pany’s global operations and a region
where Honda has been present since
1971, importing and producing motor-
cycles, cars, ATVs and power prod-
ucts, in addition to the recent sales of
an executive jet, the HondaJet.

Headquartered in the city of Sumaré,
in the State of contryside of Sdo Pau-
lo, Honda South America is responsi-
ble for all the group operations in the
region, with production units in Brazil,
Argentina and Peru, and an import
unit in Chile and more than 2,200
points of sale, which guarantees the
brand’s presence in the main cities of
South America. >

* GRI, 102-2, 102-3, 102-4, 102-6, 102-7 *
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Honda South America

NORTH EUROPE JAPAN
AMERICA
®
@ O]
®
K BUSINESS UNIT | SEGMENT* | SCOPE** | JURISDICTIOW
Moto Honda .
@ HDA da Amazdnia 2R/ PF SEDBA Brazil
Honda
HAB Automobveis 4R SEDBA Brazil
do Brasil
BRAZIL
Honda Servicos BHB / CNH / .
CHINA HSF Financeiros SHB SA Brazil
Honda Motor *kk -
HSA AFRICA AND HAR de Argentina 2R/ 4R / PF SEBA Argentina
MIDDLE ASIA/ HDP Honda del Peru 2R / PF /4R SEDBA*** Peru
FEAST OCEANIA

Honda Motor .

HMDC de Chile 2R/ 4R / PF SA Chile
K2R: Motorcycles / 4R: Cars / PF: Power Products \

BHB: Banco Honda S.A. / CNH: Consodrcio Honda Ltda. / SHB: Corretora de Seguros Honda Ltda.
** S (Sales); E (Production Eng.); D (Develop./R&D); B (Buying); A (Adm./Administration)
*** Car and Power Product Sales; and Motorcycle Sales and Production
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Honda South America’s
Operating Model

Honda’s operating model considers the generation of results and the sharing of profits
with all stakeholders, considering the sustainability of the entire operation.

Associates

%

Stakeholders

Communities

Brazil

Honda Automoéveis do

Results

Motorcycles

Argentina

Honda Motor de

‘I'l 81 'I Brasil Ltda. Argentina S.A.
3
e?;:o:;ittesnd Production and sale of Production and sale
P t a a cars and parts. of motorcycle and
emporary : 1.067.559 importing of cars.
associates Suppliers Customers Media Moto Honda da ’ fartured
\Q 89 Q% Q Amazénia Ltda. manuiacture
= Production and sale
Associates Government of motorcycles, power
t j products and ATVs.
. Automobiles
Suppllers Dealers
flo—c 88,740
manufactured
Chile Peru
- Honda Motor Honda Selva
Points de Chile S.A. del Perti S.A.
C_ars of Sale Importing and sales of Honda del
142 suppliers of parts motorcycles, cars and Power Peri S.A. More than 22

and raw materials
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Operational Performance
Since 2020, the world faced a common challenge: a On the other hand, 2021 was marked by the begin-
PRODUCTION SHUTDOWN PERIOD

health crisis that is unprecedented in recent histo-

ry. The COVID-19 pandemic brought new behavioral, with the application of the first and second doses of \\ UNIT | IN 2021
ethlclal and §QC|oeconom|c requirements, impacting the vagcmg in several age groups of th.e population. Moto Honda da Amazénia
the lives of billions of people around the globe. Global Immunization brought a new perspective to people, (AM) 16 days
economy was shaken, causing intense changes in busi- who could, gradually, resume part of the routine left
ness and society. behind in 2020.
Honda Automoéveis Sumaré 52 days

And these impacts continued to be felt, in various While the immunization scenario contributed pos- (sP)
spheres, throughout 2021. The beginning of the year itively to the gradual recovery of the economy, the
was also strongly impacted by high rates of contam- logistical bottlenecks caused by the health crisis had Honda Automéveis Itirapina
ination and dissemination of the disease. In Manaus a negative impact on operations. It was necessary (SP) 39 days
(AM), Moto Honda da Amazdnia had its activities sus- to manage interruptions in the global supply chains,
pended between late January and early February, due causing the production of cars in Brazil to stop in
to the health crisis which was aggravated by the lack some periods (see table beside). Honda da Argentina 21days
of oxygen at the hospital. Honda supported the local
community with the donation of cylinders and other In the South American context, there was a recovery
actions, as described on page 93 of this report. in demand in almost all countries, which was posi- Honda Selva del Peru

tive, but inflation of inputs, currency devaluation, (Iquitos) 2 days
In addition, during the year, new variants of the virus ap- and disruptions in supply chains impacted the auto-
peared, bringing, once again, the urge to adapt. As es- motive industry in South America, and it could not
tablished since the beginning of the pandemic, Honda be different for Honda. Honda Selva del Peru 26 days

prioritized people's safety and, therefore, reinforced the
health and safety protocols adopted in 2020. The com-
pany kept its actions based on conciliating the concern
with associates’ health and sustainability in business.

ning and advancement of mass vaccination in Brazil,

Thus, 2021 once again demanded flexibility, adapta-
tion, and agility in decision making.

(Tarapoto)

~
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50

years in Brazil

26

million
motorcycles
manufactured

manufactured

million
cars

In 2021, Honda
celebrated, in
Brazil, expressive
milestones, which
symbolize mutual
trust bonds with

Brazilians

General

With an accumulated sales volume that has already
reached more than 28 million units, among cars, mo-
torcycles and power products, Honda South America
is currently the largest vehicle manufacturer in Brazil.
A result achieved thanks to a customer-oriented cul-
ture that favors innovation and continuous improve-
ment in the pursuit of superior quality in all business
dimensions.

In Brazil, last year, Honda celebrated 50 years of pres-
ence in the country, one of the most relevant mile-
stones in its history. Throughout this history, more
than 26 million motorcycles and 2 million cars were
sold, which contributed to democratizing mobility and
improving people’s lives in all regions of the country.

Also in 2021, Honda celebrated 45 years of local pro-
duction of motorcycles, which started with the CG
125. And today, the CG is the best-selling vehicle in
Brazil and carries with it a great national admiration.
Consércio Honda also celebrated its 40th anniversa-
ry. These are expressive milestones that symbolize a
history built on bonds of mutual trust with the Brazil-
ian citizens.
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Consolidated as the largest motorcycle More than

manufacturer in South America and sales
leader in the segment in Brazil, Honda Motos
accumulates more than 26 million units
produced in the continent. This volume
represents a great contribution of the
motorcycle to society. It is a vehicle desired by
consumers, whether for daily mobility, leisure or
work, contributing to the generation of revenue
in several economic activities.

In the context experienced in 2020, the
motorcycle proved to be even more important,
given the growth in delivery services and a
prioritization of individual means of transport,
reducing the risk of contamination. This
scenario culminated in a greater demand
for motorcycles in all countries in the region,
contributing to a faster recovery than what
had been predicted in the beginning of the new
coronavirus crisis. At certain points, his factor
caused an imbalance between the supply and
demand for motorcycles in the market.

of motorcycles were produced
by Honda in South America in 2021

Honda Motos in South America

In 2021, motorcycle operations at the Manaus (BR), Cam-
pana (ARG) and lquitos (PER) plants recorded a joint pro-
duction of 1,067559 units. Sales reached a volume of about
1 million units, representing an increase of 27% compared to
2020. Argentina had a result of 73,905 units sold in 2021, a
23% growth compared to 2020. In Peru the sales result was
81,750 units sold in 2021, also representing 81% growth com-
pared to 2020. Chile registered 14,934 units sold in 2021,
a result 93% higher compared to the previous year.

This is a satisfactory performance, with expressive sales growth
in all countries: Argentina, Peru and Chile.

The growing importance of the motorcycle for the mobility of
South American citizens should also be highlighted. Every day,
more and more individuals choose for the practicality, economy,
and safety of the two-wheeled vehicle, for their daily commut-
ing or for generating income.
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Honda Motos in Brazil

Honda Motos was a pioneer in the development of the motor-
cycle segment in Brazil and currently maintains a leadership
position, with a market share of 76%. Its ongoing investments
and commitment to the country have contributed to the de-
velopment of the entire sector.

Currently, the plant in Manaus (AM) is an industrial complex
that goes far beyond the assembly of motorcycles. It is Hon-
da’s the most verticalized unit in motorcycle production in
the world, as well as one of the largest in the Manaus Indus-
trial Zone (PIM) and one of the most representative produc-
tion centers in the Americas, where metal packaging, molds,
structural tubes, tools and the various components that inte-
grate the final product are manufactured, such as exhausts,
wheels, handlebars, chassis and other parts.

In 2021, even in a challenging scenario for business, Honda
Motos closed the year with positive results: 24% growth in
the total volume of motorcycles sold. There were more than
882 thousand units between January and December last year,
compared to 711 thousand in the same period in 2020.

Production also followed the trend and grew 23%, with about
933 thousand units coming off the production line in Manaus.

Last year's data exceeds the sales and production levels of
2019, the pre-pandemic period, when 853,000 units were sold
and 909,000 were produced.

Some factors such as the diversification of the product line,
the large capillarity of the network, the participation of the
consortium and even the profile of the motorcycle customer
contributed to this recovery.

The good results are also a consequence of the growth in de-
mand for the motorcycle, due to the heating up of the de-
livery sector, the search for individual transportation modes,
and also the demand for a more economical mobility option,
especially regarding fuel consumption. These factors caused
the impact on sales to be smaller than that seen in other
sectors of the economy.

In the production pillar, highlight for the inauguration of the
new Engine Plant, in the Manaus unit, and the modernization
of one of the motorcycle assembly lines. With this, Honda
concluded an important stage of the investment plan of R$
500 million, announced in 2019, intended for the moderniza-
tion of the unit, with the purpose of making the company a
reference in production efficiency.

The company’s purpose is to continue to lead the sector in a
sustainable way. With this focus, Honda Motos will continue to
strengthen its line-up, developing superior quality products,
aiming at improving the cost structure and better manage its
supply chain. To that we can add a wide and comprehensive
network with varied services and excellence in the relationship
with the brand.

growth in the total volume
of Honda motorcycles sold
in Brazil in 2021
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VALUE CHAIN

Through its wide chain, Moto Honda’s operation promotes investments, eco-
nomic and social development, not only in the Amazon region, but throughout
the country. The social contribution of the motorcycle business is expressive,
not only due to the nearly 100,000 direct jobs spread throughout the chain, but
mainly because of the value and wealth generated by the final product to indi-
viduals, families and entrepreneurs, in the country and cities across the country.

@

Nearly seven About 120
thousand suppliers Hundreds of
associates of components service
and raw suppliers
materials

About

20 °

100,000 direct
jobs generated
throughout the chain

A

More than
1,100 points
of sales
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TOP OF MIND

Honda Motos won the “Folha Top of Mind 2020”
award, which recognized the brands that con-
sumers remembered the most over the last year.
The company featured in the “Top Motorcycle”
category for the ninth consecutive time. The
award considers the opinion of more than six
thousand people, in 197 Brazilian cities from all
five regions in the country. This result evidences
Honda’s concern to exceed customer expecta-
tions with top quality products and services.

Its diverse product line, which serves different
consumer profiles with bikes ranging from the POP
110cc model to the GL Goldwing 1,800 cc, as well
as the wide coverage of our dealership network,
counting on nearly 1,100 points of sale throughout
Brazil, are key factors for Honda'’s recognition.

In addition, the company invests in a commu-
nication and relationship strategy with the cus-
tomers and fans of an increasingly digital brand,
focused on conveying the right message, at the
right time, to the right audience.

~

myHonda, the brand’s CRM system, offers a wide
range of exclusive services and content during the
customer’s journey.

On our social media platforms there are approxi-
mately 6 million followers who are passionate for
motorcycle and the Wings of Liberty.

MARCAS MAIS

Honda was chosen as the brand that engages and
captivates consumers the most in the motorcycle
segment in Brazil, according to the “Estaddo Marcas
Mais” survey, carried out by the Estaddo newspa-
per, in partnership with the consulting firm Troiano
Branding.

The study was carried out to identify companies
that generated the greatest interest and positive
perceptions from consumers, among a total of 31
categories. In the 2021, 11,782 people from all over
the country were heard.

27 ¢
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Automobiles

Honda has been selling cars in South America for 30 years. The first vehicle
imported by the brand was the Honda Accord in 1992, for sale in the domestic
market. In 1997, the plant in Sumaré (SP) was opened, which marked the start
of the automotive production in the region.

The car segment was hardest hit by the pandemic, especially the semicon-
ductor crisis, which limited the supply of products globally and also in the re-
gion. Honda continued to strengthen the foundations of the operation aiming
at the long-term sustainability of the business.

In 2021, Honda
Automoveis concluded
the transfer of the
production operation
to Itirapina (SP)

92,819

vehicles sold
in South America
in 2021

Honda Automaodveis in South America

In 2021, Honda Automodveis operations in *South
America recorded a joint result of 92,819 vehi-
cles sold and 88,740 cars produced. The market
share was 2.78%.

Highlight for the production restructuring in the
region that, as of January 2022, has the production
of automobiles 100% concentrated in the Itirapina
plant, located in the countryside of Sao Paulo. The
unit, inaugurated in 2019, has a high level of tech-
nology and efficiency.

In addition, Honda will continue to seek the best
sources of supply and take advantage of the com-
pany’s global production resources to better serve
South American customers. Honda will continue
to offer products of the highest quality, friendly to
the environment and with maximum safety, to the
satisfaction of demanding customers, who seek
reliability and technology.

*Market considered: Brazil, Argentina, Chile, Peru, Colombia,

Uruguay and Ecuador.

23
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Honda Automoéveis do Brasil

Over the 25-year history of automobile man-
ufacturing on Brazilian ground, Honda Au-
toméveis made continuous investments with
the purpose of increasing production capacity
and improving the efficiency of its processes.

From the beginning of its operations, Honda
Automéveis do Brasil has sought to acceler-
ate the process of developing, manufacturing
and selling products that are increasingly in line
with the expectations of Brazilian consumers.

When assessing the brand’s performance in the
past few years, we can see that the company
kept its sales volume stable between 2012 and
2019, even in the face of the economic crises
over this period.

In the period from 2020 to 2021, as elucidated
at the beginning of this chapter, the pandem-
ic had a considerable impact on the volume of
units produced. Added to this factor is the crisis
of components throughout the global automo-
tive sector, with the lack of inputs, especially
semiconductors in the market, which reflected
in the supply of Honda cars.

Market solidity and
focus on quality
of the operation

Despite the turbulence faced, Honda Au-
tomédveis maintains its market solidity, with a
strategy whose primary focus is concentrated
on the quality of the operation and on gener-
ating sustainable value for customers and busi-
ness partners, such as its dealer network.

In 2021, Honda Automoveis recorded a 17.4%
higher production volume if compared to 2020,
with 88,740 vehicles produced in Brazil last
year. This increase is due to the comparison
with a low production base in 2020, as a result
of the stoppage of production activities due to
the pandemic.

Regarding sales, 81,454 cars were sold in Brazil,
a 3% decrease when compared to the previous
cycle. The company will continue to implement
the measures required for long-term sustain-
ability of the automobile business, considering
a scenario of slow and gradual sales recovery
and the need to reduce costs so as to minimize
the impacts of exchange rates and inflation.

29 e
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New cycle for Honda
Automoveis in Brazil

The company announced in April 2018 the
restructuring plan for the brand’s auto-
mobile production system in the country,
which aims to strengthen the competitive-
ness of the business. Along with this plan,
Honda inaugurated in 2019 its new car plant
in Brazil, in the city of Itirapina, countryside
of S3o Paulo. From then on, production was
gradually transferred to the new plant and
the completion of this transfer took place in
December 2021, as planned.

The Sumaré unit is consolidated as the
production center of engines and compo-
nents, automobile development, strategy
and business management of the Honda
group. The production of the engine as-
sembly will remain in the unit, including
Foundry and Machining, Plastic Injection,
Tooling, Quality Engineering, Industri-
al Planning, R&D, administrative areas of
Honda South America, Technical Training
Center and Parts Division.

Following the restructuring of its produc-
tion system and considering the impacts
of the pandemic in the automotive in-
dustry and the entry into force of the new
emission rules, Honda Automodveis an-
nounced in 2021 important changes in its
product line-up in Brazil.

The Civic model joins the brand’s import-
ed lineup, alongside the Accord Hybrid
and the CR-V model.

The Fitand WR-V models, as announced,
bid farewell to the range of products of-
fered by the brand in the country, mak-
ing room for novelties: the brand pre-
sented the New City sedan models, in
an unprecedented renewal of the mod-
el; and the New City Hatchback, making
its debut in the hatchback segment in
Brazil. The New City is the first locally
produced model to ship Honda SENS-
ING driver assistance technology (more
information on page 63).

