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sustainable japan

Toyota Tsusho turns decarbonization into opportunity

Mission: Sustainability

OSAMU INOUE
RENEWS

1. Selected as a triple-A company in
CDP's global list for the second con-
secutive year in 2025

2. The only one of Japan’s seven lead-
ing general trading companies to
have earned Science Based Targets
certification, it fosters sustainability
as abusiness

3. Aimsto achieve a global capacity of
10 gigawatts in its renewable energy
business by 2030

4. Arecycled plastic made by an affili-

Toyota vehicles

Japanese general trading companies appear
unique to foreigners, who may wonder if
they are traders, investment companies or
infrastructure companies. Toyota Tsusho
Corp., amember of the Toyota Motor Corp.
group and one of Japan’s seven leading gen-
eral traders, is carving out an even more
unique position.

While all seven have pledged to achieve
carbon neutrality by 2050, Toyota Tsusho
has in addition disclosed all Scope 3 cat-
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Environmental managers (from left) Masashi
Hirata, Shintaro Ito and Junji Masuda
TOYOTA TSUSHO

i egories of indirect emissions and joined the
¢ RE100 initiative on switching to 100% renew-
: able energy. Furthermore, the companyis
i the only one to have obtained Science Based :
i Targets validation. For general traders, which :
i cannot afford to let go of fossil fuel busi- :
Toyota Tsusho'’s strong points
: obtaining this seal of approval is not easy.

nesses — their primary source of profit —

In addition, the company has earned an

environmental rating on a par with leading
! manufacturers.

Toyota Tsusho became the first triple-A

i Japanese general trader in CDP's 2024 global
¢ list. In 2025, it once again achieved triple-A

i status. General traders have traditionally

i been regarded as high-emission, high-risk

i businesses. Why, then, is Toyota Tsusho

i evaluated so highly in environmental

¢ friendliness?

ate has been used for the first time in

. Aggressive sustainability

i “Asamember of the Toyota group, we have

i longbeen deeply involved in the automo-

i tive industry and have been engaged in

i businesses including renewable energy and

¢ automobile recycling for the past 40 to 50

: years,” said Masashi Hirata, general manager
¢ of Toyota Tsusho's Carbon Neutrality Pro-

i motion Department. “That's why (our effort
i toachieve) carbon neutrality is an extension
i of what we had been doing. It doesn't feel

i like a transition.”

In July 2021, the company took a signifi-

i cant step: It announced a “carbon neutrality
i declaration” and a mission of “passing on a

better global environment to the children of

the future” Hirata said the company “regards
i tion targets from the international Science

i Based Targets climate initiative. It was at

¢ this point that it took a step forward and set
i aggressive new targets of reducing Scope 3

i emissions by 27.5% by 2030 and achieving

¢ net zero for all of Scopes 1, 2 and 3 — cover-
i ing the entire value chain — by 2050.

carbon neutrality as presenting an oppor-
tunity for our business and the company to
grow.”

Reflecting this, the declaration led to
investments in what he called “aggressive

| © businessareas.” These include renewable
i energy, rechargeable batteries and hydro-
¢ gen. While working to nurture sustainabil-
i ity-related businesses as a pillar of its growth
i strategy, Toyota Tsusho announced in April
i 2024 that it would withdraw from the ther-
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¢ mal power business, which burned coal,

i heavy oil and liquefied natural gas. In July

i thatyear, it increased its target for invest-

i mentin decarbonization-related businesses
: by 2030 to ¥2 trillion ($13 billion) from the

© initially targeted ¥1.6 trillion.

After Toshimitsu Imai was appointed as

president and CEO in April 2025, its strate-
i giesbecame even more aggressive. In July
: that year, it obtained certification for its net-

zero and near-term greenhouse gas reduc-

Of Toyota Tsusho's greenhouse gas emis-

sionsin the base year of 2019, Scope 1and 2
i directand indirect emissions totaled about
¢ 800,000 tons, while its Scope 3 indirect

¢ emissions were about 150 million tons. Its
© business of energy-saving equipment, which
¢ hasbeen a mainstay for the past 20 years,

¢ plays akey role in reducing these emissions.

For more than 20 years, its machinery

i division has provided customer plants with
¢ high-efficiency production equipment and
i energy management using storage batter-

¢ iesand has continued to propose ways to

i reduce emissions of carbon dioxide. This

¢ includes suppliers that are upstream of

i Toyota Tsusho and “has led to reductions in
i Category 1 of Scope 3 emissions,” according
¢ to Hirata.

: Renewable energy

¢ Inaddition, its renewable energy busi-

i nesses, including solar and wind power, are
i growing rapidly. Believing that it can con-

¢ tribute significantly to helping decarbonize
i society as a whole, the company devotes as
 much as half of its decarbonization-related

. investment to the renewable energy
: business.

