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LETTER ON COVID-19

As this report is being published, the world is facing an unprecedented situa-
tion in recent history. The COVID-19 pandemic is profoundly changing the way 
we live, relate, and work, with new challenges arising every day.

Honda has been adapting its business management model to continue adding 
value to all its stakeholders and, in the midst of this scenario, has defi ned three 
priority guidelines.

The fi rst and foremost was to ensure the health and safety of people, support-
ed by the universal value of human life.

To this end, the company suspended production in all of its car and motorcy-
cle plants in the region during the most acute phase of virus transmission and 
adopted home o�  ce for eligible activities. The gradual return of production 
activities followed the guidelines of the health authorities, with strict health 
protocols, developed based Honda’s best global practices.

The second guideline has to do with the need to ensure business continuity, 
severely impacted by the pandemic.

At fi rst, the focus was on ensuring liquidity and availability of resources to go 
through the most acute phase of the crisis. Subsequently, a complete revision 
of the short- and medium-term business plan was conducted in order to rap-
idly adapt to the new scenario.

Support for business partners to contribute to the continuity of the entire 
chain, composed of suppliers and dealers, was an essential initiative to guar-
antee the long-term sustainability of the operation.

The third guideline was to dedicate resources to contribute to the fi ght against 
the pandemic in the communities where the company operates. Honda worked 
in maintenance and repair of ventilators, in the production and donation of face 
shields, and donated products, food and medication to help, among others, the 
professionals directly involved in the fi ght against the disease.

This challenge can only be overcome with the collaboration of all individuals, 
public, and private entities, and Honda 
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“A DREAM IS 
NEVER TOO BIG.”

Soichiro Honda

Behind the Honda brand there is an extraordinary sto-
ry of a man and his dream. The 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 became 
increasingly popular in the country at the beginning of 
the 20th century. 

He was fascinated when he saw a motorcar for the 
fi rst time and, from that point on, he started dream-
ing about the idea of building his own car. At the age 
of 15 he moved to Tokyo and started working in a me-
chanic shop. That’s where, combining industrial and 
craft techniques, he had the opportunity to build his 
dream car, the “Curtiss.” The model was tested and 
approved for racing and, in 1924, won the Japan Mo-
torcar Championship. Soichiro Honda was only 18 
years old at that time. 

At the age of 21, he returned to his hometown and 
worked in a mechanic shop until he had enough capi-
tal to open his own auto parts plant, where he started 
producing piston rings.

Soichiro Honda lived through two major wars and a 
confl ict between China and Japan. After World War 
II, the country was completely devastated and he lost 
everything he had built because of the bombings and 
an earthquake that further shook the country. 

One of the worst problems at that time was transpor-
tation. With the rationing of fuel and crowded trains, 
Soichiro Honda bought a batch of used motors for 
generators and adapted them on bicycles. That’s how 
he started selling the fi rst mopeds.

The production of motorcycles gradually improved 
and increased, cars became part of the production 
line and, little by little, factories were being installed 
throughout 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 auto industry, known and respected worldwide.

Soichiro Honda passed away in 1991, but his dream 
lives on. Inspired by the power of dreams, the com-
pany seeks, through its products and services, to pro-
vide di� erentiated experiences to people. Honda’s 
commitment is to provide joy and improve people’s 
lives through mobility.

Thanks to the belief and perseverance of its founder, 
Honda is a global company with 71 years of history and 
has been active in South America for 48 years, where 
it produces, imports and markets motorcycles, auto-
mobiles, ATVs, and power products. In 2015, Soichiro’s 
dream grew wings and the company started to market 
the HondaJet business jet, the most advanced on the 
market in its category.

Through Honda South America, the holding company 
responsible for all the group’s operations in the region, 
the company has production units in Brazil, Argen-
tina, and Peru, in addition to an import unit in Chile 
and more than 2,700 points of sale, which guarantees 
brand presence in the main cities in South America.

This report contains information and data on opera-
tions in South America in 2019. With it, Honda main-
tains a relationship of transparency with its audiences 
and provides information on the actions, projects and 
results achieved by its subsidiaries in the region. This 
is an important publication regarding the realization 
of Soichiro Honda’s dream and the commitment of the 
company’s operations to the global 2030 vision that 
Honda’s products can further expand the joy of mobil-
ity and the potential of people’s lives. 

Enjoy your reading!
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MESSAGE FROM
THE ADMINISTRATION

  M E S S A G E  F R O M  T H E  A D M I N I S T R A T I O N 5

Operating in South America for 48 years, Honda’s pri-
ority has been to grow sustainably, with a focus on 
bringing joy to customers, business partners, and oth-
er audiences with whom we interact.

Our 2030 vision, formulated in 2017, is to maximize 
the potential of people’s lives worldwide through our 
technologies and mobility solutions. We continue to 
move forward consistently to realize this vision. 

In 2019, we positively impacted the lives of more 
than 1.3 million people in the region through our au-
tomobiles, motorcycles, power products and business 
planes. In the period, we were the largest vehicle man-
ufacturer on the continent, in terms of number pro-
duced units. This is a major achievement that express-
es the deep connection of the Honda brand with the 
region and the dimension of our social contribution.

Last year was especially challenging, given the con-
stant changes in the business environment. Brazil 
remained on its path of slow and gradual recovery 
of its economy, after a long period of crisis, and im-
portant countries such as Argentina and Chile, expe-
rienced instabilities. 

In addition, we faced profound transformations that 
are advancing globally, with ramifi cations on the entire 
automotive industry. Electrifi cation, the introduction 
of autonomous driving technologies, connectivity, and 
the trend to consume mobility as a service, impose un-
precedented challenges on brands.

The ongoing changes in the scenario require fl exibility 
and agility to promote changes, adopt new priorities, 
and continually review the most relevant aspects of 
our strategy and operation.

However, throughout Honda’s global trajectory, a core 
value has sustained our growth year after year and re-
mains relevant in this changing scenario: respect for 
human beings. This value is the pillar of a corporate 
culture that places the customer at the center of deci-
sions and that spares no e� ort in search of the superi-
or quality of its products and services.

LETTER FROM THE CEO
• GRI 102-14•

Respect for human beings is also the basis of the 
brand’s commitment to environmental sustainabili-
ty, refl ected in the goals to reduce carbon emissions, 
along with tra�  c safety, which are fundamental as-
pects for the future of mobility.

This report is proof of this commitment and part of the 
responsibility we assume with the people and commu-
nities with which we relate. Here, we demonstrate how 
our teams work under the same philosophy, the ad-
vances in our strategies, and the shared belief in con-
tinuing to positively impact society for years to come. 

I would like to take this opportunity to give a special 
thanks to all Honda employees. It is the dedication 
of each and every one of them that undoubtedly val-
idates our slogan “The Power of Dreams.” It is the 
spirit of unity, challenge and perseverance that make 
Honda, today, the largest vehicle manufacturer in 
South America. 

Thank you very much for your attention and enjoy 
your reading!

Issao Mizoguchi
CEO of Honda South America 
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Fundamental beliefs

Respect for the individual
Principle that encourages and promotes the sharing of 
joys, through respect for individual characteristics, the 
relationship of equality and trust, and the maximum 
application of each person’s initiative.

Honda Philosophy
• 102-16 •

For Honda, one of the most inspiring tasks is to be able 
to disseminate and perpetuate a philosophy that has 
as premises “The Respect for the Individual” and the 
sharing of the “Three Joys.”

Experienced among employees and by all those involved 
in its value chain, this philosophy has made Honda a com-
pany that is unique, innovative, and desired by society.

Common goals, values and principles that guide the ac-
tivities of all those involved in the business. That’s the 
Honda Philosophy, which is revealed in three aspects:

1. Our Fundamental Beliefs

2. The Honda Principle

3. Honda Management Policy

Three Joys
Honda’s desire is to build relationships of trust and 
share joy with all those with whom the company inter-
acts through its activities and products. This belief is ex-
pressed through what the company calls The Three Joys:

Joy of Creating, experienced by asso-
ciates who dedicate their talent, skills, 
and knowledge to create products and 
services that take joy to customers.

Joy of Selling, felt by Honda associates 
and dealers to obtain customer trust 
and offer superior quality products and 
services that exceed their expectations.

Joy of Buying, experienced by customers 
when purchasing a Honda product or ser-
vice. Customer joy is what gives value to 
Honda’s activities, and it is through it that 
other joys can be experienced. 
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The Honda Principle
“In a global spirit, we are dedicated to o� ering products of 
the highest quality, at a fair price, for the satisfaction of our 
customers worldwide.”

Honda Management Policy
It covers fi ve main topics to guide Honda associates in their 
daily responsibilities:

• Always keep your dream and youthful spirit

• Value theories, ideas, and time

•  Be passionate about your work and value communication

• Constantly create a seamless workfl ow

•   Always keep in mind the values of research and perseverance

Honda seeks 
to advance 

mobility

H O N D A  P H I L O S O P H Y  A N D  S U S T A I N A B I L I T Y  S T R A T E G Y 9

Exceeding expectations is commonplace in the way 
Honda conducts its business. The company’s evo-
lution, year after year, in South America and in the 
world, represents a need and an opportunity to op-
erate with a focus on the sustainable development 
of the regions where it operates and, in this way, to 
become a company desired by society. 

Only this way will customers be able to experience 
joy and have unique experiences through the solu-
tions provided by the company.

To support this business direction, Honda developed Vi-
sion 2030 as a path that takes the company to a leading 
position in advancing mobility in the world. This e� ort 
involves creating, expanding, and ensuring joy.

The Create Joys approach can be understood as 
Honda’s universal passion to o� ering people the joy 
of expanding the potential of their lives, creating 
value for mobility and their daily lives. The goal is to 
continue o� ering unique products and services that 
can improve people’s lives through technology.

By Expanding Joys, Honda is dedicated to devel-
oping diversified solutions in terms of mobility that 
cater to the specificities of different consumer pro-
files in the countries where it operates. 

Finally, with a focus on Ensuring Joy for the next 
generations, the company promotes initiatives to 
help create a society free from carbon emissions 
and free from traffic accidents.

“To serve people worldwide with the joy of expanding 

the potential of their lives”.

Business Direction and Vision 2030

2030 Vision - Honda South America
TO GIVE PEOPLE THE JOY OF EXPANDING THE POSSIBILITIES OF LIFE 

To lead the advance of mobility and improve the lives of people around the world

CREATE JOYS 

• Provide the joy of freedom of mobility

• Provide the joy of improving the quality of life

ACCOMMODATE THE DIVERSITY OF INDIVIDUALS 

•  O� ering products and services of excellence that correspond to 

the specifi cities of individuals and societies

ACTING FOR A CLEANER AND SAFER SOCIETY

• Lead e� orts toward a carbon-free society

• Lead e� orts toward a society free from tra�  c accidents

CREATE JOYS

ENSURE JOY FOR THE 
NEXT GENERATIONS

EXPAND JOYS
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Sustainability Strategy

Honda’s purpose is to improve people’s lives through solutions in terms of mobil-
ity. And, above all, do it in a way that creates differentiated values for the various 
stakeholders, that are sustainable over time, in order to guarantee the company’s 
long-term existence. 

Honda grounds its strategic sustainability management on four priority commit-
ments, which permeate its decision-making processes and operations.

For Honda, preservation of the environment 
and conscious use of natural resources 

are essential aspects to achieve economic 
development with excellence and guarantee 
the continuity of the company’s activities.

ENVIRONMENT

When it comes to mobility, Honda has a duty 
to address safety by making the necessary 
investments for its products to perform at 

their best and meet customer expectations. 
Additionally, initiatives are taken to raise 
awareness of all those who, in some way, 

participate in traffic dynamics.

As an important player in the regions where 
it operates, valuing those who are part of the 

company’s daily life is instrumental for the good 
performance of its activities. From associates 

to communities, combining investments in 
professional development and in the well-being of 

society is part of the company’s strategy.

SAFETY

Investment in technology is critical for 
maintaining Honda’s leading position 

within the segments in which it operates. 
The sustainability of operations and the 

distinguishing features of the products are 
directly associated with the quality that is 
offered to and recognized by stakeholders.

QUALITY

PEOPLE

H O N D A  P H I L O S O P H Y  A N D  S U S T A I N A B I L I T Y  S T R A T E G Y 11

Our fundamental 
beliefs

The Honda 
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• Material topics

12 2 0 1 9  S U S T A I N A B I L I T Y  R E P O R T A B O U T  T H E  R E P O R T 13

For the fi fth consecutive year, Honda South Ame-
rica (HSA) is presenting its Sustainability Report, 
which includes the company’s highlights in mana-
gement of environmental, social, and governance 
topics of the regional subsidiaries installed in Bra-
zil, Argentina, Peru, and Chile for the period from 
January 1 to December 31, 2019, except when sta-
ted otherwise. This report was prepared in accor-
dance with GRI Standards: Core option, giving the 
report greater transparency and rigor similar to 
that of fi nancial documents. • GRI 102-1, 102-45, 
102-50, 102-54 •

Since a robust process to identify and priori-
tize material topics for Honda South America 
was conducted in 2018, in 2019 no relevant facts 
were identifi ed that would justify changes to the 
topics reported. 