In addition, the second generation of the
HR-V, called New HR-V, will arrive in Brazil
with local production and sales in the sec-
ond half of 2022.

Honda remains focused on offering
products that best serve the Brazil-
ian consumer, with high efficiency and
full of connectivity and safety tech-
nologies. Consistent with this com-
mitment, the brand plans to launch, in
2023, other innovations in the country,
including new models and renewals of
current products.

The company currently has a produc-
tion capacity of 120,000 cars per year
and, locally, produces the New City se-
dan, New City Hatchback, HR-V, and
WR-V models, the latter intended for
export. The line-up in the country also
includes the imported Accord, CR-V
and Civic.

e 30 e
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Honda Automéveis is among the most admired brands in the sector

In a survey conducted by Troiano Branding, the
country’s main brand management consulting
firm, and published by Estaddo newspaper, Hon-
da was the winner of the automobile segment in
the Southeast region and the State of Sdo Paulo.

The study was carried out to identify companies
that generated the greatest interest and positive
perceptions from consumers, among a total of
31 categories. In the 2021, 11,782 people from all
over the country were heard.

In another study, entitled NPS Awards, con-
ducted by the company SoluCX in partnership
with Exame magazine, Honda Automéveis was
elected first place in the automotive category.
The NPS Awards is an award that aims to recog-
nize the companies with the best NPS in Brazil
in their segments and the NPS - Net Promot-
er Score - is a methodology that uses research
tools and classification to analyze the level of

customer satisfaction of a company. The award
elected the winners based on a comparative
perception survey, the ‘NPS Benchmark], in
which it was possible to compare companies
in the same methodology. 46,475 opinions
were heard, in the city of Sdo Paulo, between
July 2020 and July 2021, in different segments.

Honda Automéveis do Brasil was also the winner
in the automotive category of the Respect 2021
Award, promoted by Consumidor Moderno mag-
azine. The award is based on a study, conducted
by the Standard Intelligence Center and Opinion
Box, entitled “Companies that Most Respect the
Consumer”. In its 19th edition, it aims to recog-
nize the main companies that present attributes,
considered by final consumers, as signs of re-
spect. To do so, companies are evaluated based
on the following criteria: quality, fair price, phy-
gital experience, ease, multichannel, innovation,
service, and resoluteness.

~

Honda
Automobveis
stands out
in national
automotive
sector brand
awards
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HSF synergy with
the factories
represents
an important
competitiveness
factor

HONDA

Servicos Financeiros

Honda Servicos
Financeiros

In 1981, aiming at facilitating the access to the brand’s
products, the Honda Consortium was created, a lead-
ing consortium manager in the national market and
part of Honda'’s structure of Financial Services, which is
also formed by Corretora de Seguros Honda and Ban-
co Honda. This synergy with the plants is an important
competitiveness factor and actively contributes to the
sales of Honda products.

The company also has digitalization solutions for its
services, with an e-commerce by Consércio Honda and
an application for I0S and Android devices, which has
more than 1 million active users, adding more practi-
cality and agility to the daily lives of its customers

In the challenging context of 2021, with the conse-
quences of the health crisis imposed by the covid-19
in 2020, as explained above, HSF’s contribution to the
company’s results was perceptible, with the Honda
Consortium as the main driver of the numbers of the
financial division of brand.

HONDA

Servicos Financeiros

1 million active
users in the
Honda Financial
Services app

e 3D
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Consércio Honda (CNH) Banco Honda (Bank) Corretora de Seguros Honda

Consércio Honda is a reference in consor-
tia in the Brazilian market, with 41 years
of history and approximately 1.5 million
active customers. As a sales driver, this
modality is very well received by Brazil-
ian consumers due to its plans that are
adapted to the customer’s budget, even in
financial instability periods.

When analyzing the performance of
Consércio Honda in the last year, a differ-
ent trajectory can be observed in the mo-
torcycle market. Even in the initial months
of the covid-19 pandemic in the country,
the Consércio remained relevant as an
option for purchasing motorcycles and
registered 13.2% growth in new quotas
sold for the brand's two-wheeled segment
in 2021, with 570,668 new quotas sold last
year, compared to 504,131in 2020.

In addition to the recovery in the delivery ac-
tivity and the trend towards prioritizing pri-
vate vehicles amid the social isolation sce-

nario, the increase in CNH 2R is also directly
related to the unavailability of some models
in certain regions.. This last factor contribut-
ed to the appreciation of consortium sales
as it is a scheduled purchase, in which the
goods are not immediately obtained.

Regarding deliveries of Honda Okm mo-
torcycles, an increase of 32.4% was re-
corded if compared to 2020, thanks to the
resumption of manufacturing activity. A
total of 269,237 Honda Okm motorcycles
delivered in 2021.

The Consortium modality for the four-
wheel segment recorded 1,584 new quotas
sold in 2021, which represents maintenance
of the volumes, with a slight increase of
3.5%, if compared to 2020. Consércio Hon-
da currently has around 18,500 thousand
active customers in the car segment and it
continues to work on the modernization of
its plans, to achieve a more consistent op-
eration in this segment.

Banco Honda was created with the mis-
sion of becoming a great option for fi-
nancing Honda products. Through the
modality of Direct Credit to Consumer
(CDC), it ensures conditions that are
attractive for both individuals and the
company to obtain a Honda vehicle in a
quick, convenient and fair way.

In 2021, Banco Honda was the brand’s main
financial agent for the automobile seg-
ment, representing 24.6% of the company’s
total sales and recording 19,998 contracts,
an increase of 4.5% compared to 2020.
The market share also grew, from 46.6% to
54.5% in 2021.

In the motorcycle segment, Banco Hon-
da recorded a 17% drop in financing com-
pared to 2020. There were 77707 units fi-
nanced between January and December
2021, representing 8.6% of the brand’s
Okm motorcycle sales.

(Insurance)

Seguros Honda started its operations in
Brazil in 1987 with the purpose of offering a
customized portfolio to meet the coverage
needs of Honda products, at a competitive
cost, in partnership with reliable insurance
companies in the market.

In the motorcycle market, Honda Insurance
saw a 3% drop in the number of proposals
closed in 2021, ending the year with 145,582
proposals. The car segment had 13,055 pro-
posals in 2021, a 5% reduction.

Seguros Honda
celebrates its

35th anniversary
in 2022

SUMMARY /. 33 ¢
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Power Products

The Power Product line comprises stationary engines,
brush cutters, generators, motor pumps and lawn
mowers, with applications in agriculture, home, civil
construction and gardening. In addition, Honda Power
Products are of great importance for mobility in river-
side communities in Amazonas, providing access to re-
mote areas by coupling our stationary engines to several
types of boats. This river transportation solution is used
by several families who live far from the major urban
centers of the state and need transportation for com-
mercial and personal purposes.

In the power products segment, Honda achieved
significant growth in sales and market share, com-
pared to 2020, reaching the best result of the last five
years, even with the adverse effects of the pandemic
on global supply chains. The good results can be at-
tributed to the sales of stationary engines for small
boats, used in the Amazon region in Peru and Brazil;
and to the strengthening of agribusiness throughout
the region, which increased sales of pumps and en-

In 2021, Honda's Power
Products division achieved
its best result in five years

gines used in agricultural equipment. In addition, par-
ticularly in Argentina the outboard engine segment
performed an historical sales record.

In the last year, the commercialization of Honda
Power Products in Brazil registered an expressive
growth of 19% in sales when compared to the pre-
vious period, with the sale of 37817 units through-
out the national territory. That is a very positive
result if we consider the challenges of the period.
It shows the sales potential of this segment.

At Moto Honda da Amazénia’s plant in Manaus, three
models of stationary engines and three models of motor
pumps are produced and in 2021, there was the produc-
tion of more than 18,200 units of Power Products.

Honda presented to the market its new brand signa-
ture for the Power Products segment: Engines and
Machines. This signature will integrate the company's
advertising pieces, point-of-sale materials, and other
communications.

SUMMARY /. 34 ¢
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HondaJet

The world’'s most advanced executive jet, with
exceptional advantages in performance, com-
fort, quality and efficiency, HondaJet incorpo-
rates many technological innovations in design,
including the exclusive OTWEM - Over-The-
Wing Engine Mount configuration which dra-
matically improves performance by reducing
aerodynamic drag. The OTWEM design also re-
duces cabin sound, minimizes ground-detect-
ed noise, and allows for the roomiest cabinin its
class, the largest baggage capacity and a fully
serviceable private aft lavatory.

The HondalJet is manufactured by Honda
Aircraft Company, in the United States, and
marketed in Brazil since 2015 by Lider Aviacéo
(the local sales representative of the execu-
tive jet in the country).

In 2021, for the fifth consecutive time, the jet
won the title of most delivered executive jet of
its category in the world, with 37 aircraft sold.

During 2021, Honda Aircraft Company con-
tinued development with two major an-
nouncements: the HondalJet Elite S, hon-
ored with the “Top Flight Award” as the best
new business jet from Aviation Internation-
al News, and the HondaJet 2600 Concept,
Honda Aircraft’s proposal for the next gener-
ation of business jets. Meanwhile, the Honda-
Jet’s global presence increased even further
when it received Thailand's type certification,
marking 14 countries with HondaJet certifi-
cation. Honda Aircraft Company's sales and
service operation now spans North America,
Europe, Latin America, Southeast Asia, Chi-
na, the Middle East, India, Japan and Russia.

Honda Aircraft Company has recently cel-
ebrated several milestones, including the
delivery of the 200th Hondalet in late
December 2021. The worldwide HondaJet
fleet also surpassed 100,000 flight hours in
January 2022.

0350

For the fifth time in a row, the
Hondalet is the

most delivered business jet in its
category in the world
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The adoption of ethical and transparent princi-
ples to manage businesses, the mapping of the Honda South America’s Corporate
risks inherent to the activities, and the imple- Governance Pillars
mentation of preventive and mitigating mea-
sures. These are the guidelines of Honda’s cor-
porate governance model. Board

South GOVERNANCE: Code of
The company believes that ethics and respect America business conduct.
for the sector’s regulations and legislations are
indispensable for business continuity. There-
fore, these precepts are applied transversally
across all departments, guiding business de-

cisions and making activities safer and more CORPORATE RISKS: Identification

sustainable. RISK COMPLIANCE CON:L'FT%NT" PRIVACY and assessment of potential risks

COMMITTEE COMMITTEE COMMITTEE COMMITTEE to the business and definition of
In the management of corporate governance, measures to mitigate, eliminate, or
risk, and compliance, Honda monitors and transfer risks.

seeks to adopt the best market practices.

The responsibility for the management of Cor-
porate Governance within Honda rests with the
ESG Department, which is an acronym for En-
vironment, Social Responsibility, and Corporate
Governance. This department is responsible for
coordinating all prevention and awareness-rais-
ing processes in compliance and respecting the
laws and regulations of the regions where Hon-
da operates in South America.

COMPLIANCE: Compliance with
legal requirements, regulations,
and internal policies, standards,
and procedures.

ESG
DEPARTMENT
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Governance

* GRI102-18 »

Honda seeks to establish ethical relationships with the
various stakeholders, supporting its decisions on rules
which shall be observed and applied by all those who
act on its behalf.

In order to ensure that the company enjoys a position
of respect and credibility, the governance model takes
into account administrative transparency, the inad-
missibility of corrupt practices, a clear definition of re-
sponsibilities and standards of conduct in specific sit-
uations, and compliance with legal requirements.

By valuing its integrity and clarity in its positions and
decisions, Honda ensures the generation and sharing
of wealth consistent with its audiences over a long-
term horizon.

In this sense, Committees are formed to address the
main issues of Governance (Risks, Compliance, and
Confidentiality and Privacy), which are directly linked
to the Board of Directors in South America to provide
support in the decision-making process.

Corporate Risks

* GRI102-11 »

The continuity of Honda’s businesses depends on the mapping
and constant monitoring of the risks inherent to the business-
es, in their different levels

Therefore, for each potential risk identified, the ESG depart-
ment coordinates and establishes, together with the business
areas, preventive and mitigating measures, with the purpose of
ensuring a safe, reliable, and transparent operation for associ-
ates and business partners, reducing financial losses and avoid-
ing damage to the brand’s reputation.

The goal is to manage sustainable growth based on market
standards and the risks that have the potential to impact op-
erations in the region and on a global scale. The assessment
takes into account environmental, social, financial, occupation-
al health and safety, and operational reliability requirements, as
well as issues related to business partners.

In this regard, Honda's Global Risk Management Policy, which
covers the activities of Honda South America, aims to boost
the company’s sustainable growth based on Honda’s philoso-
phy and on all risks with the potential to impact operations on
a global scale. Honda has 9 policies and normative documents
related to risk management.

PRESENTATION BOARD MESSAGE ~ SUSTAINABILITY ABOUT THE ~ OVERVIEW  CORPORATE PERFORMANCE ~ GRICONTENT ¢ 38 °
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The main topics

of Governance are

dealt with in specific
committees and directly
linked to the Board
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Compliance

* GRI103-2,103-3/419, 419-1 ¢

The compliance of processes involving Honda's Corporate
Governance is guaranteed through systems that adopt in-
ternational assessment standards. The systems currently in
place at Honda are:

Corporate process management system
Self-assessment carried out by managers
(100% managers and above) on the internal
controls systems and operations.

Specific process management system
Internal controls on relevant business
processes and technologies (over 90 pro-
cesses documented and reviewed annu-
ally), which are submitted for SOX Certi-
fication by independent auditing.

|
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System of norms and conduct Corporate
policies and procedures, available on the
intranet or company directories for ac-
cess to the internal audience.

Personal data privacy protection system:
Corporate policies and rules, registration
of personal data processing operations
and assessment of privacy risks to comply
with the General Data Protection Law.

Structure of code of ethics, confidential-
ity of information and formal standard of
conduct: All disseminated through train-
ing and management.

As a result of the
measures adopted

by Honda, no
occurrences related to
noncompliance with
social and economic
laws and regulations
associated with the
operations in Brazil
were recorded.
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Ethics Channel

* GRI102-17 «

In order to support the measures adopted to ensure the
compliance of all Honda activities, the company established
an Ethics Channel, which enables direct communication be-
tween associates and the company’s management.

The aim is to receive suggestions, criticisms, complaints, re-
ports, and personal queries related to the themes addressed
in the Code of Conduct.

All claims received through the Ethics Channel are submit-
ted for evaluation and actions by the Compliance Committee,
whose mission is to guarantee the continuous improvement
of ethical behavior standards.

General Data Protection Regulation

Additionally, mechanisms were defined to comply with the
General Data Protection Law, such as: definition of privacy
policies and standards, registration of personal data treat-
ment operations, *Privacy by Design process and assessment
of privacy risks associated with the processes. All these activi-
ties aim at complying with the laws in effect and demonstrate
Honda's commitment to its stakeholders.

*Privacy by Design has as a fundamental element the adoption of priva-
cy-friendly practices from the conception of products, services, and process-
es, making companies act in a preventive rather than reactive way.
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Code of Conduct Corporate Policy on Prevention of Corruption

* GRI103-2,103-3/205 *

To ensure and guide the compliance of Honda's operations,
the company’s Code of Conduct is guided by ethical values
and provides clear guidelines for the required processes
and the behavior expected from associates.

The Corporate Policy on Prevention of Corruption deter-
mines the Company’s position on business ethics. By means
of internal control tests and the self-assessment ques-
tionnaire applied to managers, the retention of knowledge
In line with Honda’s values, the Code defines different about the content of this document is assessed annually.
corporate policies for fighting illegal practices, such as la-
bor in a situation analogous to slavery, money laundering

and fraud, corruption, and unfair competitive practices.

In 2021, Honda updated its Global Policy on Bribery and Cor-
ruption Prevention. The update allows a more comprehensive
approach to the theme, including in the scope of the regu-
lations prevention in Honda’s relationships with its business
partners. The Policy was updated in all South American units
and about 300 managers were instructed about the updates.

In 2021, the Code of Conduct training contemplated
5,285 active associates in all business units in South
America.

As a complement, the ESG department gave a workshop to
about 90 managers from Argentina, Peru and Chile covering the
main themes of Corporate Governance, among them the Cor-
ruption Prevention Policy.

More than 5 OOO : ; o ’ -  w The Policy is available on the intranet for access by all
i ’ U\ L\ associates.
associates took the S
. , ’ Last year, Honda also made available online training on cor-
Code O": CO nd uct ' : ruption prevention to all associates in Brazil with computer

access. By December 2021, about 2,750 active associates took

training in 2021 the training.
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Combating Anti-competitive Practices
* GRI 205-2

For the fight against Unfair Competitive Practices, Honda
follows the Competition Defense Policy, adopting mea-
sures to prevent violations of the economic order in Hon-
da operations, commercial practices, and interacting with
business partners and/or competitors, either directly or
through trade associations.