The centerpiece of this endeavor is the

¢ subsidiary Eurus Energy Holdings Corp.
i Eurus has participated in more than 180
i projects in 18 countries and regions with
i renewable energy generation totaling some
: 515 gigawatts. The company continues to
i expand operations. In Japan, Eurus plans

: tobuild one of the nation’s largest onshore
i wind farms in Hokkaido.

Eurus is expanding its renewable energy

: business also in Africa, where Toyota Tsu-

¢ sho sells Toyota Motor vehicles. Through a
¢ joint venture with CFAO, another Toyota

i Tsusho subsidiary, Eurus plans to achieve

i atotal output of 1 GW, equivalent to a

¢ nuclear power plant, by 2030 through

{ equipment including solar power in Tunisia |
i and wind power in Egypt. Worldwide, the
i company aims to achieve 10 GW by the

i same year.

. 50-year history in recycling
i Fishing nets, automotive plastics, storage
i batteries ... Toyota Tsusho's circular econ-
{ omy business is another core segment that

contributes significantly to reducing Scope

i 3 emissions. Its recycling business began
i inthe 1970s when it started a business to
i properly process end-of-life vehicles.

“We sell Toyota cars in overseas markets,”

¢ said Junji Masuda, manager of the Corpo-

i rate Planning Department’s sustainability

{ management group, “and have served as

i not only the ‘artery’ function of supporting
¢ the production and distribution of mobil-

i ity butalso the “vein” function of taking

i on the collection of discarded vehicles and
i resource recycling”

In July 2025, Toyota Tsusho announced

i thatarecycled plastic made from automo-
i tive shredder residue by the affiliate K.K.

¢ Planic had been selected to be used in the

i front fender seal of the Crown Sport, the first
¢ Toyota car to get this treatment. The mate-
¢ rialis now also used in the RAV4 model.

Although Planic had already sold other

i ety. For more information,
i see https//sustainable japan- et
¢ times.com =

i recycled plastics to auto parts factories

i and makers of pallets and rainwater stor-

: age tanks, it has finally achieved car-to-car

i recycling Waste plastics are difficult to sort.
i Planic introduced advanced gravity separa-
¢ tion technology and equipment, used in

Europe, for the first time in Japan to make

i car-to-car recycling possible.

As Toyota Tsusho aims to significantly

© scale up its resource recycling from collect-
i ing waste to delivering recycled materials to
i manufacturers, it is also focusing on metals.
¢ InJuly 2025, it made Radius Recycling Inc,

i aleading metal recycler, a wholly owned

: subsidiary. The acquisition was valued at

¢ some $907 million, or about ¥134.4 bil-

¢ lion at the time. Radius has more than 100

i facilities, mainly in the United States and

Canada, and processed about 660,000 end-

i oflife vehicles in fiscal 2024.

Toyota Tsusho's carbon neutrality and

i circular economy services are two sides

: of the same coin, but there is also the

i “nature positive” aspect for the company

¢ to consider, about halting the loss of natu-

¢ ral ecosystems and biodiversity, according

© to Hirata: “We had a heated debate about

i nature positive, and in our thinking, carbon
i neutrality ...is the ideal state we should

i achieve and the circular economy is the

{ means to achieve it”

Toyota Tsusho is showing the way

¢ toward the evolution of the Japanese gen-
i eral trader business model itself. These

i days, there is talk of a return to fossil fuels

¢ and the difficulty of achieving carbon neu-
i trality. Nevertheless, Hirata said, “We've

i been doing this for about 50 years, so even
i if others around us may appear likely to

: be swept away by the slightest change, we
i know we don't have to follow suit.”

. The Sustainable Japan section highlights

i issues related to the environ-

ment and a sustainable soci-
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Destination Restawrants

AUTHENTIC JAPAN SELECTION 2021-2024

in mind.

A list of the best restaurants in
Japan, selected by Japanese ex-
perts with international diners

In 2021, The Japan Times created the Destination
Restaurants list around the idea of Japanese experts
uncovering top local restaurants for people around
the world — hidden gems that not only offer unique
culinary experiences but also contribute to commu-
nity revitalization, sustainable food and the promo-
tion of natural resources. We aim to differentiate
ourselves from other selections by bringing country-
side talent proper recognition.

This book, marking the fourth anniversary of the
Destination Restaurants project, is a compilation of
the finest restaurants we have selected so far.

Orders now accepted

Scheduled delivery in early June

Order at amazon.cojp: https://amzn.to/3w6M2FD Lol o
Contact: drl2024@japantimes.co.jp
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Yamagata documentary festival
enlightens global audiences

Satoyama-~Authentic
Japan

MAIKO MURAOKA
CONTRIBUTING WRITER

The Yamagata International Documentary
Film Festival began in 1989 as an event to cel-
ebrate the 100th anniversary of the establish-
ment of the city of Yamagata, which last year
was chosen as the first Destination Region —
an initiative to recognize cities and munici-
palities that The Japan Times wants to tell
the world more about.