THE 2019 REPORT 
IS FOCUSED 
ON TOPICS 
CONSIDERED 
MATERIAL FOR 
THE COMPANY.

MATERIAL TOPICS
• GRI 102-40, 102-42, 102-43, 102-44, 102-46, 102-47, 103-1 •

Socioeconomic Compliance
• 205-2, 419-1 • 

Training and Education
 • 404-1 •

Occupational Health and Safety
• 403-9 •

Customers and Consumer 
Health and Safety

 • 416-1 •

Energy
• 302-1, 302-3, 302-4 •

Labor relations
 • 402-1 •

Indirect Economic Impacts
• 203-1 •

Emissions 
• 305-1, 305-2, 305-4, 305-5, 305-7 •
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OVERVIEW
• Operating Model

   • Operational Performance

 • Motorcycles

 • Automobiles

 • Power Products

 • Honda Financial Services

 • HondaJet

05
  O V E R V I E W 15

In all markets where Honda operates, the 
essence of o� ering products and services 
to improve people’s lives remains alive. The 
purpose of the brand is to contribute to the 
advancement of mobility, always placing 
people at the center of strategies and using 
technology to help them. In this way, Hon-
da continues to follow a path of innovation, 
meeting the di� erent characteristics, needs, 
and dreams of its customers.

This commitment leads Honda to its 71 years 
of existence, a period in which it consolidat-
ed its global presence, with 435 subsidiaries 
and a�  liates worldwide, supported by the 
work of 219,000 associates. 

In South America, one of the administrative 
blocks that make up the company’s global 
operations, Honda has been present since 
1971, importing and producing motorcycles, 
automobiles, ATVs, and power products, in 
addition to the most recent marketing of the 
HondaJet business jet.

2,700 points of sale 
in major cities in 
South America

Headquartered in upstate São Paulo, in the 
city of Sumaré, the holding company Hon-
da South America is responsible for all the 
group’s operations in the region, with pro-
duction units in Brazil, Argentina and Peru, 
an one importing unit in Chile and more than 
2,700 points of sale, which guarantees the 
presence of the brand in the main cities in 
South America. • GRI, 102-2, 102-3, 102-4, 
102-6, 102-7 •
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Honda South America

NORTH AMERICA EUROPE

AFRICA AND 
THE MIDDLE EAST ASIA AND OCEANIA 

CHINA

JAPAN

HSA

BRAZILPERU

CHILE

ARGENTINA

BUSINESS UNIT SEGMENT* SCOPE** JURISDICTION

HDA Moto Honda 
da Amazônia 2W/PP SEDBA Brazil

HAB Honda Automóveis 
do Brasil 4W SEDBA Brazil

HSF Honda Serviços 
Financeiros

Bank/Consortium/
Insurance SA Brazil

HAR Honda Motor 
de Argentina 2W/4W/PP SEBA Argentina

HDP Honda del Perú 2W/PP SEDBA Peru

HMDC Honda Motor 
de Chile 2W/4W/PP SA Chile

* 2W: Motorcycles/4W: Cars/PP: Power Products 
BHB: Banco Honda S.A./CNH: Consórcio Honda Ltda./SHB: Corretora de Seguros Honda Ltda.
** S (Sales); E (Eng./Production); D (Development/R&D); B (Buying); A (Administration)

  O V E R V I E W 17
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EMPLOYEES

SUPPLIERS POINTS OF SALE

STAKEHOLDERS

12,629
permanent and 

temporary 
employees

Automóveis
165 suppliers of parts 

and raw material 

Motorcycles
130 local suppliers 

of parts and 
raw materials

Honda South America
Honda’s operating model takes into account the generation of results and sharing of 
gains with all stakeholders, considering the sustainability of the entire operation.. 

Dealers

Associates

More than 

2,700
points of sale across 

South America

Customers

Media

Communities

Suppliers

Government

  O V E R V I E W 19

2,744,900
people benefi ted by 

the actions of the Honda 
Tra�  c Education Centers

6,000 
children served by 

Clubinho Honda

Brasil
Honda Automóveis 

do Brasil Ltda.
Produção e vendas 

de automóveis e peças.

Moto Honda 
da Amazônia Ltda.

Production and sales 
of motorcycles, power 

products, and ATVs.

RESULTADOS

Argentina
Honda Motor
de Argentina S.A.
Production of 
motorcycles and 
automobiles, 
import and sales 
of motorcycles and 
power products.

Chile
Honda Motor
de Chile S.A.

Import and sales of 
motorcycles, 

automobiles, and 
power products

Peru
Honda Selva
del Perú S.A.
Honda del Perú S.A.
Production of 
motorcycles, 
import and sales of 
automobiles and 
power products.

138,599
Automobiles

106,000
Power products 

991,277
Motorcycles

marketed

produced

produced

366,000 MWh 
(approx.)

generated by Honda 
Energy by 2019
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With a sales volume that has already reached more 
than 27 million units among automobiles, motorcy-
cles, and power products, Honda South America is 
today the largest vehicle manufacturer in Brazil. This 
result was achieved thanks to a customer-oriented 
culture, which favors innovation and continuous im-
provement in pursuit of superior quality in all dimen-
sions of the business.  

Motorcycles

Consolidated as the largest motorcycle manufacturer 
in South America and a sales leader in this segment 
in the region and in Brazil, Honda has produced more 
than 25 million units in the continent. 

This volume represents the great social contribution 
of the motorcycle to society. It is a vehicle desired 
by consumers, either for daily mobility, leisure or as a 
work tool, contributing to the generation of income in 
various economic activities.

During the last year, 991,227 units were produced 
in South America at the factories in Manaos (Bra-
zil), Campagna (Argentina) and Iquitos (Peru). Sales 
reached the volume of 1,071,574 units, a growth of 2% 
compared to 2018, mainly due to the increase in vol-

Operational Performance

ume in Brazil. In 2019, Honda achieved 40.6% market 
share with a growth of 3% compared to 2018.

In Argentina and Chile, economic di�  culties were 
responsible for a reduction in sales volume, which 
reached 74,553 and 8,076 motorcycles respectively. 
Even so, the company outperformed its competitors 
by increasing market share. In Peru, impacted by new 
models of Chinese brands, 53,625 units were sold, with 
a small reduction compared with 2018, both in terms 
of sales and market share.

Moto Honda da Amazônia pioneered the development 
of the motorcycle segment in Brazil and today maintains 
its leadership position, with nearly 80% market share. Its 
continuous investments and commitment to the country 
contributed to the development of the entire sector..

Moto Honda is today an industrial complex that 
goes far beyond motorcycle assembly. The unit has 
the most vertically integrated production of Hon-
da motorcycles worldwide, is one of the largest in 
the Manaus Industrial Complex (PIM - Polo Indus-
trial de Manaus), and one of the most representa-
tive production centers in the Americas, producing 
from metal packaging, molds and tooling, to var-
ious components that integrate the final product 
such as exhaust pipes, wheels, handlebars, chassis, 
and other parts.

  O V E R V I E W 21

In 2019, the company announced an investment of ap-
proximately R$ 500 million, to be made by 2021, to 
modernize the factory’s operations, to increase the 
company’s global competitiveness and make Moto 
Honda a benchmark in productivity. • GRI 102-10 •

This investment plan represents a complete transfor-
mation in the production chain to provide more e�  -
ciency, signifi cant improvements in logistics and tech-
nological advances that, together, will contribute to 
increasing company competitiveness.

Regarding sales, the company ended 2019 with positive 
results: 14% growth in the total volume of motorcycles 
licensed. A total of 853,271 units were licensed between 
January and December 2019, up 14% over the same pe-
riod in 2018. Production followed this trend and grew 
13%, with more than 880,000 units in the period.

The high-powered motorcycle and scooter seg-
ments were the highlights, with an increase of 25% 
and 48% respectively in units licensed. This number 
refl ects the Honda’s strategy to constant update its 
line-up in these segments, both with domestic and 
imported models. 

Value chain

Through its extensive chain, Moto Honda’s 
operation promotes investments and eco-
nomic and social development, not only 
in the Amazon region, but throughout the 
country. 
 
• Nearly 7,000 employees 
•  Close to 130 suppliers of components and 

raw materials
• Hundreds of service providers
• More than 1,100 points of sale

The social contribution of the motorcycle 
business is considerable, not only because 
of the approximately 120,000 direct jobs in 
the entire chain, but also, mainly, because 
of the value and wealth that the fi nal prod-
uct creates for individuals, families and 
entrepreneurs, in the fi elds and in cities 
across the country.

The strengthening of the Honda Dream chain, a dif-
ferentiated standard of dealerships with exclusive 
service and structure, also contributed to this result.

With this, Honda has further expanded its leadership 
in these segments. In the high-powered motorcycle 
segment, the company reached a 29% market share 
in the last year, peaking at 38.9% in September. A 
total of 15,708 high-powered motorcycles were sold 
in 2019, compared with 12,000 in the same period 
of 2018. Scooter obtained a 60% market share, with 
more than 55,000 units. PCX continues to be the 
highlight as the country’s best-selling scooter in 2019.

The company’s objective is to continue to sustainably 
lead the sector, prioritizing customers—they are at 
the center of the company’s business decisions. With 
this in mind, Moto Honda develops products with su-
perior quality, establishes a wide and comprehensive 
network with di� erentiated services, and enhances 
its relationship structure and brand experience.
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Honda Fan Club

Located on the premises of the Honda Tra-
ffic Educational Center of Indaiatuba (SP), 
the Honda Fan Club museum opened its do-
ors to the public in January 2019. Until then, 
the space, aimed at lovers of two wheels, 
received sporadic visits from students of 
the piloting training offered by the unit and 
invited in brand events and actions.

The museum presents the history and 
curiosities about Honda motorcycles, with 
58 models on display, from the classic CG 
125 1976 and CBX 750F 1986, to the most 
recent, such as GL 1800 Goldwing Edition 
40 years and CBR 1000RR Fireblade Com-
memorative Edition Marc Marquez.

Throughout 2019, approximately 11,000 pe-
ople visited the space.
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Top of Mind

Moto Honda received the Folha Top of Mind 2019 award, which recognized the brands most remem-
bered among consumers in 2019. The company was distinguished in the “Top Moto” category for the 
seventh consecutive year. The contest considers the opinion of more than six thousand people, in 197 
Brazilian municipalities, from the fi ve regions of the country.

This result demonstrates Honda’s concern to exceed customer expectations, with products and ser-
vices of the highest quality. The diversifi ed product line, which caters to di� erent consumer profi les, 
with motorcycles ranging from the POP 110cc to the GL Goldwing 1,800cc models and the wide capil-
larity of the dealer network, with around 1,100 points of sale distributed throughout Brazil. fundamental 
factors of this recognition.

In addition, the company invests in an increasingly digital communication and relationship strategy 
with customers and followers of the brand, focused on transmitting the right message, at the right time, 
to the right audience. MyHonda, the brand’s CRM system, o� ers a wide range of services and exclusive 
content throughout the customer journey. On proprietary social media platforms, there are approxi-
mately 6 million fans who are passionate about the motorcycle and Wings of Liberty.

Honda Store

Honda Store made its debut at the Salão 
Duas Rodas 2019 (Bike Show) with a 
dedicate space to sell the brand’s ap-
parel and accessories. The Honda Store 
o� ered more than 200 di� erent items, 
including helmets, t-shirts, caps, back-
packs, jackets, raincoats, and others. The 
products are inspired by the motorcycle 
line and Honda’s history.
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Automobiles

Honda has been selling cars in South America for 28 
years. The fi rst vehicle imported by the brand was the 
Honda Accord in 1992 for sale in the local market. In 
1997, the plant in the city of Sumaré-SP was opened, 
thus beginning the automobile production operation 
in the region.

In 2019, Honda produced 138,599 vehicles at its man-
ufacturing units in Brazil and Argentina. Sales reached 
the important mark of 143,527 units, a slight decline 
compared with the previous year (3.6%). The econom-
ic crisis in Argentina and the stable performance in 
Brazil were responsible for this performance. With this 
result, the company reached a 4.43% market share. 
Honda continues to invest in new products, services 
and technologies in order to expand its presence and 
strengthen the brand’s reputation in the long term, 
preserving the quality of the business.

In 2019, Honda Motor de Argentina announced that it will 
discontinue its automobile production (HR-V) in 2020 to 
focus its operations on the motorcycle segment.

The purpose of this initiative is to strengthen the 
structure of the automobile business given the abrupt 
changes in the global automotive industry and to 
strengthen interregional coordination and collabora-
tion, optimizing the allocation and production capaci-
ty of automobiles worldwide.