The company also seeks to strengthen the culture of
combating unfair competitive activities through the pub-
lication of the Policy across all business units in South
America. Its dissemination takes place through training
and other activities, starting with the critical areas.

Honda also considers of great importance the strength-
ening of the relationships with consumers, associates,
partners and the community, seeking to keep responsible
and reliable relationships. < ;

) I The Competition € )=
In addition to the dedication in offering products and “ L
services of the highest quality, with fair prices aiming at Defe nse PO | |Cy 4

customer satisfaction, Honda is also concerned about

being a socially responsible company, by performing sev- |S dlsclosed at a”

eral social activities (further information on page 92). To

this end, it established a policy with guidelines and pro- H on d aun |tS | N

cedures for the social actions conducted by Honda in all

units in South America. South Amerlca
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Environment

Minimize the environmental impacts of its operations, creating products that are
more and more friendly to the environment and reviewing corporate activities.
This is Honda’s premise, and it is based on it that the company has guided its
operations.

In its long-term vision, the creation of a carbon-free society is one of the central
guidelines of the company’s sustainability strategy, which aims to achieve carbon
neutrality in all products and corporate operations by 2050. All Honda branches
around the world are committed to this guideline.

To reduce the impact of its operations, the company has been working with the
Green Plant concept, which is applied in all its manufacturing units to manage
waste, energy efficiency, rational use of water and reduction of atmospheric
emissions.

Likewise, the concept is applied to logistical operations through Green Logis-
tics, which aims to reduce the volume of packaging and maximize transport with
floating warehouses.

Honda also has the Green Office, whose objective is to engage associates in se-
lective collection and in the rational use of resources. The concept is also applied
to the entire chain, encouraging dealers and suppliers who, in the same way, are
guided and evaluated by their environmental performance, extending the brand’s
commitment to the entire production chain.

Honda’s global
goal: Achieve
carbon neutrality
in all products and

corporate operations
by 2050

« 44 o
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Emissions
* GRI103-2,103-3/305 °

As mentioned, Honda has declared a global goal
of achieving carbon neutrality in its products and
corporate activities by 2050.

This commitment directs the definition of goals in
productive, corporate activities and in the emis-
sion levels of products and services.

Improving the environmental performance of
the brand’s products is one of the key initiatives
for achieving the vision of a carbon-free society.
Worldwide, Honda has been investing to improve
the environmental performance of combustion
engines, as well as to develop and market new
models with electrified thruster technologies, such
as battery-powered (BEV), hybrid (HEV) and hy-
drogen-cell (FCV) electric vehicles.

Honda’s policy is to adopt the right technology,
in the right place, at the right time. In this way,
the company decides to implement the most
suitable type of motorization for each region
considering the differences in public policies and
regulations, in the energy matrix, in the available
infrastructure and in the characteristics of the
consumer market.

In Brazil, Honda continues to improve
the environmental performance of
its product line, both for motorcycles
and cars.

The New City Sedan and New City
Hatchback models have a 1.5 DI
DOHC i-VTEC engine with Direct In-
jection, which combines great per-
formance with low fuel consumption
and lower emission of pollutants, en-
suring excellent drivability combined
with energy efficiency.

When it comes to fuel consumption,
the New City deserves special men-
tion. According to the Brazilian La-
beling Program (PBE), the New City
sedan has consumption in the city of
9.2/131 km/| (ethanol/gasoline) and,
on the road, of 10.5/15.2 km. /| — re-
spectively, the New City Hatchback
recorded 91/13.3 and 10.5/14.8 km/I.

With such numbers, both obtained
an A rating on the PBE, within their
categories.

More efficient
engines:

1.5 Turbo
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Electrification

In the area of electrification, Honda in-
troduced, in 2021, its first hybrid model,
the Honda Accord. Honda’s hybrid tech-
nology - e:HEV - brings a unique system
composed of two electric motors (one
generator and one propulsion) and a
combustion engine, providing three pos-
sible modes of driving: the only electric,
the hybrid or the combustion. The sys-
tem automatically chooses the option
that offers the best relationship between
performance and low consumption, de-
pending on the driving conditions.

In addition, Honda is committed to intro-
ducing two more hybrid models in Brazil
by 2023 and announced, in April 2022,
that the 11th generation Civic will be
launched in the last quarter of the year, in
a hybrid version.

Honda Automéveis do Brasil announced
the introduction of its third hybrid model
in the country in 2023, which will be the
imported SUV CR-V.

Clean sources

Another key Honda initiative in South
America for achieving emission reduc-
tion targets is the diversification of its
energy sources. The Honda Energy wind
farm is the main example of this com-
mitment.

Added to the efforts of the units of
Honda Argentina and Moto Honda da
Amazbnia in acquiring part of their
electric energy from the market of re-
newable sources, Honda South America
currently has around 38% of its electric
energy coming from clean sources.

\_ *REDUCTION OF GHG EMISSIONS

Last year, Honda South America achieved a emission
reduction of 1,891.61 tCO_e in its operation, considering
the consumption of electricity and fuels (diesel, gaso-
line, LPG, kerosene, natural gas and ethanol) from spe-
cific projects.

This is a significant reduction in carbon dioxide (300%
higher when compared to 2020). Despite the difficul-
ties imposed by the covid19 pandemic, this result is the
result of the resumption of projects implemented by
plants to reduce CO, emissions, such as, for example,
replacement of inefficient equipment, implementation
of environmental committees, acquisition of renewable
energy, among others.

| 2020

2021

Diversification of
energy sources is

a key initiative for
reducing emissions

Volume of reductions (tCO.e)

415.55tCO2e

1,891.61tCO

*For the calculation of this indicator, reductions in consumption of electricity and fuels such as diesel, gasoline, LPG, kerosene, natural gas

and ethanol from January 1, 2021 to December 31, 2021 of Honda South America’s production units were considered (HDA, HAR, HSP).

* GRI 305-5°

~
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More than
/ million Flex One
units have been
produced by Honda
since 2009

FLEXTECHNOLOGY IN MOTORCYCLES

The constant technical evolution of the motorcycle ev-
idences the philosophy of respect for the environment,
and a worthy example is the FlexOne technology.

An unprecedented initiative in the sector worldwide, it
has allowed motorcycles to use gasoline and/or ethanol
in any proportion, while preserving reference operating
characteristics and durability.

Honda was a pioneer in introducing this important tech-
nological innovation to the market, which had an excel-
lent acceptance by Brazilians.

The project, developed in Japan with the participation of
Brazilian engineers, aimed to create an engine with the least
possible impact on the environment.

The technology is present in eight models (Biz 125, CG 160
Titan, CG 160 Fan, CG 160 Cargo, NXR160 Bros, XRE 190,
CB 250F Twister, and XRE 300), representing 60% of the
volume of motorcycles produced annually.

Since 2009, when the technology was implemented,
7,390,909 million Flex One units have already left the
production line at the factory in Manaus (AM).

Year after year, the national motorcycle gained in
strength, efficiency, economy, and became a product
recognized worldwide for its very high quality.

At the beginning of the 2000s, the implementa-
tion of the Program for the Control of Air Pollu-
tion by Motorcycles and Similar Vehicles (Promot)
established goals to reduce pollutant emissions,
which resulted in progressive compliance with the
strictest international standards.

The fifth phase of the Promot, scheduled to
come into force in January 2023, aims to match
the Euro 5 standard, a definitive step towards
the integration of the national motorcycle into
global trade chains.

In this sense, Moto Honda has been preparing its
line-up to meet the requirements of Promot 5 and
is in line with the recommendations and guidelines
of the standard to reduce pollutant emissions.

Effective mobility, that is, requiring less time to
make urban journeys at peak hours, is another el-
ement that undeniably reduces harmful impacts
on the environment. A small cubic capacity en-
gine, with minimally contained emissions, is just
one of the environmentally positive factors, to
which secondary aspects must be added, such as
less wear on tires and pavement, less consump-
tion of fuel and lubricating oil, in addition to the
tiny space occupied on public roads.

SUMMARY /‘ 47 °
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Evolution of emission indicators

Direct and indirect greenhouse gas (GHG) emissions in tCO.e
* GRI 305-1; 305-2 ¢

In order to understand, quantify and manage its emissions, Honda uses an interna-
tional and standardized methodology, called the GHG Protocol, and annually partic-
ipates in the Brazilian GHG Protocol Program through the publication of the Green-
house Gas Emission Inventories of its units in Brazil (HDA and HAB).

HONDA SOUTH

AMERICA EMISSIONS ‘ 2020 ‘ 2021 /
*Scope 1(tCO,e) 24,603.87tCO2,e 27293.37tCO2,e
**Scope 2 (tCO,e) 14,000.74 tCO, 11,690.08 tCO2.e

Total (tCO,e) 38,604.61tCO2.e 38,983.44tCO2¢

* Direct Scope 1 GHG emissions consist of the sum of emissions from fuel consumption (diesel,
gasoline, ethanol, natural gas, LPG, kerosene) at Honda South America units (HAB Sumaré, HAB
Itirapina, HDA, HAR, HDP, HSP, HSF, HMDC) from January 1, 2021 to December 31, 2021.

** Direct Scope 2 GHG emissions consist of the sum of emissions from the electricity consumption of
Honda South America units (HAB Sumaré, HAB Itirapina, HSF, HDA, HAR, HDP, HSP, HMDC) in the
period of 01 from January 2021 to December 31, 2021.

When analyzing fuel consumption (scope 1),
it is noted that the absolute amount of GHG
emissions increased, due to greater produc-
tion activity in motorcycle and automobile
plants compared to 2020. However, it is worth
remembering that the year 2020 brings a low
basis for comparison due to stoppages due to
the covid-19 pandemic.

As for scope 2, there was a decrease in 2021
when compared to 2020, due to the imple-
mentation of projects aimed at reducing
carbon at Honda units in South America, the
continuity of home office for administrative
activities and also due to the acquisition of an
amount of renewable energy by Moto Honda
da Amazbnia, as a one-off initiative, which
contributed to the reduction of CO, emis-
sions from electricity consumption.

55
L J

Honda uses the
international

GHG Protocol
methodology
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GHG EMISSIONS NOx, SOx and other
significant air emissions
* GRI 305-7 «
f‘“\ In 2021 2179.31 tons of VOC (Volatile Organic Compound) were emitted.
This is a decrease compared to 2020.
2020 2021 To estimate this value emitted by Honda South America units, 65% of the to-
/ tal value of solvent-based products purchased in the referred period are being
considered (paint, varnish, primer, catalyst, thinners etc.).
Intensity rate
40.61 32.65
kg CO, / unit kg CO, / unit
\ VOLUME OF EMISSIONS | 2020 | 2021/
NOx ) )
Intensity of greenhouse <Ox O O
gas (GHG) emissions
" GRIS05-4+ Persistent organic pollutants (POPs) S =)
To calculate the intensity of greenhouse gas emissions, ) ) 2.179.31
Volatile O C ds (VOC 2,870.94 t ’
Scope 1and 2 CO, emissions of the manufacturing units are olatile Organic Compounds ( ) ons tons
added up and the result is divided by the number of units Hazardous air pollutants (HAPs) ) )
produced at Honda South America (including cars, motorcy-
cles and ATVs). Particulate matter (PM) ) )
Honda South America is aligned with the company’s global Other categories (If applicable) ) ©)

guidelines, aiming to achieve carbon neutrality by 2050.

~

Considering the units: HDA, HAB Sumaré, HAB Itirapina, HAR, HSP

GRI' CONTENT ° 49 °
SUMMARY
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Honda Energy Wind Farm

Honda in Brazil has spared no efforts to meet the global
goal of achieving carbon neutrality in its products and
corporate activities by 2050.

Honda Energy’s wind farm is a great example of this.
First in the national automotive sector and the Hon-
da group in the world, the project was inaugurated
in November 2014 and is located in the city of Xan-
gri-La (RS).

The operation supplies all the electricity demand of
the car manufacturing units, in the interior of Sao
Paulo, in addition to serving the administrative of-
fice in S&o Paulo (SP).

In November 2021, Honda has completed 1 year
since the expansion of the installed capacity in its
project, which now has ten turbines and an installed
capacity of 317 megawatts (MW), an increase in
generation capacity of around 11%. Regarding the

| In2021, the park reached
I\ the milestone of 90

thousand MWh
of generated energy.

new tower, its generating power is 3.8 megawatts,
23% higher than the model of other wind turbines,
is 112 meters high and is among the largest currently
installed in Brazil.

The blades measure 66 meters and, when mount-
ed, reach a diameter of 136 meters. This set is larg-
er in relation to the others and, at its highest point,
reaches 180 meters in height.

In 2021, the park reached the milestone of 90 thousand
MWh of generated energy. The project has 94 thousand
MWh of maximum annual energy generation capacity.

In almost eight years since its inauguration, the proj-
ect has generated more than 538 thousand MWh of
clean electric energy produced, which allowed the
sustainable production of more than 826 thousand
cars and avoided the emission of 42 thousand tons
of CO,,
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Wind Farm

Located in the city of Xangri-L4& (RS), the
wind farm produces clean energy for the
manufacturing units in Sumaré and Itirapi-
na, and offices in the state of Sdo Paulo. It
makes the company self-sustainable in the
production of clean and renewable electric-
ity for the production of cars, in addition to
contributing to environmental preservation.

Substation
Atlantida Il 69kV

Access to nacele:

* Lift (4 min)

Medium voltage
underground line

» Stairs (15-40 min)

10th
tower
Installed
in 2020

Line1
Towers 1-5

Management Office:
Sustainable building

T8

Line 2
Towers 6-10

Internal substation
34.5kV to 69kV

Transmission Line - 1,2km
The shortest line of all
wind farms in Brazil

100% of cars
\‘ produced with
Ne.- P =, clean and

(National Interconnected System)
Electricity grid that

interconnects all regions in Brazil K e ‘ S OR & = re n ewa b | e
electricity
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Eco-efficiency of operations
* GRI103-2,103-3/302-1 *

Honda carries out frequent evaluations of its facili- | 2020 | 2021 /
ties, always having as priority the incidence of natu-

ral light and ecologically correct resources. Total consumption of non-renewable fuels (GJ) 421,434.60 473,26212
Environmental indicators are monitored and analyzed Total consumption of renewable fuels (GJ) 10,1501 11,607.78

on a monthly basis by the factories’ environmental

planning and management areas and, in cases where Electricity consumption (GJ) 766,371.39 902,728.43
consumptions that are very different from the estab-

lished targets are identified, PDCA (Plan, Do, Check Total energy consumption (GJ) 119795611 1,387598.33

and Act) analyzes are carried out to identify the caus-

es and establish preventive and corrective measures. - Considering the units: HDA, HAB Surnaré, HAB Itirapina, HAR, HSP, HDP, HMDC, Morumbi I

Most of the indicators presented below have in-
creased in the last year, as the basis for comparison
with 2020 is low, due to periods of plant stoppages

and the adoption of the home office system as ways ¥
to join efforts in the fight against the covid-19 pan- v
demic in the country.
In 2021, Honda consumed 1,387598.33 GJ of energy Fnvironmental indicators
at Honda South America units.
are monitored and

analyzed monthly
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Energy Intensity Rate
* GRI 302-3

The energy intensity rate recorded last year by the manufac-
turing units of Honda South America was 116 GJ/unit. For the
calculation, consumption of electricity and fuels (diesel, gas-
oline, LPG, kerosene, natural gas and ethanol) are considered.

Honda South America is aligned with the company’s global
guidelines, aiming to achieve carbon neutrality by 2050.

ENERGY INTENSITY RATE

1.26

GJ / unit

2020

116

GJ 7/ unit

2021

Scope
2020: Honda South America (HAB Sumaré, HAB Itirapina, HDA, HAR, HSP).
2021: Honda South America (HAB Sumaré, HAB Itirapina, HDA, HAR, HSP).

Reduction in energy consumption
* GRI 302-4 -

When considering the units specified below’,
there was a contribution, from improvement
projects, to the reduction in energy
consumption.

In 2021, there is a large increase in the reduction
of GJ compared to 2020. Despite the difficul-
ties imposed by the covid 19 pandemic, this re-
sult is the result of the resumption of projects
implemented by plants to reduce the energy
consumption, such as, for example, replace-
ment of inefficient equipment, implementation
of environmental committees, among others.

Following the global guideline of Honda Motor
in Japan, the Honda South America units aim to
work on reducing the effective consumption of
electricity and analyze the possibility of diversify-
ing the sources of this energy.

The Honda Energy wind farm is an example >f
this management. Added to this initiative, the
efforts of Honda Argentina and Moto Honda da
Amazonia units to acquire part of their electric
energy from the renewable sources market.

ENERGY CONSUMPTION
REDUCTIONS

6,212.74 9,851.93
GJ GJ

2020

2020: Honda South America (HDA, HAR, HSP).
2021: Honda South America (HDA, HAR, HSP).

