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Euronext (Amsterdam),
Euronext (Paris),
Frankfurt, and Dusseldorf
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matsushita.co.jp/ (Japanese only)
www.panasonic.co.jp/global/ (English)

M Brand

Global Brand

Panasonic

Used as the global brand for all product
categories

Region/Product-Specific Brand

National

In 1925, the founder, Konosuke Mat-
sushita, chose “National” as the trade-
mark focusing on the word’s meaning,
i.e. “of or relating to the people of a na-
tion.” Used for home appliances in the
Japanese market

Product-Specific Brand

Technics

Used for hi-fi audio products, electronic
musical instruments
Region-Specific Brand
—_——
Duasar

Used in North America for CTVs, VCRs,
microwave ovens

Some consolidated subsidiaries such as Victor
Company of Japan, Ltd. use other brand names.

1 Matsushita Electric Group Sustainability Report 2003

Business Segments of Matsushita Electric Group

Global & Group Headquarters Head Office / Sales Divisions / Overseas Division / R&D Divisions

Semiconductor

Company
System LS for cellular phone
Micro package
Components & Devices /
Production Systems
Display Devices Display Devices Company
Batteries Matsushita Battery Industrial Co., Ltd.
Electronic Components Matsushita Electronic Components Co., Ltd.
Electric Motors Motor Company

Panasonic Factory Solutions Co., Ltd. *!

Matsushita Industrial Equipment Co., Ltd. Thin and flexible multi-
layer sheet device

FA Equipment

Digital Networks

AVC Networks Panasonic AVC Networks Company?*!

Fixed-line Communications ~ Panasonic Communications Co., Ltd.*! f o
Mobile Communications Panasonic Mobile Communications Co., Ltd.*!
Automotive Electronics Panasonic Automotive Systems Company*!

Digital video camera

Systems Panasonic System Solutions Company*!

Home Appliances &
Environmental Systems

Home Appliances Group

Home Appliances Matsushita Home Appliances Company2
Household Equipment Packaged Air-Conditioner Company
Health Systems Matsushita Refrigeration Company, etc.

Healthcare Business Company*!

Lighting Lighting Company

Dishwasher

Environmental Systems  Matsushita Ecology Systems Co., Ltd.*!

Corporate eNet Business Division
Matsushita Logistics Co., Ltd.
Matsushita Leasing & Credit Co., Ltd.

Matsushita Technical Service Co., Ltd., etc.

Matsushita Kotobuki Electronics Industries, Ltd.

Victor Company of Japan, Ltd.

Organizational changes due to business restructuring:

*1

*2

New companies established on January 1, 2003 after the restructuring of the following five companies,
which became wholly-owned subsidiaries in October 2002: Matsushita Communication Industrial Co.,
Ltd.; Kyushu Matsushita Electric Co., Ltd.; Matsushita Seiko Co., Ltd.; Matsushita Kotobuki Electronics
Industries, Ltd.; and Matsushita Graphic Communication Systems, Inc.

A division company established on April 1, 2003 after the consolidation of two division companies, the
Home Appliance & Housing Electronics Company and the Air-Conditioner Company.



Editorial Policy

@ This report is published to provide a faithful and
readable account of the activities undertaken by
the Matsushita Electric Group toward the estab-
lishment of a sustainable society.

@ The report covers a wide range of business activi-
ties from the three perspectives: “Environmental
Sustainability,” “Economic Performance,” and
“Social Responsibility.”

@ “Highlights 2002” is a newly added special fea-
ture. It introduces specific projects carried out at
Matsushita from diverse perspectives of outside
writers based on their field reports.

@ The “Global Highlights” segment presents activi-
ties carried out by the Matsushita Electric Group
companies around the world, with emphasis on
local cultures and customs.

@ A sustainability analysis was conducted by The
Natural Step, an environmental NPO. The results
of this analysis are shown in the Third Party
Comments section.

[Reference Guidelines]

This report:

* Complies with the Environmental Reporting
Guidelines (FY 2000 version), as set forth by the
Ministry of the Environment (Japan).

* Uses the Global Reporting Initiative (GRI)’s Sus-
tainability Reporting Guidelines as a reference
(See p. 90 for GRI Content Index).

[Information available on Websites]

* Environmental Activities
http://matsushita.co.jp/environment/en/

¢ IR Information
http://matsushita.co.jp/ir/en/

* Corporate Citizenship
http://matsushita.co.jp/ccd/index_eng.html

[Scope of the Report]

* Reporting period:
FY’02 (April 1, 2002 — March 31, 2003)
In this report, the fisal year ended March 31,
2003 is indicated by FY’02. The performance
data are from FY’02. Some of the FY’03 activi-
ties are also included.