With products supplied through the use of Honda’s 
global resources, HAR will continue to sell automobiles 
and provide after-sales services in the country.

Last year, Honda launched the third generation of 
the Honda Pilot in the Argentine market, in addition 
to the 2020 versions of the HR-V and CR-V models. 
In addition, the WR-V celebrated one year of sales 
in the country, demonstrating the consolidation of 
the brand in the SUV market in Argentina.

Throughout its 23-year history producing cars in Bra-
zil, Honda Automóveis do Brasil has made continuous 
investments in order to increase production capacity 
and the e�  ciency of its processes.

As a result, today, more than 500 cars are produced dai-
ly between the Civic, Fit, City, HR-V, and WR-V models. 
The product line sold in the country also includes import-
ed models such as the Accord, CR-V and, Civic Si.

138,599 vehicles 
produced in 2019 
in South America
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Since the beginning of its operations, Honda Automóveis 
do Brasil has accelerated the process to develop, pro-
duce, and market products that are increasingly in line 
with the expectations of Brazilian consumers. 

Honda’s performance in recent year shows that the 
company has maintained a stable sales volume, even 
during a period of relevant crisis faced by the country 
between 2012 and 2017. This demonstrates the sound-
ness of a strategy whose primary focus is on the qual-
ity of the operation and creation of sustainable value 
for customers and business partners.

In 2019, Honda sales were stable compared with the 
previous cycle, selling 129,130 cars. Despite this result, 
market share was slightly reduced, reaching 4.87%. 
Considering dealership sales to end customers alone, 

that is, excluding Honda’s direct sales to legal entities 
or PwD, the company’s market share was 7.63%. This 
result shows that the brand continues to be recog-
nized by end consumers as o� ering high-quality prod-
ucts and services.

In 2019, Honda launched the HR-V Touring, a top-of-
the-line version of Honda’s best-selling SUV, which de-
buted the 1.5L turbo engine for the model. The engine 
is a benchmark for performance and fuel consumption 
in the segment. In August, all versions of the Civic 
came with new features, expanding the di� erentiators 
of the model known for its quality, pleasure in driving, 
and technology. The LX entry version was introduced 
to the market, o� ering a more a� ordable version of 
the model, with many factory-installed accessories 
and quality di� erentiators.

The Civic 
came with new 

features in 2019
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Opening of the new plant in Itirapina 

In order to increase competitiveness of the business, in 2019, Honda opened its new car plant in 
the country, in the city of Itirapina, upstate São Paulo.

Located approximately 200 km from the capital city and 100 km from the car plant in Sumaré, the 
plant began operations on February 27, with a Fit model leaving the production line.

Optimized processes, more advanced technologies and gains in sustainability, as in the most 
modern Honda car plants in the world, are a reality at the Itirapina plant.

As a result of the investment to strengthen the production structure, the new unit demonstrates 
the Honda’s long-term commitment to the country. The assembly line was designed to cater to 
the production of various models and allow for future technological modifi cations.

With nominal production capacity of 120,000 units per year, in two work shifts, the unit currently 
produces the Fit, WR-V, and HR-V models. 

With the integrated operations of the Sumaré and Itirapina units, Honda Automóveis has a com-
plete production cycle in Brazil, from tooling to stamping, welding, injection molding and paint-
ing of plastic components, body painting, engine production, including foundry and machining, 
assembly line, and fi nal inspection.

The pursuit of better environmental performance is also refl ected in the new production line, which 
has a modern water-based painting process. Coupled with the use of less paint, the method is less 
polluting and guarantees the same quality in the fi nish, in addition to gains in sustainability.
 • GRI 102-10 •
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Honda Automóveis is 
recognized as the most 
admired brand in the sector  

In a survey conducted by Troiano Branding, the 
country’s leading brand management consultan-
cy, and published by the newspaper O Estado de 
São Paulo, Honda ranked fi rst in the ranking of 
most admired brands in the automotive segment.

Power Products

The power product line consists of stationary engines, 
brush cutters, generators, motor pumps, and lawn 
mowers, with applications for agriculture, construc-
tion, and gardening. 

In 2019, the market for Power Products in South Amer-
ica su� ered a major impact from the political and so-
cial crises in the region. In addition to various pres-
idential elections, there were protests and strikes, 
a� ecting local markets and raising the unemployment 
rate. In this scenario, Honda’s Power Products division 
sold just over 106,000 units, representing 88% of the 
sales in the previous year. Despite the 12% impact, mar-
ket share in South America remained at nearly 7.5%, 
thanks to the work conducted in 2018 to consolidate 
the brand in the region and that places Honda power 
products among the most reliable on the market.

In 2019, sales of Honda power products in Brazil re-
mained stable in relation to the previous year, with 
31,810 units sold. The Moto Honda da Amazônia plant 
in Manaus produces two models of stationary engines 
and three models of motor pumps.

Honda Serviços Financeiros

Consórcio Honda was created in 1981 to facilitate 
access to the brand’s products. Consórcio Honda is 
a reference administrator of consortium sales (pur-
chase pool) in the domestic market and is part of the 
structure of Honda Serviços Financeiros (Honda Fi-
nancial Services), which also includes Corretora de 
Seguros Honda (Honda Insurance) and Banco Honda. 
This synergy and proximity to the manufacturer are 
an important competitive factor and actively contrib-
ute to the sales of Honda products.  

Banco Honda 

Banco Honda was created with the mission to be-
come the best fi nancing option for Honda products. 
Through the Direct Consumer Credit (CDC - Crédito 
Direto ao Consumidor), it guarantees attractive con-
ditions for both individuals and companies to obtain 
the desired Honda vehicle in a quick, practical and 
fair manner. In 2019, Banco Honda was the brand’s 
main fi nancial agent for the automotive segment, 
accounting for 21% of the company’s total sales. One 
relevant fi nancing plan in the year was Evolution 
Honda, which fi nanced more than 11,000 Honda cars.
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For motorcycles, following the market’s growth 
trend, Banco Honda’s fi nancing operations increased 
approximately 11% compared with 2018. More than 
125,000 units were fi nanced between January and 
December 2019, accounting for 14% of factory-new 
Honda motorcycle sales.

In addition, in 2019 the Bank, together with Moto 
Honda, created the Fundo Moto Honda, an unprece-
dented operation in the two-wheel segment world-
wide, aimed at strengthening the long-term sus-
tainability of the dealer network, making resources 
available to be used especially in times of crisis and 
lack of liquidity in the market. Fundo Moto Honda 
has a modern asset management structure, with all 
market benefi ts.

Fundo Moto Honda was created based on a solid 
fi nancial structure, competitive cost, and e�  cient 
tax management, in order to contribute to a better 
management of the working capital of dealerships, 
strengthening the sustainability of the business.

In addition, Banco Honda has established strategic alli-
ances with recognized fi nancial institutions in order to 
provide more security, transparency and governance.

Consórcio Honda

Consórcio Honda (CNH) is a reference administra-
tor of consortium sales (purchase pool) in the Bra-
zilian market, with more than 1.4 million active cus-
tomers. A driver of sales, this modality is very well 
received by Brazilian consumers due to plans that 
adapt to the customer’s budget, even in times of 
financial instability.

In 2019, in the motorcycle segment, Consórcio Honda’s 
results remained stable compared with the previous pe-
riod, having sold more than 720,000 consortium quotas 
sold. CNH delivered more than 220,000 new motorcy-
cles to its customers, with a share of approximately 25% 
in total sales of Honda motorcycles.

Regarding the automobile segment, Consórcio Honda 
ended 2019 with a portfolio of 20,000 active consortium 
members. The HR-V model is the most representative, 
with 34% of this volume.

motorcycles 
fi nanced 

through Banco 
Honda in 2019

125,000125,000
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Corretora de Seguros Honda

Seguros Honda initiated its operations in Brazil in 1987 to 
o� er, in partnership with reputable insurance companies 
in the market, a customized portfolio to cater to the cov-
erage needs of Honda products, at a competitive cost.

In 2019, Corretora de Seguros Honda recorded the high-
est growth among all HSF businesses for the motorcy-
cle market, with a 23% increase over the same period in 
2018. Between January and December, 161,053 motorcy-
cle insurance policies were sold.

In addition to the recovery of the motorcycle segment, 
the result refl ects the work done together with the in-
surance companies, in search of competitive prices and 
facilitated payment terms. The goal is for the product to 
adjust to the various profi les of motorcyclists and cover 
a wide range of models and engine sizes.

For the automobile segment, the results show stability 
compared with 2018.

HondaJet

The world’s most advanced business jet and with ex-
ceptional advantages in performance, comfort, qual-
ity, and e�  ciency, HondaJet contains many techno-
logical innovations in design, including the exclusive 
OTWEM (Over-The-Wing Engine Mount) confi gura-
tion, which signifi cantly improves performance by 
reducing aerodynamic drag. 

The OTWEM design also reduces noise in the cabin, 
minimizes noise from contact with the ground, pro-
vides the largest internal space among the business 
jets on the market, in addition to the largest luggage 
compartment and a full lavatory on board.

HondaJet is manufactured by Honda Aircraft Com-
pany, in the United States, and marketed since 2015 
by Líder Aviação in Brazil (local sales representative 
for the business jet in Brazil). In 2019, for the third 
consecutive year, the jet was awarded the title of 
the most delivered business jet in its category in the 
world, with 36 aircraft sold.
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Adoption of ethical and transparent principles for business management, map-
ping of risks inherent to activities and establishment of preventive and miti-
gating measures are the guidelines of Honda’s corporate governance model. 

The company considers that ethics and respect for sector regulations and laws 
are essential for business continuity. Therefore, these precepts are applied 
across all departments, guiding business decisions and making activities safer 
and more sustainable.

In corporate governance, risk and compliance management, Honda monitors 
and adopt best market practices. 

Responsibility for managing Corporate Governance within Honda lies with the 
ESG (Environmental, Social Responsibility, and Corporate Governance) De-
partment. This area is responsible for coordinating all prevention and aware-
ness processes in compliance with and respect for the laws and regulations in 
the locations where Honda South America operates.

Honda South America’s Corporate 
Governance Pillars

Compliance

Compliance with 
legal requirements, 

regulations, and internal 
policies, rules, and 

procedures.

Corporate Risks

Identifi cation and 
assessment of potential 

risks to the business, 
defi nition of mitigation 

measures, elimination or 
transfer of risks.

Governance

Code of business 
conduct.
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RISK COMMITTEES COMPLIANCE AND 
ETHICS COMMITTEE

ESG DEPARTMENT

CONFIDENTIALITY AND 
PRIVACY COMMITTEE

South 
America 

Board

Governança
• GRI 102-18 •

Honda seeks to establish ethical relationships with its 
various stakeholders, basing its decisions in standards 
that must be observed and applied by all those acting 
on its behalf. 

To ensure that the company has a respectful and cred-
ible position, the governance model takes into account 
administrative transparency, non-acceptance of cor-
rupt practices, clear defi nition of responsibilities and 
standards of conduct in dealing with specifi c situa-
tions, and compliance with legal requirements. 

Preserving its integrity and providing clarity in its po-
sitions and decisions, Honda guarantees consistent 
generation and sharing of wealth with its stakeholders 
over a long-term horizon.

To this end, Committees are formed to deal with the 
main Governance topics (Risks, Compliance, and Con-
fi dentiality), which are directly linked to the South 
America Board of Directors to support them in deci-
sion-making.

Corporate Risks
• GRI 102-11 •

Honda’s business continuity depends on mapping and 
constant monitoring of the risks inherent to the busi-
ness, in its various dimensions. 

Thus, for each of the potential risks identifi ed, the 
ESG department coordinates and establishes, to-
gether with the business areas, preventive and miti-
gating measures, in order to guarantee a safe and re-
liable operation for employees and business partners, 
transparent, free of economic losses, in addition to 
avoiding damaging the reputation of the brand.

The goal is to manage sustainable growth based on 
market standards and the risks that could potentially 
impact operations in the region and on a global scale. 
The assessment takes into account environmental, 
social, fi nancial, occupational health and safety, and 
operational reliability requirements, as well as issues 
concerning business partners. 

C O R P O R A T E  G O V E R N A N C E 33

Honda’s Global Risk Management Policy, which covers the 
activities of Honda South America, is intended to boost the 
company’s sustainable growth, based on Honda’s philoso-
phy and on all risks that could potentially impact operations 
on a global scale. . 

Honda has nine policies and normative documents related to 
risk management.

A Honda seeks to 
establish ethical 
relationships as diverse
public of interest
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Compliance
• GRI 103-2, 103-3/419, 419-1 •

Compliance of processes involving Honda’s Corporate 
Governance is guaranteed through systems that adopt 
international evaluation standards. The systems cur-
rently in place at Honda are:

•  Corporate process management system: self-assess-
ment by managers (100% managers and above) on 
the systems and operations of internal controls.