2021

SUMMARY / 53
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Rational use of water
* GRI 103-2,103-3,303-1°

To establish a balanced relationship with the envi-
ronment and the use of natural resources, Honda
maintains industry best practices and follows all
regulations applicable to its activities.

Regarding the use of water, the Honda units seek to
optimize the use of this resource and implement the
best solutions for effluent treatment.

In 2021, Moto Honda da Amazbnia began a re-
structuring of its internal water measurement
system. The project began with the replacement
of water meters with digital flow meters, which
have integrated technology and allow for commu-
nication via network between meters and super-
visors.

Thus, through continuous improvement projects,
such as the reuse of water in some production
processes, exchange of systems and equipment
maintenance, Honda aims to reduce water con-
sumption and avoid waste.

O

N\

N\ TOTAL VOLUME OF WATER WITHDRAWN (M?3)

SOURCE 2020 2021 /
Surface water 81,333.95 92,417.50
Underground water 724,676.75 792)132.24
Rain water - -
Effluents from another organization - -
Supply by public or 8,836.02 6,970.31

private water services

S~

2020: HAB Sumaré, HAB Itirapina, HDA, HAR, HDP, HSP, HSF, HMDC
2021: HAB Sumaré, HAB Itirapina, HDA, HAR, HDP, HSP, HSF, HMDC
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Honda’s actions for the preservation of Effluent Treatment
springs and conscientious use of water Plant (ETE - Estacdo de Tratamento de
Efluentes)

In its motorcycle factory in Manaus (AM), Honda reuses
rainwater in bathrooms, generating an average savings of =~ Considered one of the most modern in South Ameri-
800,000 liters/month, which is equivalent, on average, to ca, among Honda units, Honda Motos’ Effluent Treat-
the daily consumption of 230 people. ment Station (ETE) has a treatment capacity of 75
million liters per month, which is equivalent, on aver-
The company’s washbasins have self-closing faucets and age, to the consumption of a city with a population of
water flow reducers, which contribute to a reduction of up to 30,000 inhabitants.
around 70% in consumption.
After using water in production, cafeteria and sani-
In addition, the water from the compressed air gener- tary processes, it undergoes a rigorous biochemical
ation process is collected in a cistern and reused in the purification process before being returned to the en-
refrigeration of production processes, generating savings vironment.
of around 700,000 liters per year.

In this treatment process, the chemical elements in
the water are separated, going to the biological treat-
ment tank and join the activated sludge, which is the
result of the treatment for the destruction of organic

3 pollutants.
\.

M‘\ ; = T ; 3 M Oto H on da Then, the water that went through the disinfection
TH x\\“ > o : E_I:ﬂ U e nt Tl"eatm e nt process is directed to the stabilization pond.

Part of the final treated effluent is reused in the irri-
gation of gardens, in the industrial processes of clean-

Plant, in Manaus, is
CO N S|d e red O N e O.l'_‘ ing parts and cleaning the station; and the other part

is returned to nature, contributing to the preservation
of the stream ecosystem.

the most modern in
Latin America
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Waste management and recycling
* GRI103-2,103-3, 306; 306-2 *

Honda applies the concept of the 3Rs in all its operations: Re-
duce, Reuse and Recycle. In this way, the company manages
the waste arising from its activities and focuses efforts onim-
proving production processes with the development of new
technologies aimed at reducing, reusing and recycling.

The end of vehicle assembly activities at the Honda plant in Ar-
gentina, the reduction in production volume resulting from the
covid-19 pandemic, the stoppage of plants and the establish-
ment of remote work, contributed to the generation of a low
base for comparison in 2020.

Thus, with the gradual resumption of productionin 2021, there
was an increase in the total generation of waste compared to
2020. It is observed, however, that the total value of 2021 is
close to the year 2019.

The generation of waste per unit produced, however, was low-
er in 2021, showing that Honda has been reducing its waste
generation through projects and best practices.

An example of an initiative is the “Aterro Zero” project im-
plemented in the production units of Sumaré-SP and ltirapi-
na-SP, in September 2021, which resulted in the elimination of
100% of waste intended for landfills.

HAZARDOUS WASTE

| 2020 WEIGHT (T)

2021 WEIGHT (T
| m

Recycling 67723 588.66
Recovery 0 0
Incineration 1,910.84 2,466.68
Landfill 0 0
Others (specify) — incorporation 0 0
Others (specify) — co-processing 733.95 36173

NON-HAZARDOUS WASTE

| 2020 WEIGHT (T)

2021 WEIGHT (T
IOWG ()/

Reuse 0 0
Recycling 35,123.75 38,004.96
Compost 16019 129.73
Incineration 1,659.05 7758.61
Landfill 610.26 873.50
Others (specify) — co-processing 1,970.88 2130.72
Others (specify) — ultrafiltration 0 0
TOTAL VOLUME 42,8466 52,314.59

0560
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Compost Cabotage

Leftover food is not garbage. You can trans-
form what was left on the plate into fertilizer
through the composting process.

In its logistics system, Moto Honda da Amazdénia uses innovative
modes of transport to ensure punctuality, safety, economy and also
sustainability in the distribution of motorcycles to dealerships.

This is what the Honda Automéveis factory in
Sumaré has been doing since it inaugurated
its Internal Composting Center, reducing the
emission of carbon dioxide in the logistics chain
involved in the collection and disposal of more
than 120 tons of this type of waste per year.

In this sense, cabotage becomes one of the most important modes of
transport, both in motorcycle distribution logistics and in parts supply lo-
gistics.

In 2021, Moto Honda da Amazdnia used the cabotage modal in sup-
ply logistics. 1,841 containers of parts and components were sent to the
Manaus plant, resulting in a reduction of more than 847 TonCO.,

This is another Honda initiative in favor of sus-
tainability. In 2021, around 26.9 tons of organic
fertilizer were produced, which were used in-
ternally in the company’s green areas.

26.9 tons of organic
fertilizer were
produced in 2027 by
Honda

ALIANCDA
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Biodiversity - Grizo4-1-

Private Natural
Heritage Reserve (RPPN)

To contribute to the preservation
of biodiversity in the Amazon re-
gion, Honda has committed to
maintaining, since 2006, a Private
Natural Heritage Reserve (RPPN),
located in the urban perimeter of
Manaus (AM).

This modality of conservation
is part of a voluntary commit-
ment to preserve nature and the
balance of the local ecosystem
through the protection of water
resources, management of nat-
ural resources and maintenance
of climate balance, among other
environmental contributions.

Considered an urban forest
fragment of secondary forest,
located on the banks of the Ig-
arapé do Mindu, the reserve
maintained by Honda houses a
great biodiversity of species of
Amazonian flora and fauna in
an extension of 16 hectares of
forest, a space equivalent to 17
soccer fields.

About 140 tree forest species
and several species of native
animals are preserved thanks to
this initiative.

Three springs are preserved in the
Agricultural Project and another
three in the Private Natural

Heritage Reserve

Agricultural Project

80 km from Manaus, in the municipality
of Rio Preto da Eva, Honda has a complete
structure for testing the quality and dura-
bility of its motorcycles. Harmoniously, the
company also maintains a horticulture and
reforestation project for native species.

The Agricultural Project, inaugurated in 2003,
aims to plant fruit trees, such as coconut,
peach palm, acerola, lemon, papaya and ba-
nana, in addition to lettuce and hydroponic
rocket, which supply the factory’s restaurants
and entities that care for needy children and
elderly.

About 80% of the land, equivalent to 802.38
hectares, is maintained as a legal reserve, a
rural property to be maintained with native
vegetation, where endangered species, such
as mahogany, rosewood, Ipé and andiroba,

®
e O

SUMMARY /‘ 58 °
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Product safety
Motorcycles

Safety

Traffic safety is an key commitment for Honda
and an indispensable condition for mobility.

In the motorcycle segment, an important milestone was of
the implementation of CBS (Combined Brake System) or ABS
(Anti-Lock Brake System) brake technologies in 100% of the
The brand’s performance focuses in two main di- motorcycles produced in the country.
mensions. First, the company develops advanced
and innovative technologies, improving the charac-
teristics of its products, so that they are increasingly

safer for customers.

CBS, an innovative technology developed by Honda, consists
of a hydraulic/mechanical system that acts on the motorcy-
cle’s brakes to evenly distribute the braking between the rear
and front wheels, ensuring greater stability for the rider when
The second pillar includes educational and aware- braking.
ness-raising actions aimed at strengthening the
safe behavior of the main traffic agents. ABS is an electronic system that prevents the wheel from
locking in sudden braking and on low-grip surfaces. Honda has

been increasing the use of this technology in its product line.

In addition to the brake systems, Honda invests in the de-
velopment of advanced technologies, such as traction and
stability controls, electronic suspension, assisted and sliding
clutch, electronic accelerator, anti-jump system and trac-
tion control, as well as connectivity and even an airbag, which
are implemented according to the strategy of each product.

Finally, the company is continually working on its projects to
improve the control parameters of the motorcycle and the
chassis/suspension set, which allow for a safer cycling.
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What is New in 2021 for
safety on motorcycles:
Africa Twin

The 2021 CRF
T1O0L Africa Twin
features a major
technological leap

The arrival of the 2021 version of the CRF 1100L Africa
Twin is marked by a deep technical renovation, an im-
provement that preserves the essence of ‘True Adven-
ture, but that effectively evolves the model in practically
every aspect.

There are four versions of the Africa Twin 2021 for sale in
Brazil: CRF 1100L, CRF 1MOOL DCT, CRF 1100L Adventure
Sports ES and CRF 11000L Adventure Sports ES DCT.

All received the TBW — Throttle By Wire — electronic
throttle system, along with the extension of riding modes,
more options in the HSTC — Honda Selectable Torque
Control — traction control system, and many other tech-
nology items related to the adoption of a sophisticated
IMU - Inertial Measurement Unit (inertial control unit) —,
which enabled the model to make an important techno-
logical leap.

In addition, there was the introduction of the Dual Clutch
Transmission (DCT), which is added to the option with a
conventional gearbox.
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CBR 1000RR-R
Fireblade SP 2022

Since the pioneer Fireblade in 1992,
Honda’'s already legendary super
sports car has evolved without de-
tracting fromits original qualities, with
emphasis on the “Total Control” con-
cept, which privileges maneuverabili-
ty and offers optimal performance to
riders of different experience levels.

The model offers the HSTC - Hon-
da Selectable Torque Control system,
which controls traction in 9 levels of
actuation (plus off/off), with definition
1being the mildest intervention.

This system has been optimized in
the 2021 version and now also offers
better and more efficient traction
control (acting when the comparative
reading between the front/rear wheel
speeds exceeds predetermined val-
ues). Thanks to this improvement, the
HSTC system intervenes smoothly
and offers maximum safety and con-
trol to the driver.

-—-.‘2?____[_._._":'-

The CBR T000RR-
R Fireblade SP
features modern
HSTC Traction
Control

—————

Honda ADV — Adventurous Scooter

In 2021, the Honda ADV was launched, a proposal
that embodies the philosophy started by the X-ADV,
a 750 cm® scooter launched worldwide in 2017

In addition to numerous qualities in design and en-
gine, the importance given to safety equipment
stands out, with the mandatory presence of the
ABS braking system, rear suspension with reservoir,
SMART Key System (personal key), full LED lighting,
blackout LCD panel and two-position adjustable
windshield.

As with any scooter, the convenience derived from
perfect ergonomics, excellent handling, simplicity
of use and the existence of a large compartment
under the seat and storage compartment in the
front shield was not disregarded.
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What is New in 2021 for
safety on automobiles:

In the car segment, Honda has been introducing in Brazil the
Honda SENSING, a package of advanced safety and driver as-
sistance technologies, which has been present in the Honda
Accord, since 2018, as standard equipment; in the CR-V model,
the brand most complete SUV in Brazil; and on the New City
and New City Hatchback models.

Honda presented the New Accord in Brazil, sold with a hybrid
engine since the second half of last year. Accord’s Honda SENS-
ING has been improved. The model features Low Speed Brak-
ing Control technology, which activates the brake in low-speed
maneuvers, if it detects the possibility of a collision. In addition,
the Lane-Stay Assist and Adaptive Cruise Control make opera-
tion even more precise and intuitive.

The Accord 2021’s advanced active and passive safety sys-
tems also include the VSA (stability assist) with traction con-
trol, ABS brakes with Electronic Brake Booster, tire pressure
monitoring (TPMS), front airbags, curtain airbags, side and
knee airbags for the driver and front passenger, and the first
Honda was marketed in the country with eight airbags.

Another innovation in safety is the adoption of the rear seat
use alert, which issues a warning to the driver, indicating that
something may have been forgotten in the back seat, if the
doors were opened before starting the journey.
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New City and New City Hatchback: first models made in Brazil to ship the Honda SENSING

In 2021, Honda Automéveis announced the arrival of the New
City sedan models, in a complete renovation of the model;
and New City Hatchback, making its debut in the hatchback
segment in Brazil and starting the City family in the country.

The New City and New City Hatchback arrive raising
the standards of their respective segments in several
aspects, including safety, with items only seen in high-
er segments. The models are the first of the brand pro-
duced in Brazil to carry the Honda SENSING, a complete
package of safety equipment and driving assistance.

Honda SENSING is based on images captured by a wide-
view, long-distance camera installed in the center and top
of the windshield.

Check out the functions of Honda SENSING:

* ACC - Adaptive Cruise Control - Maintains the pro-
grammed speed, helping the driver to maintain a safe
distance from the vehicle detected in front of them;

* CMBS - Collision Mitigation Braking System - Activates
the brake when detecting a possible frontal collision,
with the goal of mitigating accidents. It is able to de-
tect and identify pedestrians and vehicles that are in the
same or opposite direction;

* LKAS - Lane Stay Assistance System - Detects lanes
and adjusts direction in order to help the driver keep the
vehicle centered on the marking lines;

* RDM - Lane avoidance mitigation system - Detects
lane departure and adjusts direction in order to avoid
accidents;

* AHB - Automatic headlight adjustment - Automat-
ic night switching of the low and high beams of the
headlights according to the situation.

0630

In addition to the Honda SENSING (available in the Touring
version), the New City also has several other safety devices
in all versions, including: stability and traction assist (VSA),
ramp start assist (HSA), emergency light system (ESS),
six airbags (front, side and curtain type), ACE progressive
deformation structure, Isofix system for attaching child
seats, low tire pressure alert, multi-vision rear view cam-
era, among others. LaneWatch, blind spot reduction assist,
via a camera located in the passenger rearview mirror, is
available in the EXL and Touring versions of the sedan and
in the Touring version of the hatchback.
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Safe traffic
Honda Traffic Education Center - (CETH)
T h e O ret | C a | a n d Honda believes that education, combined with product technol-

ogy, is the key to an accident-free future.

practical training are
given for safer transit

Thus, the company promotes traffic safety activities on all con-
tinents where it operates, carrying out actions according to the
characteristics and traffic situations of each country.

In Brazil, there are three units of the Honda Traffic Education-
al Center (CETH), located in Indaiatuba (SP), Recife (PE) and
Manaus (AM), which offer practical and theoretical classes
aimed at disseminating concepts of traffic safety and safe mo-
torcycle riding.

The project is also carried out at CETH units located in Argentina
and Peru.

Honda Transit Educational Centers offer training, free of charge, to
fleet owners of public and private companies, including the Military
Police, Army, Firefighters, among others.

At CETHs, theoretical training is carried out in a room and pro-
vides motorcyclists with important information about riding in
the most varied traffic situations. In the second moment, the
students put into practice, in the lanes of the units, what they
learned in the classroom.

To multiply training, the company also has three Mobile Piloting
Units, which act as support for itinerant activities carried out
throughout the country.
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In 2021, given the continuous social isolation imposed by the
covid-19 pandemic, the Honda Transit Educational Centers
offered courses and lectures online, accelerating the process
of digitalization of knowledge.

More than 22 thousand people participated in CETH’s on-
line lectures and more than 92 thousand received virtual
content on defensive driving.

In addition, on social networks, more than 14 million people
received relevant publications on the topic. Among them, the
webseries Ambassador in Command stands out, in which the
brand ambassador, pilot and journalist Leandro Mello, pro-
vides tips on safe riding.

In line with its commitment to
promoting practical actions for safer
mobility, Honda announced 400 places
in the Safe Riding training for bikers and
motorcycle couriers, in a partnership
with Detran SP. The course will be
taught in the structure of the Honda
Transit Educational Center (CETH) in
Indaiatuba-SP.

400 training
places were made
available

To increase participation, it was neces-
sary to segment the classes: of the 400
professionals enrolled, half will be able
to undergo training throughout 2022,
and the others, in 2023.