The YIDFF has been held biennially ever
since, gathering film professionals and fans
from all over the world. Asako Fujioka, vice-
chair of the festival's secretariat, joined the
organization in 1993. Having spent her child-
hood and early teens abroad, she worked in
the film and art industries after returning to
Tokyo. Her first encounter with the film fes-
tival left a strong impression. “It was a time
when documentary films were becoming
more diverse, undergoing a transition from
something educational but uninteresting,
useful but rigid and old-fashioned. The YIDFF
was a place where creators of such diverse
works gathered, which surprised me alot,”
she said.

One of the characteristics of the festival is
the significant contribution made by volun-
teers.In 2006, the YIDFF became an inde-
pendent nonprofit organization. “This shift
made it possible to make our activities more
accessible to both citizens and the world,”
Fujioka said.

Privatizing municipality-led initiatives

Docu-Yama Youth, organizing small film screen-
ings and supporting the festival’'s operations.
YAMAGATA INTERNATIONAL DOCUMENTARY FILM
FESTIVAL
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: often brings challenges regarding funding

¢ and management, but Fujioka is optimistic,
i saying “Staff members started sharingideas
i onhow to increase profits and launched new
: activities, making their bonds stronger dur-
i ingthe process. Our connection with citizens
i alsobecame stronger.”

This May, the YIDFF co-organized a

i symposium with the cities of Cannes and

i Yamagata during the Cannes Film Festi-

i val Fujiokarecalled that internationally

i acclaimed film director Ryusuke Hamaguchi
i praised the YIDFF at the symposium as a

i unique event that cannot be found else-

i where. She added that this kind of external

i recognition fosters a sense of pride among

i local residents.

Local youths are also engaging with

i the YIDFF by forminga group named

i Docu-Yama Youth, which plans small film

i screenings and supports the film festival's

i operations. In recent years, Fujioka met

i many young people from Yamagata who

i entered the film industry after being inspired
: by films they saw during their high school

i days.“Tam glad that local people, especially

i theyouth, are feeling a connection between

¢ themselves, their hometown and the world,

i seeing world-renowned film directors walk-

¢ ing down the street where they live,” she said.

The film festival has also seen an influx of

. audiences from abroad. “Last year, there was
. asignificant increase in the number of young
i audiences from Asian countries such as Tai-
¢ wan, Hong Kong and South Korea,” Fujioka
¢ said.

With the number of foreign residents in

{ Yamagata Prefecture on therise, the orga-
¢ nization hosts various events and activi-
i tiesaimed at fostering cultural exchange
¢ between international residents and locals.
i “Last year we held an event featuring Viet-
i namese films during an exchange event with
i Vietnamese residents in Yamagata city. Films
! | aresupposed to be entertainment for every-
i one. We want to continue providing inclu-
i sive opportunities that allow anyone living in
i Yamagata to enjoy cinema,” Fujioka said.

Fujioka also believes that films are a reflec-

i tion of their times. The inaugural festivalin =~~~
~ S . i 1989 was held amid global turbulence includ-

Youngpeople arealso involved in YIDFF through :

: fall of the Berlin Wall. She said that during

i such volatile times, some film directors were

i extremely nervous about speaking in public,

i while others were unable to travel to Japan

ing the Tiananmen Square massacre and the

atall.

. Thecities of Cannesand Yamagata co-hosteda
: symposium during the Cannes Film Festival.

{ YAMAGATA INTERNATIONAL DOCUMENTARY FILM
i FESTIVAL

As democratization and freedom of

i expression spread across Asia, Asian cinema
i flourished. Fujioka said that for some direc-

i tors who are now active internationally, such
i as China's Wang Bing and Thailand's Apichat-
i pong Weerasethakul, the YIDFF was a crucial
: steppingstone for launching their interna-

i tional careers.

Fujioka also noted that the portrayal of

i certain gender issues, such as survivors of

i sexual violence speaking out, would have

i beenunthinkable in Japan when the YIDFF
i began nearly 40 years ago. These shifts con-
¢ vince her that documentary films depict

¢ the history of the world as well as the film

¢ industry.

These valuable historical archives are avail-

able for rental, and Fujioka noted that there

¢ hasbeen a steady increase in requests to rent
i works from the archives. “We see a grow-

i ingtrend of creating opportunities, like film

{ screening events, where people can gather,”

i shesaid.

Fujioka noted that, unlike the fragmented

bits of information that flood social media,
i documentary filmmakers create their works
i with a grand vision of establishing a philoso-

phy for perceiving the world holistically.

: “Gathering together in a dark room to face

¢ the world depicted on the big screen helps us
i grasp the essence of and empathize with sto-
i ries that we might otherwise dismiss as hap-

¢ pening in a distant country,” Fujioka said.
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