•  Process-specifi c management system: SOX internal 
controls of relevant business methods and informa-
tion technologies (more than 90 processes docu-
mented and reviewed annually), which are submit-
ted to SOX Certifi cation by independent auditors.

•  System of standards and conduct: : corporate policies 
and procedures, available on the intranet or owned 
directories for access by the internal audience.

•  Code of conduct and structure of confi dentiality 
of information: all disseminated through training 
and management.

At Honda, 
compliance 
standards follow 
international 
best practices

As a result of the measures in place at Honda, no 
events were recorded in relation to non-compliance 
with social and economic laws and regulations associ-
ated with operations in Brazil.

C O R P O R A T E  G O V E R N A N C E 35

Corporate Policy for 
Preventing Corruption 
The Corporate Policy for Preventing Corruption sets 
out the company’s stance on business ethics, and 
knowledge of the content of this policy is evaluated 
annually through the SOX processes and self-assess-
ment questionnaire applied to managers.  GRI 103-2, 
103-3/205 •

In 2019, a total of 293 managers received training in 
aspects related to Brazilian laws. In the other South 
American countries, training was provided to 490 em-
ployees and the policy was made available for all on the 
intranet. • GRI 205-2 •

Combating Anti-competitive 
Practices
Regarding the fight against Anti-competitive Prac-
tices, Honda follows the Policy on Anti-Competitive 
Behavior, adopting measures to prevent violations 
of the economic order involving operations, com-
mercial practices, and interactions with business 
partners and/or competitors, directly or through 
trade associations. 

The company also seeks to strengthen a culture of 
combating anti-competitive activities by disseminat-
ing the Policy across all business units in South Amer-
ica. This is done through training and other activities, 
starting with the critical areas.

Ethics Channel
• GRI 102-17 •
To support the measures taken to ensure compliance 
of all Honda activities, the company has an Ethics 
Channel that provides direct communication between 
employees and the company’s management. The ob-
jective is to receive opinions, criticisms, complaints, 
grievances and personal consultations related to the 
topics covered in the Code of Conduct.

The reports submitted through the Ethics Channel 
are forwarded for evaluation and appropriate mea-
sures by the Ethics Committee, whose mission is to 
ensure the continuous improvement of the ethical be-
havior standards.

Code of conduct
In order to guarantee and guide compliance of Honda’s 
operations, the company’s Code of Conduct is based on 
ethical values and has clear guidelines for the required 
processes and the conducted expected of employees. 
In line with Honda’s values, the code defi nes di� erent 
corporate policies responsible for combating illegal 
conduct such as slave-like labor, money laundering and 
fraud, corruption, and anti-competitive practices.

In 2019, a total of 5,711 employees in all business units 
in South America received training on the Code of 
Conduct. For employees who do not have access to 
a computer, the topics covered by the Code were ad-
dressed in daily meetings and quick messages at the 
beginning of their shift, allowing them to ask ques-
tions about the standard expected by Honda. 

Currently, the Code of Conduct is the most relevant 
guiding instrument to prevent and combat risks. 

In 2019, 
293 managers 

received training 
in anti-corruption 

policies
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Minimize the environmental impacts of its opera-
tions, creating products that are increasingly friend-
ly to the environment and reviewing corporate ac-
tivities. This is Honda’s premise, based on which the 
company has guided its operation. In its vision for 
2030, creating a carbon-free society is one of the 
central guidelines of the strategy for the compa-
ny’s long-term sustainability. With global expertise 
on this topic, all Honda subsidiaries worldwide are 
committed to this guideline.

In addition, in order to reduce the impact of its op-
erations, the company developed the Green Factory 
concept, applied across all its manufacturing units to 
manage waste, energy e�  ciency, rational use of water, 
and reduction of air emissions. Likewise, the concept 
is applied to logistics operations, through Green Lo-
gistics, intended to reduce the volume of packaging 
and maximize transport using ‘swimming warehouses’. 
That is not all. Honda also created the Green O�  ce, 
whose objective is to engage employees in the prac-
tice of waste sorting and rational use of resources. The 
concept is also applied to dealers and suppliers who, 
likewise, are guided and evaluated for their environ-
mental performance, extending Honda’s commitment 
to the entire production chain.

Emissions
• GRI 103-2, 103-3/205 •
Honda has defi ned its global target to reduce by 50% 
the intensity of CO2 emissions in its operations by 
2050, compared with the levels in 2000. This commit-
ment guides the defi nition of goals in production and 
corporate activities, and in the level of emission of its 
products and services.  

Environment

Improving the environmental performance of Honda’s 
products is one of the most important initiatives to 
achieve the vision of a society free of carbon emissions. 
Worldwide, Honda has been investing to improve the 
environmental performance of internal combustion en-
gines and to develop and market new models with elec-
tric motor technologies such as battery electric vehicles 
(BEV), hybrids (HEV) and fuel hydrogen cell (FCV) .

Honda’s policy is to adopt the right technology, in the 
right place, at the right time. In this way, the compa-
ny has decided to implement the type of motor that 
is most appropriate to each region considering the 
di� erences in public policies and regulations, in the 
energy mix, 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 motorcycles and 
automobiles. A highlight in 2019 was the launch of the 
HR-V Touring that debuted the 1.5L turbo engine in Hon-
da’s best-selling car model in the country. With this, the 
HR-V joins the Accord, CR-V, Civic, and Civic Si among 
the models with the modern technology of turbocharged 
engines capable of o� ering great performance and low 
level of emissions.

In the area of electrifi cation, Honda rea�  rmed its strat-
egy of introducing three hybrid models in Brazil by 
2023 and announced the Accord as the fi rst to arrive in 
the country. Honda’s hybrid technology - e:HEV - has a 
unique system that connects two electric motors (one 
generator and one for propulsion) and one combustion 
engine to provide three possible driving modes: electric 
only, hybrid, or combustion. The system automatically 
chooses the option that o� ers the best performance/
consumption ratio, depending on driving conditions.
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Honda believes that technology must fo-
cus on improving people’s lives. With this 
in mind, the company develops mecha-
nism and mobility solutions designed for 
the benefi t of all. 

In this same vein, the company globally in-
troduced the nomenclature e:TECHNOLOGY, 
which encompasses Honda’s high-e�  ciency 
electrifi cation solutions. Honda e-TECHNOL-
OGY products aim to minimize energy con-
sumption and make daily life more enjoyable.  

P E R F O R M A N C E  R E P O R T 39

10 YEARS OF FLEX TECHNOLOGY IN MOTORCYCLES

In 2019, Honda celebrated 10 years of using fl ex technology in motorcycles, an unprecedented initiative 
in the sector, worldwide. The purpose of project, developed in Japan with the participation of Brazilian 
engineers, was to create an engine with the least possible impact on the environment.

The fl ex motor for motorcycles was developed especially for the domestic market. This technology is 
used in eight models (Biz 125, CG 160 Titan, CG 160 Fan, CG 160 Cargo, NXR160 Bros, XRE 190, CB 250F 
Twister e XRE 300), which account for 59% of the volume of motorcycles produced annually. 

Honda pioneered the introduction of this important technological innovation to the market, which had 
excellent acceptance by Brazilians. Flex motorcycles collaborate with Honda’s e� orts to have a society 
free of CO2 emissions.

Since 2009, when this technology 
was implemented, more than 
6 million FlexOne units have 
left the production line at 
the Manaus (AM) plant.

The use of ethanol helps reduce 
emission of carbon dioxide (CO2) 
by up to 90%, and the fl ex engine 
developed by Honda releases 
10% less carbon monoxide.

Another key initiative for Honda in South America to 
attain its emission reduction targets is the diversifi ca-
tion of its energy sources.

The Honda Energy wind farm is the prime example of 
this commitment. In addition to the e� orts of Honda 
Argentina and Moto Honda da Amazônia to acquire 
part of their electricity from renewable sources, ap-
proximately 30% of Honda South America’s electricity 
today comes from clean sources.

In 2019, Honda South America achieved a reduc-
tion of 724.65 tCO2e, considering the consump-
tion of electrical energy and fuels (diesel, gasoline, 
LPG, kerosene, natural gas and ethanol) of specifi c 
projects. However, with the start of operations of 
the new Itirapina (SP) plant, there was an increase 
in total energy consumption by adding all the Hon-
da units in operation, which is already being con-
sidered for reduction initiatives in the next years. 
• GRI 305-5 •
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Direct and indirect greenhouse gas (GHG) emissions 
in tCO2e

EMISSIONS 2018 2019

*Scope 1 (tCO2e) 26,900 33,517.12 (ton CO2) 

**Scope 2 (tCO2e) 32,136.30 18,213.35 

Total (tCO2e) 58,036.30 51,730.46 (ton CO2)

*  Scope 1: Direct GHG emissions from sources that are owned or controlled by the organization
**  Escopo 2: Emissões indiretas de GEE provenientes da aquisição de energia elétrica que é consumida pela organização.

2018: Honda South America (HAB Sumaré, HDA, HAR, HDP, HSP, HSA, HSF, HMDC)
2019: Honda South America (HAB Sumaré, HAB Itirapina, HDA, HAR, HDP, HSP, HSA, HSF, HMDC)

EMISSIONS VS. PRODUCTION 2018 2019

KgCO2 / unit produced* 51.50 43.46

Intensity of greenhouse gas (GHG) emissions 
• GRI 305-4 •
To calculate the intensity of greenhouse gas emissions, Scope 1 and Scope 2 emissions of CO2 are added and 
the sum is divided by the number of products produced at Honda South America (including automobiles, 
motorcycles, and ATVs).

The reduction in the intensity of emissions recorded in 2019 is due to the change in the emission factor of 
electricity consumption at Honda Automóveis do Brasil (from 0.0927 to 0). This change resulted in a “re-
duction” in Scope 2 CO2 emissions, lowering the intensity rate from 51.50 kg CO2/unit to 43.46 kg CO2/unit.

• GRI 305-1; 305-2 •
In order to understand, quantify and manage its emissions, Honda Brasil uses an international and standard-
ized methodology, since it participates annually in the Brazilian GHG Protocol Program.

In 2018, the Brazilian GHG Protocol Program and Honda Automóveis do Brasil entered into an agreement in 
relation to the emission factor to be applied to determine Scope 2 carbon emissions.

Since the electric energy used in Honda Automóveis do Brasil comes from Honda Energy, which is 
considered a renewable energy source, it was understood that Scope 2 emissions of CO2 equivalent, in 
this case, must be “zero.” This change in the 2019 emission factor, compared to the factor used in 2018, 
resulted in a reduction of Scope 2 emissions of CO2 equivalent.

On the other hand, in 2018, there were no Scope 1emissions from the new plant in Itirapina (SP); conse-
quently, Scope 1 emissions in 2019 were higher than those recorded in 2018.

* Results Honda América do Sul

2018: Honda South America (HAB Sumaré, HDA, HAR, HSP)
2019: Honda South America (HAB Sumaré, HAB Itirapina, HDA, HAR, HSP)
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NOx, SOx and other signifi cant air emissions
• GRI 305-7 •

In 2019, a total of 6,581 tons of VOCs (Volatile Organic Compound) were released. To estimate this 
volume released by Honda South America units, 65% of the total volume of solvent-based products 
purchased in the reporting period (paint, varnish, primer, catalyst, thinners, etc.) was considered.  

Honda Energy Wind Farm
Honda in Brazil has spared no e� ort to meet the global target to reduce by 50% the emissions of CO2 by 
2050. Honda Energy’s wind farm is a great example of this. First in the domestic automotive sector and in 
the Honda group worldwide, the project opened in November 2014 in the city of Xangri-Lá (RS). 

The wind farm produces su�  cient energy to meet all the electricity demand of the Sumaré unit, in upstate 
São Paulo, where the car factory, the Automobile Research & Development Center and Honda’s headquar-
ters in South America are located. The wind farm also caters to the company’s administrative o�  ce in São 
Paulo (SP) and the new plant in Itirapina (SP). 

The Honda Energy wind farm has nine wind turbines, resulting in a total capacity of 27.7MW. In 2019, the 
park reached the milestone of 69,000 MWh of generated energy - in full use, the project reaches the gen-
eration capacity of 85,000 MWh/year. In fi ve years since its inauguration, the project accounts for more 
than 366,000 MWh of clean energy produced, which allowed for the sustainable production of more than 
640,000 cars and avoided the emission of 30,000 tons of CO2. 

SUSTAINABLE 
PRODUCTION 
OF 100% OF 
THE BRAND’S 
AUTOMOBILES
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Honda Energy 
Wind Farm

Located in the city of Xangri-Lá (RS), the wind farm produces 
clean energy for the factories in Sumaré and Itirapina, and 

o�ces in the state of São Paulo. It makes the company 
self-sustainable in the production of clean and renewable 

electric energy for the production of 
automobiles, in addition to contributing 

to environmental preservation.