HONDA

The Power of Dreams

BOARD MESSAGE SUSTAINABILITY ABOUT THE

REPORT

OVERVIEW  CORPORATE GRI' CONTENT

GOVERNANCE

PERFORMANCE
REPORT

PRESENTATION

K STRATEGY

“Clubinho Honda”

The Transit Educational Centers also offer educa-
tional activities for children. This is the “Clubinho
Honda - Trénsito Amigo” project, existing since
1992 to promote playful activities that invite chil-
dren from 4 to 7 years old to learn about traffic
safety, in a light and fun way.

The CETHs also have the Cidade Mirim do “Clubinho
Honda” on their premises. The space, open to children
from public and private schools, reproduces a city
with the intention of transmitting traffic education
concepts.

On site, a mini-city is simulated, with elements, such
as pedestrian crossings, traffic lights, signposts and
mini electric vehicles so that children can learn the
main traffic rules.

In 2021, in a gradual resumption of face-to-
face activities and following health and safe-
ty protocols, “Clubinho Honda” was present at
two events, held in partnership with CPTRAN
- Transit Police Command, in the city of Sado
Paulo:

* National Transit Week, held from September 18
to 25, in which 2,500 children were able to par-
ticipate in awareness-raising activities for safer
transit;

+ Event for Children’s Week, held in October,
in which 1,743 children were present and
participated in playful activities with a child
transit circuit, exhibition of cartoons and
distribution of printed material and hats.

During the National Transit Week, educational
blitzes were also carried out, with the distribu-
tion of awareness material for safer transit in in-
spection commands.

Furthermore, “Clubinho Honda” directed its
efforts towards digital platforms, promoting
online activities on safe transit for children. In
total, more than 43 thousand children partic-
ipated in the digital actions of “Clubinho Hon-
da” in the last year.

SUMMARY /. 66 °



HONDA
o

e oo Of Drorns PRESENTATION BOARD MESSAGE SUSTAINABILITY ABOUT THE ~ OVERVIEW CORPORATE PERFORMANCE GRI CONTENT o 67 °
STRATEGY REPORT GOVERNANCE  REPORT SUMMARY
[ /
Recall

/7.4% is Takata
airbag inflator
repair rate

Respect for the individual is one of the principles
that govern Honda’s operations around the world.
Based on this, the company makes its recall cam-
paigns throughout the country, free of charge and
with the support of its network of dealerships. The
company seeks to call on customers for repair with
transparency and agility.

Mega Takata airbag recall

The recall of airbags by Takata is the biggest in the his-
tory of the automotive industry in Brazil. Since July
2010, Honda has been calling on its customers to repair
the defective Takata airbag inflator and, by the end of
this report, it carried out 16 campaigns to recall Takata
airbag inflators in cars and 2 campaigns for the Gold-
Wing motorcycle. > « GRI 103-3/416, 416-1

As of the closing of this report, there are 906,267
vehicles in need of recall out of a total of 1,611,187
Takata airbag inflators to be replaced. 1,247,487
Takata airbag inflators have already been repaired,
reaching a service rate of 77.4%.

As of December 2021, Honda has a record of 53
confirmed cases of abnormal Takata airbag inflator
rupture.

Brand initiatives to alert
consumers

Honda has adopted a series of pioneering measures to
expand communication with all owners whose vehicles
have some pending recall and make them aware of the
urgency of repair.

Itis important to remember that, in Brazil, the inten-
tion of changing vehicles by consumers occurs, on
average, every three years. Therefore, it is common
that over time, cars change owners, but, not always,
new owners return to dealerships to carry out revi-
sions and/or occasional periodic repairs, making it
difficult to update the data in Honda'’s records.

Aware of the seriousness of the recall of Takata's airbag
inflators, Honda is leading a series of pioneering initiatives
to raise the campaign’s service rate, going beyond what is
required by current legislation.

Some examples include:

* National broadcasting of exclusive video on open TV
to alert customers;

* Acting in conjunction with the specialized program
AutoEsporte, on TV Globo, in a report that alerts to
the importance of carrying out the recall;
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Digital media campaigns;
Active call center;

Agreement with the DETRANs of S3o Paulo and
Parang, in addition to partnerships with insurance
companies and automatic toll collection companies,
among others, to locate the owners of affected vehi-
cles;

Partnership with SENATRAN to send letters to
customers and notify them via the Digital Transit
Wallet app, reminding them of the need to carry out
the recall;

Delivery of leaflets at toll booths and mall parking
lots;

Disclosure of communication parts in trunk trucks;

National disclosure of the testimonial video of
customer Tiago Ferreira, who also experienced an
abnormal deployment of the Takata airbag infla-
tor. Tiago tells how the episode became serious
after an injury caused by metallic fragments that
were thrown against him when the airbag was de-
ployed. The video is available on Honda'’s website,
at www.honda.com.br/recall;

* Translation and diffusion of the testimonial video
of American customer Stephanie Erdman, who also
experienced an abnormal deployment of the Takata
airbag inflator. The material is available on Honda’s
website at www.honda.com.br/recall.

* In 2020, Honda entered into a partnership with the
High Torque, a channel specialized in automotive me-
chanics with more than 1 million subscribers on You-
Tube, to supply relevant information about the need
for airbag repair. Through an explanatory video, influ-
encer Alexandre Dias Generoso, “ADG”, explained to
his followers how the airbag equipment works, what
failure occurs in defective Takata inflators and the
procedure to replace the component. The video had
more than 65 thousand views and can be watched at:
www.youtube.com/watch?v=RfleL7I89iA.

In 2021, Honda entered into partnerships with vehicle
resale websites, including the webmotors.com.br por-

tal, to display media pieces alerting visitors about the

recall and also sending an email to Honda vehicle ad-

vertisers.

In the last year, the company also sent emails and SMS

to customers registered in the database, using the

myHonda CRM tool.

URGENTE:

Testimonial
video from
customer

Tiago Ferreira

It is possible to check the need for repair through
the website www.honda.com.br/recall
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First, customer Product quality

satisfaction

Providing the highest quality products at the right price
to exceed customer expectations is a fundamental
principle that grounds Honda's operations worldwide.
This commitment is expressed through the words
of our founder, Soichiro Honda, who reinforced that
“100% product quality is not acceptable. We have to
aim for 120%.”

The total quality concept adopted by the brand in-
corporates all business dimensions. Honda believes
that the final product will only offer unique value to
customers if the entire operation is guided by the
same principle, from design, to development, supply
chain management, production, sales, after-sales
and administration. Therefore, the total quality con-
cept is also extended to the entire chain, including
suppliers of parts and raw materials, dealerships and
other partners.

Our focus on customer satisfaction through the
unique quality of our products and services is one of
the main competitive advantages that support the
value of the brand in the long term.

recognized by the customer

Customer satisfaction with the products sold
in Brazil is a key indicator to assess the quality
and performance of the company.

Honda continually invests in surveys that allow
it to identify the degree of customer satisfac-
tion with its products and services, guiding ini-
tiatives for continuous improvement and the
development of new solutions. At the same
time, Honda is attentive to surveys, evaluations
and awards conducted by third parties which
allow it to recognize its strengths and points for
improvement.

Efforts applied
to achieve 120%
quality

0690
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The Selected Ones survey

The “The Selected Ones”, from Quatro Rodas
magazine, gathers the opinions of thousands
of consumers of the best-selling automobiles
in Brazil, who rank several attributes of the
model and the brand, based on their expecta-
tions and actual experience with the product.
The result is a satisfaction index in which 100
indicates that customers’ expectations were
fully met.

In the case of Honda, in 2021, the Honda Civic
model took first place in the Sedans catego-
ry and in the general ranking, with the seal of
Great Winner. It is important to point out that,
over the 20 years of the survey, the Civic is the
model that most conquered the top of the
general ranking of the publication. Other Hon-
da models included in the study also ranked
among the best in the segment.

2021

MAIOR VALOR

> DEREVENDA <

“Best Resale Value” Prize

The “Best Resale Value” prize, promoted by the Au-
toinforme portal, is a certification for cars and mo-
torcycles that least lose resale value. It is a study
that certifies the quality of Honda’'s products and
demonstrates the customer perceived value of its
models . In the 2021 assessment, two Honda models
won first place: the Honda City in the compact se-
dan category and the WR-V in the entry-level com-
pact SUV category.

Among the motorcycles, the Honda CG 160 received
the maximum certification of the study, in the Street
category and in the general ranking, becoming the
motorcycle with the best resale value in Brazil, in
a period of one year. In addition to being the over-
all champion, Honda Motos also won in the Scooter
categories up to 200 cc, with the PCX 150; Scooter,
with the Pop 110i; Naked up to 800cc, with the CB
650R; and Crossover, with the CB 500X.

The study has been conducted since 2000 and the
certification has been granted since 2014.
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“Motorcycle of the Year”

Sponsored by Duas Rodas magazine, the
“Motorcycle of the Year” (Moto do Ano)
award chooses the best motorcycles in the
Engine, Brakes, Suspension, Agility, Comfort,
Design and Cost-Benefit categories, through
a voting with journalists specialized in the
two-wheeler segment. The motorcycle cho-
sen with the highest score among all the par-
ticipants is considered the “Motorcycle of the
Year”. In the 2021 edition of the award, Hon-
da Motos was the winner in four categories:
Scooter, with the X-ADV model; Adventure,
with the CRF 1100L Africa Twin; Sport, with
the CBR 1000RR-R Fireblade SP; and the big
winner as Motorcycle of the Year, also with
the CBR 1000RR-R Fireblade SP model.

In 2021, Honda
Motos was the
winner in four

Quality management system

Honda has a global quality management system, the
G-HQS, implemented in April 2005, with a set of es-
sential standards that support quality assurance and
improvement activities in all operations within the
Honda group.

The system aims at ensuring quality not only in pro-
duction activities, but also in other areas of the com-
pany. Through the G-HQS, Honda clearly defines roles
and responsibilities, standards and indicators for the
development areas, manufacturing, services, pro-
curement and engineering, to continuously improve
its process and product quality.

The G-HQS systematizes the knowledge acquired in-
dependently by Honda in the manufacturing of quality
products and the prevention of potential problems. In
addition to its own system, Honda is also in compli-
ance with ISO certification standards. Currently, four
Honda facilities in South America have the ISO 9001
certification (Moto Honda da Amazénia, Honda Au-
tomobveis Sumaré and Itirapina, and Honda da Argen-
tina).

71 e

categories of the
Motorcycle of the
Year award



ﬁgﬂgﬁ PRESENTATION BOARD MESSAGE ~ SUSTAINABILITY ABOUT THE ~ OVERVIEW CORPORATE PERFORMANCE GRI CONTENT 72 °
STRATEGY REPORT GOVERNANCE ~ REPORT SUMMARY W,

\_ \' °

Honda Quality Cycle

Design and Development Production Preparation Production

Quality assurance is implement- Quality assurance extends to In addition to designing drawings that
ed from the initial stage of prod- production processes through facilitate product manufacturing and
uct design, using the brand’s manufacturing controls that implementing manufacturing controls
experience in design and manu- limit process variability; that limit process variability, the quality
facturing to create designs that assurance conducts rigorous inspec-
facilitate production. tions of parts and vehicles, and ensures

that no product damage occurs during
transportation;

Quality Data

Collection

Based on the information
collected from customers
and markets around the
world, a quality improve-
ment analysis (market qual-
ity improvement system) is
carried out.

Sales and Services

Any quality problems in
the market are detect-
ed by the after-sales
team and handled by
the dealerships, based
on surveys and informa-
tion gathered from cus-
tomers;
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Research & Development

To Honda, the investment in research and
development is crucial to the innovation pro-
cess. To this end, the Research and Develop-
ment Center, located at the Automobile plant
in Sumaré (SP), works strongly on initiatives to
increase the nationalization rate of compo-
nents, using technologies that are less harm-
ful to the environment and adapted to the
specific demands of the countries in the re-
gion..

With state-of-the-art laboratories
and technical equipment, the
Center is currently one of Honda's
main development centers outside
Japan and the USA.

Following this same strategy, the Develop-
ment and Technology Center (CDT), located
at the plant in Manaus (AM), works as a mul-
tidisciplinary technology hub, whose mission
is to strengthen research and create solutions
to meet the needs of the South American
market.

The plant has a product evaluation infra-
structure, as well as a testing ground that
simulates the most varied conditions of
motorcycle use, and engine, gas emis-
sions, and durability testing labs.

In both segments, the resources and
technical competence for research and
developmentin Brazil,added to the global
knowledge in the areas of innovation,
technology, energy management,
robotics, and artificial intelligence,
ensure Honda leads the developments in
mobility.

The research and development area is
also essential to guarantee the quali-
ty of products, by creating drawings and
projects that limit the variability of the
manufacturing process. Honda engineers
have access to a broad base of accumu-
lated knowledge about procedures and
techniques that help to avoid quality
problems in the joint development with
suppliers and in production.

/
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Supplier Management
* GRI102-9

Honda South America seeks to work with sup-
pliers known not only for their service capacity
and quality of products and services, but also for
their ethical performance in the social and envi-
ronmental areas.

Therefore, to be part of the company's team of
suppliers, all companies go through a selection
process conducted in accordance with the global
guidelines set by the headquarters in Japan.

Honda's standard for partner selection and man-
agement is defined by the QCDMEFS (Quality,
Cost, Delivery, Management, Environment, Fi-
nancial, and Safety) methodology.

With a focus on these areas, indicators and pro-
cesses are established for the development and
monitoring of suppliers, such as specifications
for quality, efficiency, service, environmental
management, human resources management,
among others.

Moto Honda

117

national suppliers of
parts
and raw

@ materials

Manaus - AM

S30 Paulo - SP

S

Honda
Automoveis

142

suppliers of parts
and raw materials

New Honda Circle
Suppliers - NHC-S Ambiental

Honda annually applies the New Honda Circle Suppliers - NHC-S Ambi-
ental program, intended to encourage its suppliers to eliminate energy
waste. The partners are thus encouraged to improve the energy efficien-
cy of their machines and equipment, reducing energy consumption and,
consequently, CO, emissions.

In 2021, Honda Automéveis do Brasil managed to get 21 suppliers to
take part which, together, stopped emitting 12,551 tons of CO, into the
atmosphere by means of continuous improvement actions.

At Moto Honda da Amazbnia, after the suspension of the program
in 2020 due to the global pandemic, the NHC Suppliers program was
structured and resumed in virtual format in 2021. There was the par-
ticipation of 54 companies, which worked on various topics of improv-
ing quality and increasing efficiency with average gains of up to 20% in
production processes.

In addition, in 2021, the Manaus (AM) unit implemented the Sus-
tainability Program, with a set of activities such as online seminars
on topics such as sustainability (presence of 64 suppliers) and men-
tal and physical health (with the presence of 92 suppliers); solidarity
campaigns, with the collection of approximately 19 thousand food and
hygiene items, donated to eight charities, and, finally, the company
delivered the Grand Prix for Sustainability, which was attended by 31
companies operating, with a focus on reducing gas emissions, social
inclusion and improving the quality of the mental and physical health
of its associates and the community.
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The number of suppliers, both for the automobile and motorcycle
operations, showed a slight reduction compared to 2020.

At Honda Automdéveis, the number of suppliers increased from 165
to 142, as a result of line-up changes, as explained on page 30 of this
report; and in the Moto Honda da Amazdnia from 118 to 117, due to a
natural process of internal adjustments.

Ensuring the quality of components and materials purchased from
suppliers is essential to provide customers with differentiated
products. Honda frequently visits its suppliers’ facilities to conduct
quality audits based on the “Three Realities Principle”, which em-
phasizes “going to the site”, “knowing the real situation”, and “being
realistic”. These audit activities are conducted both in the produc-
tion preparation stage and during mass production. Based on these
audits, Honda works continuously, together with suppliers, to iden-

tify and implement improvement projects.

Quality in the production process

Honda’s production processes are developed using modern manu-
facturing technologies, which provide parts and components with
high quality standards. In addition, rigorous intermediate inspec-
tions are carried out, using high standards, to raise the quality of
the products even further, always focusing on the customer.
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Market Quality Center

Honda established an area, the Market Qual-
ity Center (MQC), to manage all information
about the quality of the product offered to
the market. The MQC aims to improve the
prevention of issues, as well as quickly de-
tect and solve occurrences. The area gathers
information regarding quality from dealers
throughout Brazil and through the service

department of customer relations centers.
This information is shared with the research
and development, production, and suppli-
er management areas for technical evalua-
tions that allow the identification of causes
and implementation of countermeasures.

Customer relationship

Honda seeks to provide the custom-
er with positive experiences over time
and at all points of contact with the
brand. Thus, a relationship is created
that enables the customer to recog-
nize the brand's value, qualities, and
differentials.

In this mission, one of the major pillars
of Honda in Brazil is its wide network of
dealerships, consisting of 212 points of
sale and services in cars and 1,100 in mo-
torcycles.

In 2021, over

138 thousand

customers were

heard and were

able to give their
opinions

The dealership network is a key partner
that shares the same customer-ori-
ented culture, providing personalized
service from the first contact, product
testing, sales negotiation, service provi-
sion, and implementation of communi-
cation and relationship strategies. The
management of dealerships is closely
monitored by Honda’'s advisory teams
through continuous updates, remote
consulting, and satisfaction surveys on
the service, products, and services pro-
vided.

In 2021, over 138 thousand customers
were heard and were able to give their
opinions, contributing to the company’s
continuous improvement processes.

The training of associates in the dealer-
ship network is another essential factor
to ensure positive customer experienc-
es. In 2021, Honda provided more than
137000 hours of technical and behavioral
training, remote and face-to-face, to the
network's associates involved with ser-
vices and parts.
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Marketing communication Digital Relationship
* GRI 417-3 « BEST QUALITY PROGRAM

Marketing is an important method of commu-
nication between organizations and customers,
and is subject to laws, codes and regulations. An
organization is expected to use fair and responsi-
ble practices in its business and in its relationships
with customers.

Fair and responsible marketing avoids any mislead-
ing, false or discriminatory claims. Thus, Honda acts
in compliance with legal policies and requirements.

In 2021, no cases of non-compliance with laws and/
or voluntary codes were identified.

Honda complies
with policies and
legal requirements

in its marketing
communications

Face-to-face event held in 2019

Best Quality is an initiative by Honda South America aimed at recog-
nizing the technicians, consultants, and service and parts managers
of its network of motorcycle and car dealerships. Through various
evaluation methods, the best professionals advance through the
stages of the program in each category — technician, auto body and
paint repairer, technical consultant, parts consultant, and manager —
until reaching the last stage, which recognizes the most outstanding
professionals in each category.

In 2021, due to the sanitary protocols implemented to contain the
spread of COVID-19, the Best Quality program was exclusively on-
line. Since its launch in 2007, more than 114,000 associates of the
dealership network across South America have participated in the
program, which shows the brand’s commitment to ensuring the high
quality of its after-sales.

Thanks to a strong communication strategy
through digital means and its own CRM plat-
form, entitled “myHonda”, the company and
its entire dealership network maintain rela-
tionships with customers, over time, across
the country, on the most diverse demands.

Online communication is guaranteed not only
for current customers who already have a re-
lationship history with the brand, but also for
those who wish to acquire a Honda product or
service for the first time.

By being part of myHonda, customers and fans
of the brand have access to contents of inter-
est, opportunities and special conditions, and
information about products and services. This
way, Honda ensures excellence in customer
service also in the digital environment, a tool
which proved to be even more important in the
context of social isolation measures adopted in
the fight against the spread of COVID-19.

@ myHonda
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After-sales portal Social Media

Aiming to extend the brand’s excellence to the digital envi-
ronment, bringing more information to users in an easy and
transparent manner, since 2019, Honda’s customers have at
their disposal new tools and functionalities on the after-sales
site, such as consultation and scheduling of overhauls and the
recommended frequency for replacing parts and components
(www.honda.com.br/pos-venda/automoveis). Customers can
also view the values of overhauls and parts, as well as schedule
services, all from the comfort of their own home.

Bl

[eniha

| CSQUECHMNHASEIRA
ESQUECH MEU USUARID ﬂ\ﬂm

myHonda & um al que oferece
g urna ex;e{:‘s&ndmtmnaﬁ;ada.
incluindo contelido & Sengos
exclusivos para clientes &
adrmiradores da marca

www.facebook.com/HondaBR
www.facebook.com/hondaautomoveis
www.facebook.com/HondaMotosBr
www.facebook.com/hondaracingbrasil
www.facebook.com/ConsorcioNacionalHonda
www.facebook.com/bancohondaoficial

In order to maintain another im-
portant communication channel
with the public, Honda is also pres-
ent on social media, offering ser-
vices and varied content about its
products and services.

The pages also raise topics that
constitute the brand's pillars, such
as traffic safety, environment, mo-
tor sports, among others.

www.instagram.com/hondaautosbr
www.instagram.com/hondamotosbr
www.instagram.com/consorciohonda
Honda has approximately 11 million
followers in Brazil across all its offi-
cial channels.

www.linkedin.com/company/honda-brasil

11 million of
followers follow
the Honda brand
on social media

www.youtube.com/HondaMotosBrasil
www.youtube.com/hondabr
www.youtube.com/Hondalnstitucional

/8 e
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People

Honda believes in the Power of Dreams as a driving force to
face challenges and undertake great achievements.

The company thus seeks to maintain an innovative work en-
vironment, capable of creating unique values for society and
customers, where each associate can enjoy the true Joy of
Creation, addressed on page 9 this report.

The Human Resources policy is supported by the fundamen-
tal belief of respect for the individual, which must be under-
stood through three pillars:

* Valuing the initiative of each
associate to realize ideas and
aspirations;

 Equality so that people are
treated fairly, with equal chances;

 The fundamental trust for It is based on this philosophy that Honda incorporates

the establishment of Iasting jche toplc' Diversity in its new materiality matr.lx (more
i ) information on page 15), under the material topic
relationships and for the “Management of People and Diversity”, discussed later

formation of work teams. in this chapter.
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Work
environment
guided by
respect
for human
beings

General Data
* GRI 102-8, 103-2,103-3/402

Honda South America ended 2021 with 11,132 permanent and
679 temporary associates. Every one of them was able to
share this work environment, guided by respect for the hu-
man being, and which encourages professional fulfillment and
development in the long term, in addition to receiving com-
pensation in line with the best market practices. With this
philosophy, Honda manages its human capital and creates a
corporate culture that provides a sustainable competitive ad-
vantage in the long term.

Total number of associates per employment contract (per-
manent and temporary), by gender.

2020 2021
351 605
temporary temporary
10.297 9.706
permanent permanent
212 74
temporary temporary
1436 1.426
permanent permanent

Total number of associates per employment contract
(permanent and temporary), by region.

//.gBC).

/

2020 2021
Temporary Permanent Temporary Permanent
Brazil (North) 317 6,372 488 6,652
Brazil (Southeast) 96 4448 0 3,743
Argentina 0 1034 54 515
Chile 4 79 12 79
Peru 190 89 125 143

As pointed out in the table of associates by region, there was a reduction
in the number of associates at Honda in Argentina, as a result of the clo-
sure of car production operations in the country, a topic explained in the
2020 Sustainability Report, page 22.

There is also a difference in Honda’s workforce in Brazil, in the South-
east region. The result is due to the adequacy of the production struc-
ture of Honda Automédveis to the scenario of the automotive industry,
affected by the pandemic.

On the other hand, at Moto Honda da Amazdnia, in Manaus (AM), and
at the Honda unit in Peru, there was an increase in the number of asso-
ciates. As explained in chapter 5 of this report (page 24), the motorcy-
cle market recorded an increase in demand due to the strengthening of
deliveries during social isolation.


http://www.honda.com.br/sites/cbw/files/sustentabilidade/2021_06_23_RAHonda2020_96dpi.pdf)
http://p�gina%2024
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Conclusion of the transfer to Itirapina (SP)

Honda Automéveis has been restructuring its production activ-
ities since 2019, with the aim of increasing the competitiveness
and sustainability of the operation in the long term. The complete
transfer of car production from the Sumaré-SP plant to the Iti-
rapina (SP) unit, and of the associates involved in the process,
was completed in December 2021.

Overall, around 1,100 associates were transferred from the Su-
maré unit to the new Itirapina plant. Honda provided support at
all stages of the transfer process, offering assistance to profes-
sionals and their families, with open and clear communication,
in addition to an incentive package aligned with the best market
practices.

For associates at the Sumaré unit who were unable to proceed
with the transfer to Itirapina, Honda Automéveis carried out a
voluntary layoffs program. The program aimed to offer conditions
for a safe transition to those who contributed to the company
throughout their careers and also had a robust benefits package,
in line with the best market practices.

Total number of associates by job type
(full-time and part-time), by gender.

2020 2021
10,383 10,251
full-time full-time
273 60
part-time part-time
1,398 1,435
full-time full-time
260 65
part-time part-time

:
®
L
!
4
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Diversity and Inclusion
GRI 405-1

Introduction

Honda understands the topic of Diversity and Inclusion as
being of paramount importance to society, since greater
equality promotes social stability and supports economic
development, in addition to contributing to the company’s
access to a broader and more diversified view of the issues
that surround it.

The topic has become a material topic for the company, as
presented in chapter 4 of this report.

Honda’s Look at Diversity

Diversity in the workplace refers to the plurality of charac-
teristics among associates. It encompasses the respect and
acceptance of people through the recognition of differenc-
es and the uniqueness of each one, and may refer to gender,
race, ethnicity, nationality, age, sexual orientation, disability,
physical characteristic, religious belief, political perspective,
social status among others. An environment based on diver-
sity tends to be more stimulating and flexible, which, added
to the power of dreams, teamwork and the initiative of each
associate, favors innovation and creativity.

Honda incorporates the principles of Diversity into its val-
ues, mainly from the concept of Respect for the individual,

present in the Honda Philosophy. It is believed that each
person is unique and has its own characteristics in the way
of thinking, creating and dreaming and that this unique-
ness must be respected.

This concept is based on three others: Initiative, Equality and
Trust. Through them, there is an incentive not to be limited
to preconceived ideas, to recognize and respect individual
differences, to treat everyone fairly and to offer equal op-
portunities to all.

This ensures a stimulating, productive and positive environ-
ment, where everyone can contribute equally to the compa-
ny’s success and be recognized for their efforts.

How Honda is committed to the topic

Honda is committed to playing an active role in reviewing
its operations and decisions in order to promote diversity
and support equal opportunities in order to propagate an
inclusive culture throughout the company.

These principles apply equally to the recruitment of peo-
ple, career advancement opportunities and remuneration
policies.

SUMMARY /' 82 °
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Diversity and Inclusion Actions

Creation of the Diversity Program
at Honda South America

Honda values the practice of actions aimed
at diversity and, therefore, created the Diver-
sity Program, which contains an action plan
to:

* Recognize differences as a source of
strengthening human potential, generating
value for the organization and society;

* Promoting mutual respect and equal op-
portunities through awareness-raising ac-
tions, aiming at the effective application of
the Honda Philosophy of Respect for the In-
dividual;

* Ensuring the promotion of the principle of
equal opportunities in the areas of Recruit-
ment and Selection, Associate Develop-
ment and Career Management.

Monitoring goals and indicators to increase
Gender Equality in leadership positions*

* The percentage of women in Leadership
Positions at Honda South America is cur-
rently at 11%;

* The percentage of women in the short list
for the selection processes is also moni-
tored.

There is a long way to go towards gender
equality, given that, historically, the automo-
tive sector is predominantly male.

In order to increase the leadership’s aware-
ness and commitment to the topic, item 3,
discussed below, is highlighted.

* Professionals in leadership positions are considered to be
those who perform management and trusting functions.

Awareness and training actions

* Training on Inclusive Leadership, Diversity and Inclusion and
Unconscious Biases for Senior Leadership (directors, vice
presidents and president)

* Training on Unconscious Biases for Human Resources (HR)
leaders and general ESG management

* Training of the HR and Labor Relations teams in Diversity
and Inclusion

Honda South America will remain committed to adopting ac-
tions that minimize inequalities and promote diversity and in-
clusion throughout the company.

2020 2021
Associates

by job category 8 @ 8 @
and gender * *

Directors 16 1 18 0

Managers and General Managers 166 15 165 15
Supervisors 336 52 333 50
Associates - Administrative 1,850 672 1,890 676

Associates - Plant 8258 932 7566 859
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Associates Well-being
and Safety

Occupational Health and Safety
* GRI103-2,103-3/403, 403-2

“There’s no production without safety.” This
quote by founder Soichiro Honda still applies
today and can be seen on posters throughout
the units and heard in the company's hall-
ways.

When it comes to the preservation of the
health and safety of associates and third par-
ties, Honda not only complies with the current
legislation and the regulation of the sectors in
which it operates, but also makes continuous
investments in actions aimed at increasing the
safety and promoting the worker's health.

The Health and Safety area management sup-
ports the company's strategic plan. In addition,
all professionals at Honda are committed to
accident prevention, and the top manage-
ment has an important role in this process,
supporting initiatives and providing resources
for the development and implementation of
preventive programs.

Actions for the fight against the COVID-19
pandemic

Honda is a people-centered company, which
is why it has adopted a series of measures to
fight the COVID-19 pandemic since March
2020.

The company is constantly reviewing
countermeasures in response to the chal-
lenges posed by the COVID-19 pandemic,
prioritizing people's health and safety, com-
pliance with government guidelines, and
business sustainability.

With regard to people's health and safe-
ty, Honda has adopted a strict sanitary pro-
tocol, which was established based on the
best practices adopted globally by the brand.
There are more than 200 sanitary measures,
which take into account the associates en-
tire routine, from the moment they leave
their home, on the shuttle bus, and during the
working day.
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* Expansion of the medical team and creation of a specific ho-

tline for associates and their families, with the aim of speeding = : .—; ;
up the clarification of doubts and guidance; 44

* Full or partial adoption of a working from home regime for ad- ‘
ministrative associates and those whose activities allow re- m

mote work;
* Different and interspersed schedules to avoid crowds;
* Reorganization of spaces, limitation of the number of people, and

adoption of minimum distancing requirements in places such as
shuttle buses, production lines, cafeterias, and meeting rooms;

- New hygiene, cleaning, and sanitization requirements; F
. . . u:.'-ﬁll.
+ Adoption of full-time wearing of masks; R Y i
* Suspension of production activities at certain times, in order to ——
contribute to reducing the spread of the virus (see table on page A - | '

22);

* Reinforcement of sanitary guidelines for the staff, in order to raise
awareness among associates about care and prevention meth-

ods, as well as support the adaptation to new procedures. M O re th a N ZO O h ea |th M ea S U I’QS CO M DOSG th e
 Control of access to units through the HCheck platform, in which h eda |t h an d S afety p I’OtO CO | d d O pte d by H on d d

associates and visitors answer a questionnaire for self-monitor-

ing of health in the fight against the covid-19 pandemic



http://p�gina%2022
http://p�gina%2022

HONDA

The Power of Dreams

PRESENTATION BOARD MESSAGE SUSTAINABILITY ABOUT THE  OVERVIEW CORPORATE PERFORMANCE GRI CONTENT 8 6
STRATEGY REPORT GOVERNANCE  REPORT SUMMARY
Accident- and Honda Automoéveis

incident-free environment

In order to anticipate possible risks and im-
pacts that may arise in its operations, the
company uses methodologies and tools to
map all existing activities.

There are preventive procedures and solutions
in place for each situation mapped, which in-
clude raising the awareness of workers about
the importance of thinking and acting always
considering everyone’s safety first. Honda's goal
is to achieve “zero accidents” across all produc-
tion units.

do Brasil initiatives

In recent years Honda Automéveis do Brasil has
significantly reduced the rate of frequency and
severity of accidents and several safety initia-
tives have been implemented:

» SST - Work Safety Recommendation: Bottom-up
tool created with the aim of increasing associ-
ates’ risk perception and encouraging the search
for improvements to prevent accidents within
the manufacturing environment;

* Accident Mitigation Meetings: Meetings held at
the workplace, in which statistical data from each
sector are presented, the accident prevention
actions adopted in the month, reflection on oc-
currences at other Honda units, data on the use
of safety tools and future planning to mitigate
accidents;

* Cross Inspections: Safety inspections, carried
out by management with monitoring by the
Work Safety team, in all sectors of the plant.
Managers carry out inspections, focusing on
behavioral improvements in production pro-
cesses and mitigating unsafe conditions.

5us€5'rm ue
saaunANl;A
: Do TRABALHO

Acodes rapidas para eliminar
osriscos de acidentes e os
comportamentos inseguros.

Como participar: N

A Comissio do seu Setor
olhe &3 $5Ts, e reakzam
andlises.

Sua sugestio serd analisada,
& vech receberd o comunicado
atravis de sua chefia,

A a-;',(e,&f me!aﬂtad!s

Agora é um sé! Seus pontos valem brindes!”
tos acumulados do COD, PS & S5T 530
& podem ser resgatados em brindes.

U3 m'\tLanﬂ atessal
wwwhinterotive.com.br

@SES&!I BEinterative FHONDA

Work Safety
Recommendation
increases associates’
risk perception and
encourages accident
prevention
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A healthy team

Safety and well-being go hand in hand. With
that in mind, Honda has several measures in
place to preserve the health of its associates,
such as ergonomic studies of work, special-
ized medical care in case of emergencies and
prevention campaigns for raising awareness,
such as the Pink October, focused on fighting
breast cancer, Blue November, to draw atten-
tion to prostate dysfunctions, among oth-
ers. And by health, we also mean emotional
well-being.