10th tower
installed
in 2020

PARK CURIOSITIES
Turbine capacity: 3.075 MW (megawatt)
Total capacity: 27.675 MW (megawatt)
Annual generation capacity of 85,000 MWh (megawatt-hours)
Capacity to supply a city of 35 thousand inhabitants

Access to the nacelle:
• Elevator (4 min)
• Ladder (15 to 40 min)

Transmission line - 1.2km
Substation
Atlantis II 69kV

Underground 
medium voltage line

Line 2
Towers  6 to 9

SIN Network
(National Interconnected System)
Electric network that connects
all regions of Brazil

T1

T2

T3

T4

T5

T6

T7

T8

T9
T10

Line 1
Towers  1 to  5

Indoor substation
34.5kV to 69kV

Administrative O�ce:
sustainable construction

The shortest line of all wind 
farms in Brazil

100% of cars produced 
with clean energy
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with clean energy
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Expansion
Always with an eye on the future, Honda Energy an-
nounced in 2019 that it will expand the generation capac-
ity of its wind farm with the construction of an additional 
tower, increasing the number of wind turbines to ten. 

With a generation power nearly 23% higher, the new 
wind turbine (model V136 - 3.8 MW) is even taller and 
has a larger blade diameter, compared to current mod-
els, with a length of 68 meters . At its highest point, the 
complex will reach 180 meters in height.

Biodiversity  
Honda has in the state of Amazonas, where the its mo-
torcycle plant is located, approximately 820 hectares of 
standing forest and 245 hectares of trees from refor-
estation, especially some endangered species, in addi-
tion to 47 hectares of planted species, including native 
and exotic fruit trees.

The Private Natural Heritage Reserve (RPPN - Reserva 
Particular do Patrimônio Natural) is located in the city of 
Manaus (AM), on the banks of Igarapé do Mindu. Anoth-
er initiative focused on preservation of biodiversity is 
the Agricultural Project, in the municipality of Rio Preto 
da Eva, near Manaus (AM). The project aims to plant 
fruit trees and endangered species.

was the amount of 
energy generated by 
the wind farm in 2019

69,000 MWh69,000 MWh
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Eco-e�  ciency of operations
• GRI 103-2, 103-3/302-1 •
Honda conducts frequent assessments of its facili-
ties, always prioritizing the use of natural light and 
environmentally friendly resources. The indicators are 
monitored and analyzed monthly by the factories’ en-
vironmental planning and management areas and, in 
the cases where consumption is far from the estab-
lished goals, PDCA (Plan, Do, Check and Act) anal-
yses are carried out to identify causes and establish 
preventive and corrective measures.

Most of the indicators presented below increased 
last year when compared with 2018, due to the 
opening of Honda’s new car plant in the city of 
Itirapina (SP). 

However, in view of the greater environmental e�  -
ciency of the new unit, which was designed to be ef-
fi cient, ecological and have a harmonious work fl ow, 
the indicators should resume their downward trend. 

In 2019, Honda South America units consumed 
1,548,018.91 GJ of energy. • GRI 302-1 •

TOTAL ENERGY CONSUMPTION (GJ) 2018 2019

Total consumption of non-renewable fuels 426,412.07 570,573.13

Total consumption of renewable fuels 12,040.99 16,189.48

Electricity consumption 836,924.23 962,836.05

Total energy consumption 1,275,377.29 1,549,598.66

It should be noted that 
some of the indicators 
increased in relation to 
2018 due to the start of 
operations of the new 
plant in Itirapina (SP), 
which is now included 
in the measurements 
of energy, water, waste, 
and emissions.

2018: Honda South America (HAB Sumaré, HDA, HAR, HDP, HSP, HSA, HSF and HMDC)
2019: Honda South America (HAB Sumaré, HAB Itirapina, HDA, HAR, HDP, HSP, HSA, HSF, HMDC)
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Energy Intensity Rate
The energy intensity rate recorded last year by Honda South America was 1.31 GJ/unit. Electricity and 
fuel consumption (diesel, gasoline, LPG, kerosene, natural gas, and ethanol) are considered in the 
calculation.  • GRI 302-3 •

Honda South America has a goal to reduce its energy consumption by 1% per unit produced in relation 
to the previous period. However, given the opening of the new plant in Itirapina and gradual transition of 
operations to the new unit, the energy intensity rate for 2019 was 18% higher than that recorded in 2018. 

2018 2019

Energy intensity rate 1.11 GJ/unit 1.31 GJ/unit

2018 2019

Reductions in energy 
consumption 10,574.04 GJ 13,910.04 GJ

Reduction in energy consumption
By considering the units specifi ed below*, there was a contribution, from the upgrade projects, to the 
reduction of energy consumption.  • GRI 302-4 •

*  2018: Honda South America (HAB Sumaré, HDA, HAR, HSP).
2019: Honda South America (HDA, HAR, HSP).

2018: Honda South America (HAB Sumaré, HDA, HAR, HSP).
2019: Honda South America (HAB Sumaré, HAB Itirapina, HDA, HAR, HSP).
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Rational use of water 
• GRI 103-2, 103-3, 303; 303-1 •
In order to establish a balanced relationship with the environment and the use of natural resources, 
Honda has adopted best practices in the sector and follows all regulations applicable to its activities. 
Regarding the use of water, the Brazilian, Argentine, and Peruvian units optimize the use of this re-
source and have implemented the best e�  uent treatment solutions. 

WATER CONSUMPTION (M3) 2018 2019

Surface water 133,097 129.278,00

Groundwater 779,521 1.047.797,91

Rainwater - -

E�  uents from other 
organizations - -

Supply by public or private 
water utilities 18,780 9.059,33 

2018: HAB Sumaré, HDA, HAR, HDP, HSP, HSF, HMDC
2019: HAB Sumaré, HAB Itirapina, HDA, HAR, HDP, HSP, HSF, HMDC
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NON-HAZARDOUS WASTE 
(TON) 2018 2019

Reuse 392.47 0

Recycling 45,118.43 48,281.56

Composting 513.22 434.42

Incineration 1,298.38 1,136.84

Landfi ll 654.89 686.19

Other - co-processing 1,956.92 2,706.90

Other  - ultra fi ltration 640.59 0

Total 50,574.90 53,245.33

Waste management and recycling
• GRI 103-2, 103-3, 306; 306-2 •
Honda applies the 3Rs concept to its operations: Reduce, Reuse and Recycle. 

In this way, the company manages waste from its activities and focuses its e� orts on improving 
production processes with the development of new technologies aimed at reducing, reusing 
and recycling. 

HAZARDOUS WASTE 
(TON) 2018 2019

Recycling 321.86 795,32

Recovery 26.52 0

Incineration 1,266.52 1.813,81

Landfi ll 2.00 0

Other - incorporation 31.49 0

Other - co-processing 304.32 923,92

Total 1,952.71 3.533,05

2018: Honda South America (HAB Sumaré, HDA, HAR, HDP, HSP, HSF, HMDC)
2019: Honda South America (HAB Sumaré, HAB Itirapina, HDA, HAR, HDP, HSP, HSF, HMDC)
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Composting
Leftover food is not waste: through a composting 
process, it is possible to transform into fertilizer what 
was left in dishes. This is what the Honda Automóveis 
plant, in Sumaré, has been doing since it opened its 
Internal Composting Plant, reducing the emission of 
carbon dioxide from the logistics chain involved in the 
collection and disposal of more than 80 tons per year 
of this type of waste. This is another Honda initiative in 
favor of sustainability.

In 2019, a total of 17.3 tons of fertilizers were generated 
and used internally in the company’s green areas.

Virada Sustentável
For the second consecutive year, Moto Honda da 
Amazônia supported the initiative called Virada Suste-
ntável in Manaus to increase awareness about environ-
mental sustainability. The initiative was carried out by 
Fundação Amazonas Sustentável (FAS), in partnership 
with Instituto Virada Sustentável.

During three-day event, the public had access to free 
attractions in di� erent parts of the city, such as parks, 
squares, shopping malls, and other public spaces.

The company promoted the action called Human Tabu-
leiro, an activity where participants received guidance 
on the life cycle of tires and batteries in a playful and 

fun way. Honda also promoted vase painting activities 
for children based on environmental themes, a mem-
ory game inspired by endangered animals, and a pup-
pet show on environmental preservation. 

Company associates also voluntarily collected solid 
waste from an area of approximately 1.5 km in Praia da 
Ponta Negra.

Cabotage
In its logistics system, Moto Honda da Amazônia uses 
innovative modes of transport, in order to guarantee 
punctuality, safety, economy and also sustainability in 
the distribution of motorcycles to dealers.

In this sense, cabotage becomes one of the most im-
portant modes of transport, both in the distribution of 
motorcycles and in the supply of spare parts.

In 2019, Moto Honda used cabotage to transport al-
most 130,000 motorcycles, resulting in a reduction of 
1,600 TonCO2 in CO2 emissions. In supply logistics, in 
2019 more than 1,700 containers of parts and compo-
nents were sent to the Manaus plant, which resulted 
in a reduction of more than 800 TonCO2. 

Together, these reductions are roughly equivalent to 
17,000 trees planted.

Composting machines at Honda Automóveis do Brasil. 
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Safety

Tra�  c safety is an essential commitment for Honda, 
an indispensable condition for mobility. Honda oper-
ates based on two main dimensions. First, the compa-
ny develops advanced and innovative technologies, 
improving the characteristics of its products to make 
them increasingly safer for customers. The second fo-
cuses on educational and awareness-raising actions, 
aimed at strengthening the safe behavior of the main 
agents in tra�  c. 

Product safety
In the motorcycle segment, an important milestone 
was the implementation of the braking technology CBS 
(Combined Braking System) and ABS (Anti-Lock Brak-
ing System) in 100% of the motorcycles produced in the 
country. CBS, an innovative technology developed by 
Honda, consists of a hydraulic system that acts on the 
motorcycle’s brakes to evenly distribute the braking force 
applied to the rear and front wheels, ensuring greater 
braking stability for riders. ABS is an electronic system 
that prevents the wheel from locking during braking 

and on slippery surfaces. Honda has been increasing the 
adoption of this technology in its product line.

In addition to the brake system, Honda invests in the de-
velopment of advanced technologies such as traction 
and stability controls, electronic suspension, slip-assist 
clutch, Throttle-by-Wire, anti-wheelie and slip control 
system, and even airbags, which are implemented ac-
cording to the strategy of each product. Finally, the 
company works continuously on its projects to improve 
the motorcycle’s control parameters, and on the chas-
sis/suspension set, which allow for safer riding. 

In the automobile segment, the Honda Accord, 
launched in Brazil in 2018, introduced in the country 
the safety and driver assistance technology package, 
Honda SENSING, as standard equipment. The system 
includes ACC (Adaptive Cruise Control) with LSF (Low 
Speed Follow) - adaptive cruise control with speed 
adjustment -, CMBS (Collision Mitigation Braking Sys-
tem) -  LKAS (Lane Keeping Assist System) - and the 
RDM (Road Departure Mitigation System). 
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•  ACC (Adaptive Cruise Control) with LSF (Low 
Speed Follow): adaptive cruise control with 
speed adjustment

•  CMBS (Collision Mitigation Braking System): 
braking system for collision mitigation

•  LKAS (Lane Keeping Assist System): lane assis-
tance system

•  RDM (Road Departure Mitigation System): system 
for mitigating runway evasion.

This technology uses a camera positioned on top 
of the windshield and a radar system, located on 
the front grid. Through this combination, with radar 
object detection and camera recognition, Honda 
Sensing assists drivers, contributing to safer driv-
ing. Honda’s strategy is to gradually introduce Hon-
da Sensing to its product line in Brazil.

In addition, Honda is committed to evolving the speci-
fi cation of its products, continuously incorporating new 
safety technologies. In 2019, the launch of HR-V Tour-
ing added safety di� erentiators compared to other ver-
sions of the model, such as the exclusive LaneWatch 
technology, which eliminates the blind spot through a 
camera positioned in the rear view; the more e�  cient 
Full Led lighting system; and the Agile Handling Assist 
(AHA) system, which increases safety in curves. Also, 
the Civic 2020, introduced in mid-2019, had as its main 
safety feature the TPMS, which monitors tire pressure 
and warns the driver in the case of irregularities. 

It should be noted that both models already had em-
bedded modern specifi cations and safety equipment 
such as: 6 airbags (front, side, and curtain); ABS (An-
ti-Lock Braking System) and EBD (Electronic Brake-
force Distribution), VSA (Vehicle Stability Assist); HSA 
(Hill Start Assist); ESS (Emergency Stop Signal); ACE 
progressive deformation structure; and Isofi x child 
seat fi tting system. • GRI 103-2, 416 •
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The Tra�  c Education Centers also o� er educational 
activities for children through the “Clubinho Honda - 
Trânsito Amigo” project, in place since 1992 to promote 
recreational activities that invite children 4-7 years of 
age to learn about tra�  c safety, in a light and fun way. 

The CETHs also have the Cidade Mirim do Clubinho Honda 
(Honda Mini City Club) on their premises. The space, open 
to children from public and private schools, reproduces a 
city in order to teach tra�  c education concepts. A mini-
city is reproduced at the site, containing elements such 
as pedestrian crossings, tra�  c lights, signposts, and mini 
electric vehicles for children to learn the main tra�  c rules.

In 2019, the three CETH units served approximately 
6,000 children.

Safe tra�  c

Honda Tra�  c Education Center (CETH) 
Honda believes that education, combined with prod-
uct technology, is key to an accident-free future. The 
company promotes tra�  c safety activities on all the 
continents where it operates, carrying out actions 
according to the characteristics and tra�  c situations 
of each country. 

Brazil has three Honda Tra�  c Educational Centers 
(CETH), located in Indaiatuba (SP), Recife (PE) and 
Manaus (AM), which o� er practical and theoretical 
classes to disseminate safety concepts in tra�  c and 
safe riding of motorcycles. The project is also carried 
out at CETH units in Argentina and Peru. 

In 2019, a total of 2,744,900 people were impacted by 
tra�  c safety activities conducted by CETHs in Brazil.

ACTION  2018 2019

Classroom Courses 11,400 12.6 mil

On-site lectures 12,000 12 mil

Clubinho Honda - 
Activities for children 4,000 6 mil

Itinerant activities 15,900 18.6 mil

Online visits and 
digital actions 1.88 million 2.75 million

TOTAL number of 
people impacted 1.93 million 2.8 million
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Honda Tra�  c Education Centers o� er free training to fl eet drivers in public and private compa-
nies, including the Police, Military, Fire Department, among others.

The CETHs o� er classroom training and driving simulators that enable motorcyclists to experien-
ce di� erent tra�  c situations and to be conditioned to react safely. In a second phase, students 
put classroom learning into practice on the units’ test tracks.

To disseminate training, the company also relies on three Mobile Driving Unit, which supports 
itinerant initiatives carried out throughout the country.

Caring for Life
In order to raise awareness about safer tra�  c, Hon-
da promoted several special actions to celebrate the 
movement called Maio Amarelo – Atenção Pela Vida 
(Yellow May - Caring for Life).

The teams of instructors at the Honda Tra�  c Educa-
tion Centers visited nine Brazilian states to promote 
safe driving courses and lectures on peace in tra�  c. 
The cities were chosen based on criteria such as a 
high rate of road accidents. In all, 88 defensive driv-
ing courses and 30 lectures were held, which together 
reached more than 3,500 participants.

WE WORK FOR 
SAFER TRAFFIC
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All recalls can be viewed at: https://www.honda.com.br/recall

To date, 906,851 vehicles have been recalled, for a total of 1,609,624 Takata airbag 
infl ators to be replaced. Of these, 1,020,762 Takata airbag infl ators have already been 
repaired, reaching a service rate of 63,4%.

Recall
Respect for individuals is one of the principles that govern Honda’s operations arou-
nd the world. Based on this, Honda conducts its recall campaigns, nationwide, free 
of charge and with the support of its solid dealership network. The company issues 
a recall for repairs with transparency and agility. 

Mega recall of Takata airbags 
Takata’s airbag recall is the largest in the history of the automotive industry in Brazil. 
Since July 2010, Honda has been calling on its customers to repair the defective Takata 
airbag infl ator and, until closing of this report, had conducted 18 campaigns for this re-
call. • GRI 103-3/416, 416-1 •

AUTOMOBILES (MODEL / REASON/ 
NUMBER OF VEHICLES / % REPAIRED)

MODEL REASON NUMBER % REPAIRED

Fit 2004-08
Civic 2001-06
Accord 2003

CR-V 2002-2006

Failure in the 
passenger-side 
airbag infl ator 

27,555 16.8%

Accord 2003-07 Failure in the driver-
side airbag infl ator 1.920 42.3%

Honda has adopted 
a series of pioneering 
measures to expand 
communication 
with consumers
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Honda has adopted a series of pioneering measures 
to expand communication with all owners whose ve-
hicles have any pending recalls and let them know of 
the urgency of the repair. 

It should be pointed out that, in Brazil, consumers 
usually switch vehicles on average every three years. 
Therefore, it is common for cars to switch owners 
over time. However, the new owners don’t always re-
turn to dealerships for routine maintenance and/or 
repairs, making it di�  cult to update information in 
Honda’s records.

Aware of the seriousness of Takata’s airbag infl ator 
recall, Honda is leading a series of pioneering initia-
tives to increase the service rate of the campaign, 
going beyond the requirements of current legislation. 
Some examples:

•  Nationwide campaign on open TV, showing an exclu-
sive video to alert customers;

•  Joint initiative with the specialized TV show Au-
toEsporte, on TV Globo, in a report that alerts about 
the importance of the recall;

• Call center ativo;

•  Agreement with the Department of Motor Vehicles 
(DETRANS) in the states of São Paulo and Paraná, 
in addition to partnerships with insurance companies 
and automatic toll collection companies, among oth-
ers, to locate the owners of the a� ected vehicles;

Honda’s initiatives to alert consumers

•  Association with DENATRAN to send letters to custom-
ers, reminding them of the need to make the withdrawal;

• Digital media campaigns;

• Active call center;

•  Hand out of primers at toll plazas and parking lots at 
shopping malls;

•  Dissemination of communication pieces on box trucks.

In August 2019, Honda released a video testimonial from 
customer Tiago Ferreira, who was the victim of the ab-
normal infl ation of the Takata airbag infl ator of his Honda 
Civic 2007 in an accident su� ered in September 2018. The 
Honda Civic that Tiago Ferreira was driving was included 
in the global mega recall and had been called for replace-
ment of the infl ator on two occasions in 2015, but the ve-
hicle was not taken to be repaired. Tiago talks about how 
serious the accident due to injuries caused by metal frag-
ments launched at him when the airbag was deployed.

It was a nationwide campaign, mainly through digital plat-
form, including activation on social media and WhatsApp, 
in order to maximize the reach of the message. 

In addition, as part of awareness actions, the company 
released a video with the testimony of US customer 
Stephanie Erdman, who also experienced an abnormal 
outbreak of the Takata airbag infl ator. The material has 
been translated and is available on the Honda website 
at www.honda.com.br/recall.
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Quality

OS ELEITOS” SURVEY
The survey called “Os Eleitos” gathers the opinion 
of thousands of consumers of the best-selling cars 
in the Brazilian market, which rate several features 
of the model and brand, based on their expectations 
and actual experience with the product. The result is 
a satisfaction index in which the score of 100 indi-
cates that the customer expectations were fully met. 
In the case of Honda, the Civic sedan was chosen, 
in the words of the publication “the car owners love 
most in Brazil.” with a score of 100.2, that is, exceed-
ing the expectations of its customers. Other Honda 
models in the study also ranked among the best in 
the segment. It is important to point out that, over 
the 19 years of this survey, the Civic is the model that 
most often ranked fi rst, with fi ve awards, followed by 
the Honda Fit, which received four, making the Hon-
da the most awarded brand in the study. 
 

Customer satisfaction fi rst
O� ering the highest quality products at the right price 
to exceed customer expectations is a fundamental prin-
ciple that governs Honda’s operations worldwide. This 
commitment can be perceived in the words of founder, 
Soichiro Honda, who stressed that “100% quality is not 
acceptable. Our e� orts are applied to reach 120%.”

The total quality concept adopted by Honda incorpo-
rates the value of quality in all dimensions of the busi-
ness. Honda believes that the fi nal product will only of-
fer a di� erentiated value to the customer if the entire 
operation is guided by the same principle, from design, 
development, supply chain management, and produc-
tion, to sales, after sales and administration. In this way, 
the total quality concept is also extended to the entire 
chain, including suppliers of parts and raw materials, 
dealers, and other partners.

The focus on customer satisfaction through the di� er-
entiated quality of products and services, built by a 
corporate culture that prioritizes quality in all dimen-
sions of the business, is one of the main competitive 
di� erentiators that sustain the value of the Honda 
brand in the long term. 

 

Product quality recognized 
by customers
Customer satisfaction with products sold in Brazil is 
a fundamental indicator for assessing the quality and 
performance of the company. Honda continuously 
invests in research to identify the level of customer 
satisfaction with the brand’s products and services, 
directing initiatives to continuous improvement and 
development of new solutions. Likewise, Honda is at-
tentive to surveys, evaluations, and awards conducted 
by third parties that allow the company to obtain rec-
ognition of its strengths and points for improvement.  

Honda focuses 
on customer 
satisfaction
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Quality management system
Honda has a global quality management system, the 
G-HQS, established in April 2005, consisting of a 
set of fundamental standards that support quality 
assurance and improvement activities in all Honda 
group operations. 

The purpose of the system is to guarantee quality not 
only in production activities, but also in other areas of 
the company. Through G-HQS, Honda clearly defi nes 
the roles and responsibilities, standards and indicators 
for the areas of development, manufacturing; services, 
procurement, and engineering to continuously im-
prove quality of products and processes. 

G-HQS systematizes the knowledge independently 
acquired by Honda in manufacturing quality products 
and preventing potential problems. In addition to its 
proprietary system, Honda complies with ISO certifi ca-
tion standards. At the end of 2019, four Honda facilities 
in South America had obtained ISO9001 certifi cation.

HIGHEST RESALE VALUE SEAL
The “Best Resale Value” seal promoted by the Au-
toinforme portal, is a certifi cation of the cars and 
motorcycles that lose the least value at the time of 
resale. It is a study that attests to the quality of Hon-
da products and demonstrates the perceived value 
of models to consumers. 
In the 2019 evaluation, the Honda City was classi-
fi ed as the compact sedan with the smallest depre-
ciation in its category, with a depreciation rate of 
only 8.6%, while the other Honda models were also 
among those with the lowest depreciation rates in 
their respective categories. 
Among motorcycles, the Honda Bros 160 received the 
maximum rating of the study for the fourth consecu-
tive time, ranking the motorcycle with the best resale 
value in Brazil, with a depreciation of only 5.6% in one 
year. It should be noted that Honda Motos was the most 
awarded brand, leading in eight categories, in addition 
to the main seal. The study has been conducted since 
2000 and certifi cation has been granted since 2014. 
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I - Design and Development
Quality assurance is imple-
mented from the initial stage of 
product design, using Honda’s 
experience in design and manu-
facturing to create projects that 
facilitate its production. 

Honda Quality Cycle

II - Preparation of Production 
Quality assurance extends to 
production processes, develop-
ing manufacturing controls that 
limit process variability.

IV - Sales and Services
Any quality problems in the market 
are detected through after-sales 
and dealt with by the dealerships, 
based on surveys and information 
obtained from customers. 

V -  Collection of Information 
on Quality

Based on the information collect-
ed from customers and markets 
worldwide, an analysis for quality 
improvement is conducted (mar-
ket quality improvement system).

III - Production
In addition to creating designs that 
facilitate product manufacturing 
and implementing manufacturing 
controls that limit the variability of 
processes, quality assurance con-
ducts rigorous inspections of parts 
and vehicles and ensures that 
products are not damaged during 
transportation.

I III

IVII

V

CHILE

ARGENTINA
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Research & Development
For Honda, investing in research and development is 
paramount to the innovation process.  Therefore, the 
Research & Development Center, located at the automo-
bile plant in Sumaré (SP), has strong initiatives in place 
to increase the local production index of components, 
in technologies that are less harmful to the environment 
and adapted to the specifi c demands of the countries in 
the region. With state-of-the-art laboratories and techni-
cal equipment, the center is today one of Honda’s main 
development centers outside Japan and the U.S..

In line with this strategy, the Development and Technolo-
gy Center (CDT) located at the Manaus (AM) plant, acts 
as a multidisciplinary technological center and its mis-
sion is to strengthen research and create solutions for 
the needs of the South American market. The unit has an 
infrastructure to evaluate products, a test track that sim-
ulates a variety of motorcycle riding conditions, and lab-
oratories to test engines, gas emissions, and durability.

In both segments, the resources and technical skills for 
research and development available in the operation 
in Brazil, coupled with the company’s global resources 
dedicated to innovation in mobility solutions and tech-
nologies, energy management, robotics and artifi cial 
intelligence, give Honda a leading role in the advance-
ment of mobility with global and regional products and 
technologies, which, once implemented in the country, 
fully meet the needs of local consumers.

The research and development area is also essential to 
guarantee the quality of products, creating designs and 
projects that limit the variability in the manufacturing 
process. Honda’s engineers have access to a wide base 
of accumulated knowledge on procedures and tech-
niques that contribute to avoiding quality problems, 
when used in designing, in joint development with sup-
pliers, and in production. 

. 

Supplier management
• GRI 102-9 •
Honda South America works with suppliers recog-
nized not only for their service capacity and quality of 
products and services, but also for their ethical perfor-
mance in the social and environmental areas. There-
fore, in order to join the company’s supplier team, all 
companies undergo a selection process conducted in 
accordance with the global guidelines defi ned by the 
headquarters in Japan. 