The specialty clinic in Manaus offers medical
and psychological support, providing care not
only for the body, but also for the mind of as-
sociates, and supporting well-being.

climate survey

The main indicator that reflects the quality of human
resources management in the company is the evolu-
tion of the annual Climate Survey conducted with all
associates in South America.

The 2021 result remains at a high level, maintaining
the index achieved in 2020, with an 86% favorability
rate, which indicates the general average of respons-
es from satisfied associates.

There was improvement in very important items,
such as: work environment; relationship with the im-
mediate manager and recognition of effort.

The survey results are evaluated by the human re-
sources area to prepare a corporate action plan and
by the managers to define actions focused on the
reality of the different areas.

36% favorability rate achieved in 2027

PRESENTATION BOARD MESSAGE SUSTAINABILITY ABOUT THE ~ OVERVIEW CORPORATE PERFORMANCE GRI CONTENT
STRATEGY REPORT GOVERNANCE ~ REPORT SUMMARY
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Climate Survey
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Associates self-
manage their
training needs
through online

training
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Training and qualification TRAINING 2020 2021
The challenges brought by the covid-19 pandem-
ic continued in 2021, but the provision of online Gender
training was expanded, especially for new associ-
ates (onboarding), on basic qualification training
topics and roadmaps for leadership.
P P P Average number of hours of training re-
In 2021, the Honda Academy, a unified learning ceived by the organization’s associates 45 5.4 5.9 10.3
’ ’ during the reporting period
center for the company, significantly leveraged uring porting pert
training and knowledge sharing actions.
By offering online and synchronous training, Hon- Associate category g @ g @
da allowed access to various contents and learn-
ing paths, enabling associates to self-manage
their training needs. Directors 0 0 32 0
Honda continues to work to expand and strength-
en the offer of online courses to its associates,
with improvement courses for the specific tech-
nical training of the areas, support for professional Managers and General Managers 23 /3 83 163
qualification, assurance of continuous improve-
ment of processes, as well as meeting the needs
for strongerleadership. Associates - Administrative 5.2 75 120 154
Associates - Plant 4.4 4 4.0 4.2
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Leadership School GAP

With a focus on internally developing the company's
leaders, Honda's managers are prepared to inspire,
coordinate and leverage the talents of their teams.

Based on the company’s philosophy, a training
schedule ensures full training of associates with
management positions, through activities and tools,
such as strategic projects in multidisciplinary groups
(Cross-Functional Team), Professional Coaching, In-
dividual Development Plan (PDI), and 360° Assess-
ment.

Careers Page

Platform dedicated to recruiting and selecting talents,
which, in addition to showing the available positions,
brings content that reinforces the precepts of the
company's Philosophy, which is the basis for the ac-
tions and decisions of all the group’s associates.

It also provides information about the different seg-
ments in which Honda operates in the country and
the main activities developed in the five major areas
of activity (Commercial, Production, Research and
Development, Purchasing, and Administrative).

https:/www.honda.com.br/carreira-na-honda/

Through the Global Assighment Program (GAP), as-
sociates participate in international development
programs for acquiring technical and management
skills, as well as to expand the professional network
and knowledge on best practices.

With that, the company empowers its teams to act
in a globalized environment and lead changes in the
business.

Due to COVID-19, the program was temporarily
suspended last year and will be resumed as soon
as possible. 127 associates have participated in the
program over the past eight years.

Several programs are
conducted with associates to
increase professional training
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Voceé protagonista

| Trainee
s Honda 2022

;'3;;61_ ;‘;;}nz bit.ly/traineehonda2022
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Internship Program

This is the main gateway for young profession-
als who seek an inspiring work environment that
values aspects such as initiative, equality, trust,
and communication.

With a maximum duration of 24 months, divided
into three stages, the program reflects a method-
ology focused on the learning and practical expe-
rience in the final area of operation.

In addition to participating in projects and activities
in the defined area, students develop an important
improvement proposal. Throughout their develop-
ment, interns are monitored by area managers and
by the Human Resources department.

In 2021, Honda carried out the selection of its 2022
Internship Program in compliance with all health
and safety protocols required to fight the COVID-19
pandemic. More than 30 internship positions were
offered to work in the commercial, administrative,
and financial areas of the company’s units in S&o
Paulo (SP) and Sumaré (SP).

Trainee Program

Joining a solid company, with a philosophy that values learning and
continuous development, can be a great career opportunity.

Thus, Honda annually holds the Trainee Program, aimed at newly
graduated professionals interested in starting their professional ca-
reer.

The program targets recent graduates (up to two years) with com-
mand of the English language, from courses such as Business Ad-
ministration, Computer Science, Engineering, Technology, Statistics,
Physics, Marketing, Mathematics, and Information Systems, among
others.

The trainees spend the first three months in job rotation through
the main areas of the company and the following nine months in ac-
tivities in their own areas. They will also develop projects to improve
the areas they work in, in addition to receiving a specific training and
mentoring program with managers.

Honda opened the selection process for its Trainee program in Jan-
uary 2022, offering 16 positions for the company’s units in Sdo Paulo
(SP), Sumaré (SP), Indaiatuba (SP) and Manaus (AM).

The positions were intended for work in the areas of Information
Technology, Commercial, Marketing, Credit, Legal, Auditing, In-
surance, Risks and Compliance. The selection process complied
with all health and safety protocols required to fight the COVID-19
pandemic.
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NHC

The Honda Philosophy is annually celebrated
through the NHC (New Honda Circle) devel-
opment program. In the NHC, associates from
all areas and units are invited to form working
groups dedicated to identifying opportunities,
developing and implementing innovation proj-
ects and improvements in processes and in the
work environment as a whole.

The projects must be developed according to
the program’s methodology and are an oppor-
tunity for associates to learn about quality tools,
exchange knowledge and obtain visibility and
recognition, since the leading groups have the
opportunity to participate in national and inter-
national conventions, sharing their experiences
and creations.

With that, Honda values human capital, en-
couraging ideas and recognizing individual
dedication towards joint learning.

In 2021, in South America, more than a thousand
circles participated in NHC activities.

Financial Education for All

To assist its associates with their financial
planning, in 2019, Honda started the program
“Financial Education for All”.

Without any restrictions regarding age or posi-
tion, the initiative offers lectures and workshops
for financial balance, with investment tips for
beginners, as well as those who already have
knowledge in the area and wish to expand it.

In 2021, associates were encouraged to check
out our virtual actions and newsletters.

Associates are
invited to participate
in complementary
programs, which
contribute to
personal and
professional
development

/
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47 social
actions

and projects
were carried
out by Honda
units in South
America in 2021

Local Communities
* GRI103-2,103-3/203, 203-1*

Honda’s vision of sharing joy with people would not
be complete without its work with local communi-
ties.

Several social actions are currently carried out in
the six regions of global operations, with the pur-
pose of sharing the joy with people from all over
the world and becoming a company desired by so-
Ciety.

Honda also strives to support initiatives that re-
flect local circumstances in its corporate activities
abroad.

These activities are also in line with the contents
and objectives of international discussions, such as
the SDGs (Sustainable Development Goals).

In 2017, seeking to improve the direction and focus
of action of social projects and actions in the re-
gion, Honda South America prepared its Policy for
Social Actions and Sponsorship, adapting the Glob-
al Policy guidelines to the regional reality.

During the period from January 1, 2021 to December
31, 2021, 47 social actions and projects were carried
out, which represented an investment of approxi-
mately 405 thousand dollars. Of that amount, 18%

(about US$ 73,000.00) were investments made via
the Cultural Incentive Law — the Rouanet Law.

Social contributions by Honda in the context of the
COVID-19 pandemic

The COVID-19 pandemic also required flexibility to
maintain face-to-face social contributions actions
following the safety protocols proposed by the
Ministry of Health.

Many projects could be adapted to a remote for-
mat, such as the activities developed by Honda’s
Transit Education Center (CETH) — Clubinho Hon-
da and Harmonia no Transito (more information on

page 64).

In line with the global mobilization to fight the ef-
fects of the COVID-19 pandemic, Honda’s plants in
South America joined efforts to support communi-
ties.

Several donations in partnership with the Solidarity
Funds were made in the cities of Manaus, Sumaré,
Itirapina, Buenos Aires and Lima. In total, 18 actions
were carried out and accounted for an amount of
about 140 thousand dollars.

In Brazil, at the beginning of 2021, the State of
Amazonas faced an alarming situation of lack of
oxygen in hospitals. As support, Honda donat-
ed 20,300 cubic meters of oxygen, equivalent to
2,035 cylinders. The company’s dealership network
also contributed to this initiative and donated the
equivalent of 4,100 oxygen cylinders to the popu-
lation of Manaus.

In addition, in a voluntary initiative, Moto Honda
da Amazonia engaged in a project by the White
Martins company for the reactivation of the T15
oxygen-producing cryogenic plant, a unit that had
been inoperative since 2009, in the city of Manaus
(AM). A team of engineers and technicians from
both companies worked on the complete renova-
tion of the facilities and equipment, ranging from
simple repairs and replacement of components to
complex in-house manufacturing of parts.

In another action, carried out in March 2021, 10,000
face shield masks were donated to the Municipality
of S&o Paulo (Municipal Government Secretariat)
to reinforce the individual protection of frontline
workers in the fight against the pandemic.

SUMMARY /. 92 °
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Other initiatives

Initiatives with local
communities complement
Honda's framework of
social actions

In celebration of the Environment Day, Moto Hon-
da da Amazénia carried out the action “Planting
the Future”, which was based on the premise of
planting 1,000 seedlings of native species, such
as acal, cupuacu, ipé-roxo, among others, at the
premises of the company, and distribution to as-
sociates to encourage the practice of reforesta-
tion.

In June and December 2021, Honda also carried
out food collection actions. Associates voluntari-
ly donated items from the basic food basket and,
with the company’s supplement, 88 tons of food
were collected, equivalent to 5,878 baskets, which
made it possible to support 35 communities and
institutions that help people in situations of social
vulnerability.

The action involved the associates of the
group “Sou Voluntéario Honda”, who assembled
the basic food baskets and delivered the food
to communities in Manaus (AM).

Associates at Honda Automéveis do Brasil
plants also engaged in a food donation cam-
paign. The action was carried out between May
3rd and 21st and collected nine tons of food for
communities in the cities of Sumaré and Iti-
rapina, both in the interior of Sdo Paulo.

In addition, in March 2021, 10 XRE 300 motor-
cycles were donated to CET (Companhia de
Engenharia e Tréafego), to be used in the or-
ganization and control of transit in the city of
S30 Paulo. Also in March 2021, 10 XRE 300 mo-
torcycles were donated to the Municipal Pub-
lic Security Department (SMSU) of Sao Paulo,
to be used in municipal patrol services.

0930
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Incentive to education
* GRI 203-1°

Recognizing the importance of education in indi-
vidual training, Honda has offered the Professional
Training Course for residents of Recife (PE) since
2007 The initiative is carried out at the premises of
its Training Center, located in the city.

Along 870 hours of training, students participate in
theoretical and technical classes in automobile and
motorcycle mechanics, with topics like metrology,
electricity, overhauls, periodic inspections and oth-
ers.

The classes also include modules with guidance on
sales, negotiation techniques, health, family rela-
tionships, information technology, the environment,
traffic safety and the importance of volunteer work.

The selection process for young people who participate in
the annual course begins with an analysis of basic criteria
such as age, education and social vulnerability. Applicants
should be between 18 and 20 years old and attend high
school. The next steps involve a written test, group dynam-
ics and visits to families.

Since its first edition, 272 young people have benefited from
the project and around 80% of them are employed in differ-
ent roles, some of them starting their professional careers
at Honda dealerships.

Due to the COVID-19 pandemic in the country, the Profes-
sional Training Course was canceled in 2020 and 2021. The
program returns in 2022, following all health and safety
protocols, in a hybrid format, with a mix between face-to-
face and distance learning, so that it can be made possible
during the time of a pandemic.

Recife Professional Training Course
resumes activities in 2022

0940
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Mobility and Innovation

In its 2030 Vision, Honda expresses a yearning “To serve
people worldwide with the joy of expanding the potential
of their lives” and “lead the advancement of mobility and
improve the everyday life”. That is why it develops solu-
tions designed to be beneficial for society.

As detailed in Chapter 3 of this report (Sustainability
Strategy), Honda has set specific guidelines for the im-
plementation of Vision 2030, which includes the develop-
ment of various mobility solutions.

Thus, the “Mobility and Innovation” chapter presents Honda’s
initiatives, research and cutting-edge technologies and how
they converge to create a carbon-free society and with zero
traffic accidents.

It should be noted that Honda continuously reviews the
adoption of its technologies in the markets in which it oper-
ates. The company’s policy is to offer the right technology, in
the right place, at the right time. And to do this, we need to
evaluate several factors such as the country’s energy ma-
trix, public infrastructure, market and geographical charac-
teristics, and consumer profile.

‘. o ‘
Ll
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Honda develops
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Global initiatives for a carbon-free society

In April 2022, Honda Motor announced investments of 8 tril-
lion yen in Research and Development over the next 10 years.
The company plans to invest 5 trillion yen for electrification and
software development alone.

In addition, Honda Motor announced plans to launch 30 new
electric vehicle models by 2030 and reach an annual produc-
tion volume of 2 million units.

With regard to batteries, which are a key challenge in the elec-
tric vehicle era, the company has accelerated the internal de-
velopment of technologies, particularly solid-state technolo-
gies, with the aim of using them in its models in the second
half of the 2020s.

All of these advances demonstrate Honda’s ability to innovate
and offer products and technologies that meet the brand’s
goals. And these investments are essential to ensure the long-
term sustainability of the company worldwide, including in
Brazil.

Moreover, with a focus on strengthening its capabilities and
accelerating development in the areas of electrification, safe-
ty and software, Honda Motor recently announced a partner-
ship with SONY and GM.

Electrification in Brazil

In the area of electrification, Honda Automéveis do Brasil in-
troduced, in 2021, its first hybrid model, the Honda Accord.
Honda’s hybrid technology - e:HEV - brings a unique system
composed of two electric motors (one generator and one pro-
pulsion) and a combustion engine, providing three possible
modes of driving: the only electric, the hybrid or the combus-
tion. The system automatically chooses the option that of-
fers the best relationship between performance and low con-
sumption, depending on the driving conditions.

In April 2022, the company announced two more hybrid mod-
els for the Brazilian market: the 11th generation of the Civic, to
be launched in the last four months of 2022, and the imported
CR-V, which will launched in 2023, thus fulfilling the commit-
ment made to introduce three hybrid models in the country.

e:TECHNOLOGY

Honda globally introduced the e TECH-
NOLOGY nomenclature, which en-
compasses the brand’s high-efficien-
cy electrification solutions. Honda
e-TECHNOLOGY products aim to min-
imize energy consumption and make
daily life more pleasant.

Honda EITECHNOLOGY

HE\V
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Honda is striving to achieve carbon neutrality in its products and
corporate activities by 2050. Among the initiatives to achieve this
goal, the company has developed the concept of “Honda eMaaS”
(Electric Mobility as a Service), which will contribute to the “free-
dom of mobility” and “expansion of the use of renewable energy” by
connecting electric mobility products and energy service.

Based on this concept, Honda will expand the use of renewable en-
ergy by expanding the range of electrified products - motorcycles
and automobiles - in addition to increased use of the Honda Mobile
Power Pack (MPP), the brand's portable and interchangeable bat-
tery system, and initiatives for expanded use of renewable energy.

The initiatives to expand the use of renewable energy include:

 Seeking the proper balance between electricity demand and sup-
ply by installing a storage function through the Honda Mobile
Power Pack (MPP) and other devices;

- Better usability of renewable energy by addressing the central
issue of this type of energy, which is its sensitivity to natural
conditions, reducing the load on the electricity grid (using the
storage function);

* Possibility of supplying electricity stored in the MPP and other
devices to the electrical grid in the event of a power failure.

Another initiative worth mentioning is Honda’s partnership with the
V2X Suisse Consortium. Honda will supply 50 Honda e electric ve-
hicles to Switzerland’s car sharing operator, Mobility. The Honda e
units will be used as part of a car sharing fleet in a pioneering tri-
al which uses the Honda’s bi-directional charging function to feed
energy back to the grid when the vehicles are not in use for sharing.

To allow bi-directional charging, Honda is also providing 35 Honda
Power Manager units. These will deliver vehicle-to-grid (V2G) en-
ergy recovery capability for Mobility, at various urban and subur-
ban sites across Switzerland.

In this project, a total of 50 Honda e units will be allocated to 40
stations across Switzerland. A single Honda e can feed up to 20
kilowatts of power back into the grid when plugged into a bi-direc-
tional charging station. This not only regulates power to stabilize
the grid during periods of high demand and minimize bottlenecks
in the distribution of energy, but also reduces the need for expen-
sive grid expansions as demand for EV charging increases.
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Global initiatives for a society with zero
traffic accidents

Committed to making a society free from traffic
accidents, based on its slogan “Safety for all”, Hon-
da has long been at the forefront of global safety
technology research and development.

In 2021, Honda introduced the Legend luxury sedan
equipped with the new Honda SENSING Elite sys-
tem, which represents a new level in the area of ad-
vanced safety technologies.

Honda SENSING Elite is a version of Honda
SENSING, the advanced safety and driver assis-
tance technology package currently available for
Honda vehicles worldwide. The name “Elite” rep-
resents the premium technologies included in
this latest release.

One of the highly differentiated technologies is
the “Traffic Jam Pilot” function, qualified for Level
3 autonomous driving (autonomous driving con-
ditioned in a limited area), for which Honda re-
ceived type designation from the Japanese Minis-
try of Land, Infrastructure, Transport and Tourism
(MLIT). The Traffic Jam Pilot technology allows the
autonomous steering system to steer the vehicle,
instead of the driver, under certain conditions,

such as when the vehicle is on an expressway
with congested traffic. Honda is the first and
only brand in the world to launch a Level-3
autonomous driving vehicle.

Also in 2021, Honda Motor Co., Ltd. unveiled
the new Honda SENSING 360, an omnidi-
rectional safety and driver-assistive system
which removes blind spots around the vehi-
cle and contributes to collision avoidance and
the reduction of driver burden while driving.
Further evolved from the previous system,
Honda SENSING 360 features an expanded
sensing range not only in the front and rear,
but omnidirectionally around the vehicle.

Application of Honda SENSING 360 will be-
gin in 2022 with an automobile product intro-
duced in the Chinese market. Honda will strive
to expand the application to all models to go
on sale in all major markets by 2030.

0980
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Honda'’s safety pioneering

Honda believes that the damage of acci-
dents can be effectively reduced by fully
understanding the real accident situa-
tions in a real-world traffic environment
comprising multiple types of road users,
including motorcycles and automobiles,
and by conducting detailed analysis on
accident mechanisms.

With this in mind, Honda has developed
the world’s first pedestrian dummy, an
anthropomorphic model used to re-
produce the human body’s kinematics
during vehicle-to-pedestrian collision.
Its aim is to identify the portions of the
vehicle body most often resulting in in-
juries and to reduce pedestrian head in-
juries during the collision with a vehicle.

The Company has also established the
world’s first indoor omni-directional
crash test facility to conduct research
into more realistic crash configurations.

As for pedestrian dummies, in order to
enhance safety for the traffic society as
a whole, their use is not only limited to
the development of Honda’'s products.
They are also leased to other compa-
nies and research institutions across the
world, widely contributing to studies on
pedestrian protection.

In addition to the above, Honda has be-
come the first company in the world to
provide a number of new technologies.
These include the driver-side SRS airbag,
Advanced Compatibility Engineering
(ACE) body structure, Collision Mitiga-
tion Braking System (CMBS) and “Honda
SENSING/AcuraWatch” advanced safe-
ty and driver-assistance system

Application of safety technologies in Brazil

As explained in more detail in the Safety chapter of this report (page 59), Honda has
introduced Honda SENSING in Brazil, which since 2018 has been equipped as stan-
dard equipment in the Honda Accord; in the CR-V model, the brand’s most com-
plete SUV in Brazil; and in the New City and New City Hatchback models, the first
models produced in Brazil with integrated safety and driver assistance technology.
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Initiatives in new areas

In addition to research on advanced environ-
mental and safety technologies, Honda R&D
Co., Ltd., which takes a lead role in Honda’s
technology research and development, is pur-
suing outside-the-box research on technolo-
gies that will bring about new value for people
by expanding the potential of mobility into the
3rd dimension and 4th dimension, which de-
fies the constraints of time and space, and ul-
timately into outer space.

These new initiatives are made possible by core
technologies Honda has amassed to date, in-
cluding technologies in the areas of combus-
tion, electrification, control and robotics.

Through the comprehensive use of such
technological strengths, Honda will strive
to realize the joy of expanding people’s life’'s
potential in new areas in addition to existing
business areas.

These new areas include an electric vertical
take-off and landing aircraft, avatar robot with
a goal to expand the range of human ability
and a new challenge in the field of outer space.

Honda already offers mobility in the skies with its
HondaJet business jet. And to make it even more
accessible for more people, the company is de-
veloping its eVTOL (electric Vertical Take-off and
Landing) aircraft by taking advantage of a wide
range of its existing technologies.

In addition to clean operation realized by elec-
trification technologies, the eVTOL features
safety at a level equivalent to that of commer-
cial passenger airplanes realized by its simple
structure and decentralized propulsive system
and quietness due to relatively small diameter
of rotors. This makes it possible for eVTOL to
take off and land in the middle of a city without
causing noise issues. Because of such features,
the development race for eVTOL aircraft is get-
ting increasingly vigorous However, all-electric
eVTOL aircraft face a range issue due to limit-
ed battery capacity, therefore the realistic use
area is limited to intra-city transportation.

Honda eV TOL

eV TOL aims to make mobility in the
skies more accessible for people
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Honda avatar robot

Striving to expand human potential and make people’s
lives without constraints and more enjoyable, Honda has
been continuously working on robotics research. As a part
of next-generation Honda robotics, Honda is pursuing de-
velopment for the practical applications of Honda's origi-
nal avatar robot to expand the range of human ability vir-
tually without the constraints of time and place.

The greatest merit of an avatar robot, which can act as
a second self of the user, is that the user can perform
tasks and experience things without being there in per-
son, including the realistic sense of handling objects re-
motely. What will become the core of the realization of
such an avatar robot is the multi-fingered robotic hand
developed while leveraging Honda’ strengths in robotics
technologies and Honda'’s original Al-supported remote
control function.

The company is striving to begin technology demonstra-
tion testing of the Honda Avatar Robot before March 2024,
with a vision to put it into practical use in the 2030s.
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Challenges on the

lunar surface:

As international momentum for expanding
the range of human activities outside the
Earth continues to grow, Honda began initia-
tives to strive for the expansion of human ac-
tivities and development on the lunar surface.
It is said that there is water on the Moon, and
the various possibilities that the use of water
may open up are attracting attention. Honda
is conducting a joint research with the Japan
Aerospace Exploration Agency (JAXA) with a
goal to build a circulative renewable energy
system on the lunar surface by leveraging fuel
cell technologies and high differential pres-
sure water electrolysis technologies Honda
has amassed to date.

Renewable Energy Circulating System

( Activity J

-

f High Differential Pressure N
i Water Electrolysis System h:-

By combining Honda’s fuel cell technologies
and high differential pressure water electroly-
sis technologies, and by using electricity from
renewable energy sources, the system elec-
trically decomposes water and stores hydro-
gen and oxygen. Then, using that hydrogen
and oxygen, Honda’s fuel cell technologies
can generate and supply electricity.

> ®

!

L

Fuel cell system

Honda is also working on the develop-
ment of small rockets. This work was ini-
tiated by the proposal made by young
Honda engineers who wanted to build
a small rocket by utilizing core technol-
ogies, such as combustion and control
technologies, that Honda has amassed
through the development of various
products.

Honda began
initiatives to strive
for the expansion
of human activities
and development on
the lunar surface

In addition to a full commitment
to its environmental and safety
challenges, Honda will continue
pursuing outside-the-box re-
search to leverage its core tech-
nologies and take on challenges in
new areas to bring about new val-
ue that overcomes the constraints
of time and space of people.
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GRI 101: FOUNDATION 2016

General Disclosures

GRI102: General Disclosures 2016

102-1 - Name of the organization page 15
102-2 - Activities, brands, products, and services page 19
102-3 - Location of headquarters page 19
102-4 - Location of operations page 19

102-5 - Ownership and legal form

Limited liability company

102-6 - Markets served page 19
102-7 - Scale of the organization page 19
102-8 - Information on associates and other workers page 80
102-9 - Supply chain page 74
102-10 - Significant changes to the organization and its supply chain Pages 22 and 74
102-11 - Precautionary principle or approach page 37

102-12 -External initiatives

Honda South America is not signatory of voluntary commitments.
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102-13 - Membership of associations

ABEEdlica - Brazilian Wind Energy Association | ABRACICLO - Brazilian Association
of Manufacturers of Motorcycles, Mopeds, Scooters, Bicycles and Similar Vehicles
| SIMEFRE - Materials and Railway, Highway and Two-Wheeler Industry Union |
ANFAVEA/SINFAVEA - National Association of Automobile Vehicle Manufacturers /
National Union of the Tractor, Truck, Automobile, and Similar Vehicle Industry | AEA -
Brazilian Automotive Engineering Association | FIEAM - Federation of Industries for the
State of Amazonas | CIEAM - Industry Center for the State of Amazonas | AFICAM -
Association of Component Manufacturers for the Amazon Region | Japanese-Brazilian
Chamber of Commerce for the States of Amazonas and S&o Paulo | ABIAPE — Brazilian
Association of the Investors in Self-Production of Energy | FIESP-CIESP- Federation
of Industries of the State of Séo Paulo — Center of Industries of the State of Sdo Paulo
| AMCHAM — American Chamber of Commerce | IQA -> Automotive Quality Institute

GRI102: General Disclosures 2016 102-14 - Statement from senior decision-maker

page 6
102-16 - Values, principles, standards, and norms of behavior page 9
102-17 - Mechanisms for advice and concerns about ethics page 39
102-18 - Governance structure page 37
102-40 - List of stakeholder groups page 15

102-41 - Collective bargaining agreements

100% of associates hired under the CLT system are covered
by collective labor agreements and conventions

102-42 - Identifying and selecting stakeholders

page 15

102-43 - Approach to stakeholder engagement

page 15

*105-
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102-44 - Key topics and concerns raised page 15
102-45 - Entities included in the consolidated financial statements page 15
102-46 - Defining report content and topic boundaries page 15
102-47 - List of material topics page 15
102-48 - Restatements of information page 15
102-49 - Changes in reporting page 15
102-50 - Reporting period page 15
102-51 - Date of most recent report 2021

GRI102: General Disclosures 2016

102-52 - Reporting cycle

Annual reporting

102-53 - Contact point for questions regarding the report

For suggestions regarding the content of the Report, please contact us on the phones:
Motorcycles and Power Products: 0800 055 22 21
Automobiles: 0800 0171213
Banco Honda: (11) 2172 7080
Consoércio Honda: (11) 2172 7007

102-54 - Claims of reporting in accordance with the GRI Standards

page 15

102-55 - GRI content index

page 103

102-56 - External assurance

The Sustainability Report is not externally verified

-106-
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MATERIAL TOPICS

Quality of Products and Services

103-1 - Explanation of the material topic and its Boundary Page 15
GRI103: Management Approach The management approach and its components Page 77
103-3 - Evaluation of the management approach Page 77

GRI 417-3: Cases of non-
compliance in relation to 417-3 - Cases of non-compliance in relation to marketing communication Page 77
marketing communication 2016

Customer satisfaction

GRI103: Management Approach 103-3 - Evaluation of the management approach Page 69

+ Customers surveyed in satisfaction survey

[
Own Control ftem * Brand image surveys and public awards

Pages 70,71,76,77 and 78

Mobility and Innovation

103-1 - Explanation of the material topic and its Boundary Page 15

GRI103: Management Approach
The management approach and its components Page 95

* New product and service launches
* Report on global brand innovations

/ I

Own Control Iltem Pages 95 to 102
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Education and Traffic Safety

103-1 - Explanation of the material topic and its Boundary Page 15
GRI103: Management Approach
The management approach and its components Page 59
+ Goals and/or commitments to promote traffic safety
+ New technologies in products
Own Control Iltem + CETH people impacted Pages 59 to 68
+ New initiatives (agreements)
* Takata recall service index
Operational Emissions and Eco-efficiency
Emissions
103-1 - Explanation of the material topic and its Boundary Page 15
GRI 103: Management Approach The management approach and its components Page 45
103-3 - Evaluation of the management approach Page 45
305-1 - Direct (Scope 1) GHG emissions Page 48
305-2 - Energy indirect (Scope 2) GHG emissions Page 48
GRI 305: Emissions 2016
305-4 - Greenhouse Gas (GHG) emissions intensity Page 49
305-7 - Emissions of NOX, SOX and other significant atmospheric emissions Page 49

S~



HONDA

The Power of Dreams PRESENTATION

o

BOARD MESSAGE SUSTAINABILITY

ABOUT THE

OVERVIEW  CORPORATE PERFORMANCE

GRI CONTENT

=109+

STRATEGY GOVERNANCE REPORT SUMMARY
@ /
GRI STANDARD DISCLOSURE PAGE AND/OR URL OMISSION

\_ |

_/

Eco-efficiency of operations

103-1 - Explanation of the material topic and its Boundary Page 15
GRI103: Management Approach The management approach and its components Page 52

103-3 - Evaluation of the management approach Page 52
Energy

GRI 302-1: Energy Page 52
GRI 302-1: Energy GRI 302-3: Energy Intensity Rate Page 53

GRI 302-4: Reduction in Energy Consumption Page 53
Water

103-1 - Explanation of the material topic and its Boundary Page 15
GRI103: Management Approach The management approach and its components Pages 54 and 55

103-3 - Evaluation of the management approach Pages 54 and 55
GRI 303: Water 2016 303-1 - Water withdrawal by source Page 54
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Waste and Recycling

103-1 - Explanation of the material topic and its Boundary page 15
GRI103: Management Approach ~ The management approach and its components page 56 and 57
103-3 - Evaluation of the management approach page 56 and 57
GRI 306: Effluents and waste 2016  306-2 - Waste by type and disposal method page 56
People and Diversity Management
Labor Relations
103-1 - Explanation of the material topic and its Boundary page 15
GRI103: Management Approach The management approach and its components page 80
103-3 - Evaluation of the management approach page 80

GRI 402: Labor Relations 2016 402-1 Minimum notice periods regarding operational changes

Associates are informed
at least 30 days in advance
in case of internal recruitments
that involve changing their domicile
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Occupational Health and Safety

103-1 - Explanation of the material topic and its Boundary page 15
GRI103: Management Approach ~ The management approach and its components Page 84 to 87

103-3 - Evaluation of the management approach Page 84 to 87
GRI 403: Occupational 403-2 - Types and rates of injuries, occupational diseases, lost not detailed
Health and Safety 2016 days, absenteeism and number of work-related deaths
Training and Education

103-1 - Explanation of the material topic and its Boundary page 15
GRI103: Management Approach The management approach and its components pages 88 to 91

103-3 - Evaluation of the management approach pages 88 to 91
Sj&:i?o:]—r;éqgg and 404-1 - Average hours of training per year per associate page 88
Diversity and Inclusion

103-1 - Explanation of the material topic and its Boundary page 15
GRI103: Management Approach The management approach and its components Pages 82 and 83

103-3 - Evaluation of the management approach Pages 82 and 83
GRI 405-1: Diversity in governance GRI 405-1: Diversity in governance bodies and associates Page 83

bodies and associates

L~
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Ethics and Governance

103-1 - Explanation of the material topic and its Boundary page 15
GRI103: Management Approach ~ The management approach and its components page 37to 42

103-3 - Evaluation of the management approach page 37to 42

102-16 - Values, principles, norms and codes of behavior page 37

102-17 - Mechanisms for guidelines and concerns regarding ethics page 40
GRI102-16,102-17, 205-2, 4151 205-2 - Communication and training in policies and procedures for

fight against corruption page 41

419-1 - Non-compliance with laws and regulations in the socioeconomic area page 39

S~



HONDA

The Power of Dreams

o

/

PRESENTATION BOARD MESSAGE SUSTAINABILITY ABOUT THE ~ OVERVIEW CORPORATE PERFORMANCE GRI CONTENT
STRATEGY REPORT GOVERNANCE REPORT SUMMARY
@

CREDITS AND CORPORATE
INFORMATION

Honda South America Ltda.

Estr. Municipal Valéncio Calegari, 777 (Av. Interna 6)
District: Nova Veneza

Sumaré (SP)

CEP: 13181-903

General Coordination for the Development of the Sustainability Report
Public Relations Department of Honda South America
Environment, Social and Governance (ESG) Department of Honda South America

Editorial Coordination
Pedro Rezende, Tassia Rodrigues and Aline Cerri

Coordination for the Collection of GRI Disclosures and Texts
Pedro Rezende, Tassia Rodrigues and Aline Cerri

Graphic Design, Layout and Infographics
MagentasLab

Photographs
Honda’s Archives, Freepik and The Noun project, Unsplash, Pexel, Adobe
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