Honda’s standard to select and manage partners is de-
fi ned by the QCDMEFS (Quality, Cost, Delivery, Man-
agement, Environment, Finance, and Safety) method-
ology. With a focus on these dimensions, indicators 
and processes are established for the development and 
monitoring of suppliers, such as quality specifi cations, 
e�  ciency, service, environmental management, human 
resources management, among others.

NUMBER OF SUPPLIERS OF 
PARTS AND RAW MATERIALS

AMÉRICA DO NORTE EUROPA

ÁFRICA E 
ORIENTE MÉDIO ÁSIA/OCEANIA

CHINA

JAPÃO

HSA

BRAZIL

ARGENTINA

295

54

* Peruvian production unit data not available.
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Ensuring the quality of components and materials ac-
quired from suppliers is a key element in o� ering cus-
tomers di� erentiated products. Honda frequently visits 
its suppliers’ facilities to conduct quality audits based on 
the “Three Realities Principle,” which emphasizes “going 
to the real place,” “knowing the real situation,” and “be-
ing realistic.” These audit activities are conducted both 
at the production preparation stage and during mass 
production. Based on these audits, Honda works con-
tinuously, together with suppliers, to identify and imple-
ment improvement projects.

Quality in the production process
Honda’s production departments establish control 
items and manufacturing criteria for each part, pro-
cess and operation. Engineers use these standards 
to check and minimize manufacturing variability. In 
addition, Honda develops technologies and systems 
that strengthen the quality of operations. This con-
tinuous improvement process involves employees, 
through suggestion plans and internal quality pro-
grams, such as NHC.

Honda Way
The Honda Way program is one of the initiatives to strengthen production prin-
ciples, developing techniques that limit variability in the production process and 
add more quality and safety to products. Developed by the Production Quality 
Control department at Honda Automóveis, the purpose of the program is to gua-
rantee absolute quality in production. 

This department has an extensive program in place with its suppliers, who are 
invited to learn more about Honda’s production process and, specifically, how 
the part or component supplied is used in the production line. 

With this, each supplier understands the importance of strict compliance with 
the specifications set out by Honda. The program also enhances the relational 
aspect, providing a seamless communication flow between the parties.

P E R F O R M A N C E  R E P O R T 61

Market Quality Center
Honda created an area called Market Quality Center 
(MQC) to manage information about the quality of the 
product o� ered to the market. The MQC is intended 
to improve prevention of problems and quickly detect 
and solve issues. The area collects quality-related in-
formation from dealers throughout Brazil and through 
the services department and customer relationship 
centers. This information is shared with the areas of 
Research & Development, Production, and Supplier 
Management for technical evaluations that allow for 
the identifi cation of causes and implementation of 
corrective measures.

Customer relations 
Honda works to provide customers with positive 
experiences over time, at all touchpoints with the 
brand. In this way, a relationship history is created 
that allows customers to recognize brand value, its 
qualities and di� erentiators. 

In this mission, one of Honda’s major pillars in Brazil is 
its extensive dealership network, comprising 215 points 
of sale and services for automobiles and more than 
1,100 for motorcycles. The dealership network is a fun-
damental partner that shares the same customer-ori-
ented culture, o� ering personalized service from the 
very fi rst contact, product experimentation, sales ne-
gotiation, providing services and implementing com-
munication and relationship strategies. 

Dealership management is closely monitored by Hon-
da’s consulting teams, through technical visits and sat-
isfaction surveys on the service, products and services 
o� ered. In 2019, more than 288,634 customers were 
heard and expressed their opinions contributing to the 
company’s continuous improvement processes.  

Training the employees of the dealership network is an-
other essential factor in ensuring positive customer ex-
periences. In 2019, Honda provided more than 469,976 
hours of distance and in-person technical and behavioral 
training to sales and service employees in the network.

BEST QUALITY PROGRAM
Best Quality is an initiative by Honda South America to recognize technicians, consultants and man-
agers of services and parts from its network of motorcycle and car dealers. 

Through di� erent evaluation methods, the best professionals advance in the program phases in each 
category - technician, service consultant, parts consultant and manager - up to the last phase, which 
consists of an evaluation with practical tests in vehicle diagnostic, service simulations, as well as a 
written knowledge test. 

The professionals who most closely adhere to Honda’s methodology and service culture are recog-
nized. Since its launch in 2007, more than 97,000 employees of the dealership network throughout 
South America have participated in the program, demonstrating Honda’s commitment to ensuring the 
high quality of its After-Sales.

In 2019, the two best after-sales professionals in South America had the opportunity to compete in the 
World Skill Contest, promoted by Honda Motor, in the city of Yokohama, Japan. 
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Digital Relationship
Thanks to a strong digital communication strategy and 
its own CRM platform, called “myHonda.” the company 
and its entire dealership network maintain a relation-
ship with customers, over time and across the country, 
on a variety of demands. 

Online communication is guaranteed, not only for 
current customers, who already have a history of re-
lationship with Honda, but also for those who wish to 
purchase a Honda product or service for the fi rst time. 
By being part of myHonda, customers and fans of the 
brand have access to content of interest, special op-
portunities and conditions, and information on prod-
ucts and services. 

In this way, Honda also ensures excellence in customer 
service in the digital environment.

After-Sales Portal
In order to provide brand excellence 
in the digital environment, providing 
more information to users in an 
easy and transparent way, in 2019, 
new tools and features were made 
available to Honda customers on 
the after-sales website, such as 
consulting and scheduling routine 
maintenances and the frequency 
recommended for replacing parts 
and components. (www.honda.com.
br/ pos-venda/automoveis and 
www.honda.com.br/pos-venda/motos).

Social Media
In order to maintain yet another important commu-
nication channel with the public, Honda is also pres-
ent on social media, providing customer service and 
a variety of content about its products and services. 
The pages also contain topics that comprise Honda’s 
pillars, such as road safety, the environment, motor 
sports, among others. In all its o�  cial channels, Honda 
has more than 11 million followers in Brazil..

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

www.youtube.com/HondaInstitucional

Follow Honda 
on social media:

www.facebook.com/HondaBR
www.facebook.com/hondaautomoveis

www.facebook.com/HondaMotosBr
www.facebook.com/hondaracingbrasil

www.facebook.com/ConsorcioNacionalHonda
www.facebook.com/bancohondaofi cial

www.instagram.com/hondaautosbr
www.instagram.com/hondamotosbr
www.instagram.com/consorciohonda

www.linkedin.com/company/honda-brasil
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Honda believes in the Power of Dreams as a 
driving force to overcome challenges and ac-
complish great things. To this end, the compa-
ny strives to maintain an innovative work envi-
ronment capable of creating unique values for 
society and customers, where each employee 
can experience the true Joy of Creating. 

The Human Resources policy is supported by 
the fundamental belief of respect for individ-
uals, which must be recognized through three 
pillars: appreciation of the initiative of each em-
ployee to realize ideas and aspirations, equality 
where people are treated fairly, with equal op-

People

portunities, and fundamental trust to establish 
lasting relationships and form work teams. 

Honda ended 2019 with 12,022 permanent and 
607 temporary employees. Every employee 
shared this work environment, based on re-
spect for human beings and which is condu-
cive to long-term professional achievement 
and development, and was remunerated in 
line with best market practices. With this phi-
losophy, Honda manages its human capital 
and creates a corporate culture that provides 
a sustainable competitive di� erentiator in the 
long term. • GRI 102-8, 103-2, 103-3/402 •

NUMBER OF EMPLOYEES BY TYPE OF CONTRACT

2018 2019

Temporary 323 285 413 194

Permanent 9,471 2,410 10,583 1,439
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NUMBER OF EMPLOYEES BY REGION

2018 2019

TEMPORARY PERMANENT TEMPORARY PERMANENT

Brazil (North) 308 6,060 317 6,372

Brazil (Southeast) 135 4,573 96 4,448

Argentina 0 1,089 0 1,034

Chile 0 83 4 79

Peru 165 76 190 89

NUMBER OF EMPLOYEES BY TYPE OF EMPLOYMENT CONTRACT 

2018 2019

Full-time 10,576 1,362 10,685 1,405

Part-time 303 248 324 239
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Climate survey
The main indicator that refl ects the quality of human resources management in the 
company is the evolution of the annual climate survey involving all employees in South 
America. The result of 2019 represented the best historical index for this indicator, with 
a satisfaction score of 83 points. This improvement was seen in the scores for Brazil, 
Argentina and Peru, in all aspects.

The results of the survey are evaluated by the human resources area so they can pre-
pare a corporate action plan, and by each manager so they can defi ne actions focused 
on the reality of the di� erent areas.

.

YEAR OF 
SURVEY

OVERALL 
SATISFACTION SCORE

2017 80%

2018 81%

2019 83%

Programs focused on employee development 

Training and Development
• GRI 103-2, 103-3/404, 404-1 • 
To encourage employee development, Honda o� ers learning experiences not only 
through training, but especially on a daily basis, in a professional environment that pro-
vides proximity to di� erent areas and professionals in di� erent positions.
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AVERAGE HOURS OF TRAINING - Honda Brasil

2018 2019

Gender 

Total 10.2 12.2 15 19

Employee category

Directors 9.0 0 15 0

Managers and General Managers 24.7 49.4 15 55

Employees - Administrative 10.2 12.5 23 20

Employees - Plant 9.9 11.1 19 25

AVERAGE HOURS OF TRAINING – Honda Argentina

2018 2019

Gender

Total ND ND 26.2 22

Employee category

Directors ND ND 0 0

Managers and General Managers ND ND 28 44

Employees - Administrative ND ND 32.8 21.9

Employees - Plant ND ND 22.3 21
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GAP
Through the Global Assignment Program (GAP), em-
ployees participate in international development pro-
grams to acquire technical and management skills and 
expand their network of professional contacts and 
knowledge of best practices. With this, the company 
develops its teams to operate in a globalized environ-
ment and lead changes in the business. Last year, 5 em-
ployees participated in the GAP and, over the past eight 
years, 127 have employees participated in the program

NHC
The Honda Philosophy is celebrated annually through 
the NHC (New Honda Circle) development program. 
In this program, employees from all areas and units 
are invited to form working groups in order to iden-
tify opportunities, develop and implement innovation 
projects and improvements in processes and work en-
vironment as a whole. 

The projects must be developed according to the 
program’s methodology and represent an opportu-
nity for employees to learn about quality tools, share 
knowledge, and gain visibility and recognition, since 
the groups that stand out participate in national and 
international conventions, sharing their experiences 
and creations.

In this way, Honda values human capital, encourag-
ing ideas and recognizing individual dedication to 
joint learning. In 2019, a total of 8,128 employees 
participated in the NHC program in South America, 
forming 1,691 teams

Leadership School
With a focus on internally developing company 
leaders, Honda managers are prepared to inspire, 
coordinate, and enhance the talents of their teams. 
Based on the company’s philosophy, a training pro-
gram guarantees thorough training for employees in 
management positions, through activities and tools, 
such as strategic projects in Cross-Functional Teams, 
Professional Coaching, Individual Development Plan 
(PDI) and 360° Evaluation.

Internship Program
Since the beginning of its operations, Honda has pro-
vided university students with access to its Intern-
ship Program. This is the main gateway for young 
professionals who seek an inspiring work environ-
ment that values aspects such as initiative, equality, 
trust, and communication.

With a total duration of 24 months, divided into three 
stages, the program includes a methodology focused 
on learning and hands-on experience in the target 
area of activity.

Honda values 
human capital
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In addition to participating in projects and ac-
tivities in the specifi c area, in the third phase, 
interns developed a proposal for relevant 
improvement. Throughout the development, 
they are monitored by the area managers and 
the Human Resources department.

In 2019, the major part of the interns who end-
ed the contract were hired by the company.

Trainee Program   
Joining a solid company, with a philosophy that 
values learning and continuous development, 
can be a great opportunity in a young person’s 
career. With this in mind, Honda has an annual 
Trainee Program in place, geared toward re-
cently graduated professionals interested in 
starting their professional journey.

In 2019, a total of 15 trainee positions were 
o� ered for the company’s units in São Pau-
lo (SP), Sumaré (SP) and Indaiatuba (SP), to 
work in the commercial, administrative, and 
fi nancial areas. 

The program is aimed at recent graduates (up 
to 2 years) with mastery of the English lan-
guage, from courses such as Business Adminis-
tration, Economic Sciences, Psychology, Social 
Sciences, Accounting, Mathematics, Statistics, 
Physics, Advertising, International Relations, 
Foreign Trade, Marketing, Engineering (Con-
trol and Automation, Mechanics, Mechatronics, 
Electrical, Electronics, Production, Aerospace, 
Computer, and Automotive), Computer Sci-
ence and Information Systems, among others. 

Trainees spend the fi rst three months on job 
rotation through the main areas of the compa-
ny and the following nine months on activities 
in their own areas of expertise. Development 
of improvement projects in their fi elds is also 
planned, in addition to specifi c training and 
mentoring program with managers. 
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New ways
In order to contribute to the fi nancial planning of its 
employees, Honda opened in 2019 the “Financial Ed-
ucation for All” program. Without any age or posi-
tion restriction, the initiative consists of lectures and 
workshops aimed at fi nancial balance, with invest-
ment tips for both beginners in the subject, as well 
as for those who already have knowledge in the area 
and want to expand it. The program consists of four 
modules and has the partnership of XP Investimento 
and Universidade Bradesco.

Careers Page
A platform dedicated to the recruitment and selec-
tion of talent, which, in addition to showcasing the 
jobs available, has content that reinforces the pre-
cepts of the company’s Philosophy, the basis of the 
actions and decisions of all employees of the group. 
The platform also provides information on the di� er-
ent segments in which Honda operates in the country 
and the main activities performed in the fi ve main ar-
eas of activity (Commercial, Production, Research & 
Development, Procurement, and Administrative). 

Occupational Health and Safety
• GRI 103-2, 103-3/403, 403-2 •
“No production without safety.” Founder Soichiro 
Honda’s phrase is still alive today and can be seen on 
posters throughout the units and heard in the compa-
ny’s corridors. 

When it comes to preserving the health and safety of 
employees and third parties, Honda not only respects 
the current legislation and regulations of the sectors 
in which it operates, but also makes constant invest-
ments in actions to maximize safety and promote 
worker health. 

Health and Safety management supports the compa-
ny’s strategic plan. All Honda professionals are also 
committed to accident prevention, with senior man-
agement playing an important role in this process, 
supporting initiatives and providing resources to cre-
ate and implement preventive programs.

HEALTH AND SAFETY 
MANAGEMENT 

SUPPORTS THE 
COMPANY’S 

STRATEGIC PLAN.
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Incident- and Injury-Free Environment
In order to anticipate existing risks and potential im-
pacts arising from its operations, the company uses 
methodologies and tools to map all existing activ-
ities. For each situation mapped, there are preven-
tive procedures and solutions, which include raising 
awareness of professionals about the importance of 
thinking and acting always having in mind the safety 
of everyone fi rst. 

Honda’s objective is to achieve a “zero accident” rate 
in all production units.

In recent years, Moto Honda da Amazônia has signifi -
cantly reduced the accident severity rate and several 
safety initiatives have been implemented, among which 
we can highlight the Campaign “No Trabalho, no Tra-
jeto e no Lar Segurança em Primeiro Lugar” (“While 
Working, Commuting or at Home, Safety Comes First”), 
which involved 7,500 employees and 1,300 service pro-
viders, via live transmission at 13 points in the plant.

Honda’s goal 
is to achieve 
“zero accident”
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A healthy team
Safety and well-being go hand in hand. In this sense, 
Honda has several measures in place to preserve the 
health of its employees, such as the ergonomic study 
of work, specialized medical care in the case of emer-
gencies, and prevention campaigns by raising aware-
ness, such as Pink October, focused on fi ghting breast 
cancer, Blue November, with an alert concerning pros-
tate cancer, among others. 

And by health, emotional well-being is also under-
stood. In Manaus, the specialty clinic o� ers medical 
and psychological assistance with the aim of taking 
care not only of the body, but also of the employees’ 
minds, promoting well-being.

Local Communities
• GRI 103-2, 103-3/203, 203-1 •
The company’s vision of sharing joy with people would 
not be complete without Honda’s engagement with 
local communities.  

Based on this concept, the program Together for To-
morrow was born, adopted worldwide by the compa-
ny and which demonstrates the importance of Honda’s 
relationships with society as a whole. The program 

was developed based on four pillars - Environment, 
Education, Community, and Road Safety - which help 
guide actions in favor of social, economic and environ-
mental development, with a focus on building a better 
and more just world for future generations.

Currently, several social activities are in place in the six 
regions of global operations, in order to share joy with 
people from all over the world and become a compa-
ny desired by society. Honda also strives to support 
initiatives that refl ect local circumstances in its corpo-
rate activities abroad. In addition, these activities are 
in line with the content and objectives of international 
discussions, such as the SDGs.

In 2017, in order to improve the direction and focus of 
social projects and actions in the region, Honda South 
America developed a Social Action and Sponsorship 
Policy adapting the Global Policy guidelines to the re-
gional reality.

In 2019, a total of 43 social actions and projects were 
conducted, with an investment of around US$ 1.7 
million, benefi ting 70,077 people. Of this total, 14% 
(about US$ 236,000) was invested via Incentive Laws 
- Rouanet Law, PROAC, PIE. 
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Incentive to education  • GRI 203-1 • 

Recognizing the importance of education in individual 
qualifi cation, Honda has been o� ering the Professional 
Training Course to residents of the Recife (PE) region 
since 2007. The initiative takes place in the facilities of 
its Training Center in the city.

In over 870 hours of training, students receive theo-
retical and technical classes in mechanics of automo-
biles and motorcycles, with topics involving metrology, 
electrical systems, routine maintenance, periodic in-
spection, and others. The course also o� ers guidance 
modules on sales, negotiation techniques, health, fami-
ly relations, information technology, environment, road 
safety, and the importance of voluntary work. 

The process to select young adults who participate in 
the annual course begins with the analysis of basic cri-
teria such as age, education, and social vulnerability. 
Applicants must be between 18 and 20 years old and 
be attending or have completed high school. The sub-
sequent phases involve written tests, group dynamics, 
and visits to their families. 

Since the fi rst edition, 272 young adults have benefi t-
ed from the project and nearly 80% are employed and 
work in di� erent positions, some of whom starting their 
professional careers at the Honda dealership network.

Since 2007 Honda has 
o� ered the Professional 
Training Course to 
residents of the Recife 
(PE) region.
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GRI Content Index | 102-55 |

For Materiality Disclosures Service, GRI Services assessed whether the GRI Content Index is clearly presented and 
whether the references for Disclosures 102-40 to 102-49 are aligned with the appropriate sections throughout the 
report. The service was performed in the Portuguese version.
 

Standard GRI Disclosure Page or URL Omission

GRI 101: Foundation 2016

General Disclosures

GRI 102: 
General 
Disclosures 
2016

102-1 - Name of the organization 13

102-2 - Activities, brands, 
products, and services 15

102-3 - Location of headquarters 15

102-4 - Location of operations 15

102-5 - Ownership and legal form Limited liability company

102-6 - Markets served 15

102-7 - Scale of the organization 15

102-8 - Information on employees 
and other workers 64

102-9 - Supply chain 59

102-10 - Signifi cant changes to the 
organization and its supply chain 21, 26

102-11 - Precautionary Principle or approach 32

102-12 - External initiatives Honda South America is not a 
signatory to voluntary commitments.

102-13 - Membership of associations

ABEEólica - Brazilian Wind 
Energy Association

ABRACICLO - Presidency:

(Brazilian Association of Manufacturers 
of Motorcycles, Mopeds, Scooters, 

Bicycles, and the like)

SIMEFRE - Vice Presidency:

(Materials and Railway, Highway, 
and Two-Wheeler Industry Union)

ANFAVEA/SINFAVEA - Vice Presidency: 
(National Association of Automotive 

Vehicle Manufacturers / National Union 
of the Tractor, Truck, Automobile, 

and Similar Vehicle Industry)

AEA - Board: (Brazilian Automotive 
Engineering Association)

FIEAM - Board: (Federation of 
Industries for the State of Amazonas)

CIEAM - Board: (Industry Center 
for the State of Amazonas)

AFICAM - Board: (Association 
of Component Manufacturers 

for the Amazon Region)

Japanese-Brazilian Chamber 
of Commerce for the States of 

Amazonas and São Paulo - Board

ABIAPE - Brazilian Association of 
Investors in Energy Self-Production

102-14 - Statement from senior decision-maker 5

102-16 - Values, principles, standards, 
and norms of behavior 7
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Standard GRI Disclosure Page or URL Omission

GRI 102: 
Disclosures 
gerais 2016

102-17 - Mechanisms for advice and 
concerns about ethics 35

102-18 - Governance structure 32

102-40 - List of stakeholder groups 13

102-41 - Collective bargaining agreements
100% of employees registered under 
the CLT regime are covered by class 

agreements and collective agreements.

102-42 - Identifying and 
selecting stakeholders 13

102-43 - Approach to 
stakeholder engagement 13

102-44 - Key topics and concerns raised 13

102-45 - Entities included in the 
consolidated fi nancial statements 13

102-46 - Defi ning report content 
and topic Boundaries 13

102-47 - List of material topics 13

102-48 - Restatements of information There was no restatement of information 
disclosed in previous reports.

102-49 - Changes in reporting
There were no signifi cant 

changes in the topics considered 
material or their boundaries.

102-50 - Reporting period 13

102-51 - Date of most recent report 2018

102-52 - Reporting cycle Anual

102-53 - Contact point for 
questions regarding the report

For suggestions regarding the 
contents of the Report, please 

contact us by phone:

Automobiles: 0800 017 12 13

Motorcycles: 0800 055 22 21

Power Products: 0800 055 22 21

Banco Honda: 0800 722 2339

Consórcio Honda: 0800 722 2340

102-54 - Claims of reporting in 
accordance with the GRI Standards 13

102-55 - GRI content index 74

102-56 - External assurance The Sustainability Report is 
not externally assured.

Material Topics

Indirect Economic Impacts

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 72

103-3 - Evaluation of the 
management approach 72

GRI 203: 
Indirect 
Economic 
Impacts 2016

203-1 - Infrastructure investments 
and services supported 72, 73

G R I  C O N T E N T  I N D E X 77

Standard GRI Disclosure Page or URL Omission

Anti-corruption

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 35

103-3 - Evaluation of the 
management approach 35

GRI 205: 
Anti-corruption 
2016

205-2 - Communication and training about 
anti-corruption policies and procedures 35

Energy 

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 45

103-3 - Evaluation of the 
management approach 45

GRI 302: 
Energy 2016

302-1 - Energy consumption 
within the organization 45

302-3 - Energy intensity 46

302-4 - Reduction of energy consumption 46

Water

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 47

103-3 - Evaluation of the 
management approach 47

GRI 303: 
Water 2016 303-1 - Water consumption 47

Emissions

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 37

103-3 - Evaluation of the 
management approach 37

GRI 305: 
Emissions 
2016

305-1 - Direct (Scope 1) GHG emissions 40

305-2 - Energy indirect (Scope 2) 
GHG emissions 40

305-4 - GHG emissions intensity 40

305-5 - Reduction of GHG emissions 39

305-7 - Nitrogen oxides (NOx), sulfur oxides 
(SOx), and other signifi cant air emissions 41

E�  uents and Waste

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 48

103-3 - Evaluation of the 
management approach 48

GRI 306: E�  uents 
and Waste 2016

306-2 - Waste by type and 
disposal method 48
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Standard GRI Disclosure Page or URL Omission

Labor/Management Relations

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 64

103-3 - Evaluation of the 
management approach 64

GRI 402: Labor/
Management 
Relations 2016

402-1 - Minimum notice periods 
regarding operational changes

In the case of internal recruitment 
involving the displacement of the 
home, the employee is informed 

at least 30 days in advance

Occupational Health and Safety 

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 70

103-3 - Evaluation of the 
management approach 70

GRI 403: 
Occupational 
Health and 
Safety 2018

403-9 - Types and rates of injuries, 
occupational diseases, lost days, absenteeism 
and number of work-related deaths

70

Training and Education

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 66

103-3 - Evaluation of the 
management approach 66

GRI 404: 
Training and 
Education 2016

404-1 - Average hours of training 
per year per employee 66

Customer Health and Safety

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 51

103-3 - Evaluation of the 
management approach 54

GRI 416: 
Customer Health 
and Safety 2016

416-1 - Assessment of the health and safety 
impacts of product and service categories 54

Conformidade Socioeconômica

GRI 103: 
Management 
Approach 2016

103-1 - Explanation of the material 
topic and its Boundary 13

103-2 - The management approach 
and its components 34

103-3 - Evaluation of the 
management approach 34

GRI 419: 
Socioeconomic 
Compliance 2016

419-1 - Non-compliance with laws and 
regulations in the social and economic area 34

C R E D I T S 79

CREDITS AND CORPORATE 
INFORMATION

Honda South America Ltda.
Estr. Municipal Valêncio Calegari, 777 (Av. Interna 6)
Bairro: Nova Veneza
Sumaré (SP)
CEP: 13181-903

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

Editorial Coordination 
Pedro Rezende, Tassia Rodrigues and Aline Cerri

Coordination for the Collection of GRI Disclosures and Texts
Keyassociados

Graphic Design, Layout and Infographics. 
Magenta•Lab e Amanda Justiniano (Infográfi co)

Photos
Acervo Honda, Freepik e The Noun project
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