* Organizations covered:
Matsushita Electric Industrial Co., Ltd., ten
main subsidiaries, and other subsidiaries inside
and outside Japan (p. 1)

* Scope of data:
Financial data are consolidated Group data.
Environmental performance data are the con-
solidated Group data from all sites that have
established the environmental management
system (pp. 83-84).
(The scope of environmental data is different
from that of financial data because it does not
include small divisions that have not yet ac-
quired the ISO 14001 certification.)

(T Highlights 2002 mark
2B Special feature articles are on pp. 7-26.

Facts and Figures mark
DATA Detailed performance data are available on
pp. 82-90.

URL URL mark

Please visit our websites for further information.

he 1,022-Day Challenge
for World’s First Initiative

Breakthrough that
Respects Individuality

The Same 0ld Excuse:
Eco Products Don’t Sell?

CONTENTS

Corporate Profile, Editorial Policy, Contentg:«««+«««-«eeeeeeeee 1

Message from the President:
“Aiming for Coexistence with the Global Environment”

Achieving @ “New Prosperity” -« +««+sseeeessmsnnnsaeeeeeeeee
Highlights 2002
The 1,022-Day Challenge for World’s First Initiative--- 7

Accomplish the Lead-Free Soldering Project

New Treasures from Old oo 1
Matsushita Eco Technology Center (METEC)

The 40,000-Hour Endurance Test-------------- 13
Fuel Cell Cogeneration Systems

What’s He Selling?------------ooooooeeieennn 15

Light and Trust Service

The Unwanted Factory Product----------------- 17
Achieve Zero Waste Emissions

Breakthrough that Respects Individuality---- 19

Improve Management Quality

Confrontation leads to Dialogue ----------------- 21
The Second Environmental Stakeholders Meeting

The Same 0ld Excuse: Eco Products Don’t Sell? -----23
The Third Environmental Stakeholders Meeting

Citizen Action Transcends Corporate Walls ---- 25
Love the Earth Citizens’ Campaign

Global Highlights 27
[NTETDER o00000000000050000050005050000500009050000009009006005 28
[EVIfG8E ooococo0oac0000000000000000000000000000000000000000000 32
Al el Qeeglflfel sosocoesassossassasconsanssosossnssosaanans 35
China and Northeast Asia «««-++«xxxserrerensereeeenneeenes 38

Economic Performance M
Corporate Ethics and Compliance - -« - +=xereesesreeeeees 42
Corporate Governance and Finance -« +«-+=+xseveeeeeee 43
RieserEl el DEvVEle@mefi -oocomooasencenoossasnoanonncanss 45
Environment Solution BuSINESS ««++«=-xxrerereereneeennnnnes 46
Bzgife [Palifey e e [EMMIRMTERL oosooesoosaosoossssaccasaocs 48
TRigIEl amel PEMEIMENES) oo coocosecco0ooeaoosassaosssacsanoacs 49

Environmental Sustainability Management and Promotion System: - 51

Environmental Education and Awareness-raising ----------- 54
Environmental ACCOUNtING =<+« v sesrereremreeareaeeneenes 55
Product Life Cycle and Environmental Impact -« ««---+--- 57
Input to and Output from Production Activities =+« +«-«-----+ 59
Vel [PeRUIERMERI; ooococecsnsneoosoansacossasnsassoaansas 62
St 1@ ElEem DISIlguIE ooococcesseosscossnsnssascassassacos 63
Environmentally Conscious Product Design «««-«« == --=---+- 64
Environmental Risk Management -« «« -+« --ecxeeeeeeneenees 67
Recycling of End-of-life Products ««««=-xresrereereeeeees 69
Environmental Communication ==« =+« == xxrereseeseeeeeees 70

Relationship with Employges ««----xxxoeeeeeeeeemeeeneeees
Relationship with Customers -+ +++xxxweerreeeeeneeeeeeeees
Relationship with Society and Communities

Facts and Figures

Third Party Comments 91
Sustainability Analysis by The Natural Step -« «-=«---=+--+-++ 91
Pulgliieztiian INBIES ooccooracesooscosossnccoossraonsassasssacasc 94

Matsushita Electric Group Sustainability Report 2003 2



In March, 2003, Japan had the honor of hosting the third meeting of the World Water
Forum. During this event, some 25,000 individuals from more than 180 countries
gathered to discuss solutions to the looming global water crises. Japan is blessed with
abundant precipitation that has supported its rice-based diet over the millennia. Com-
ing from Japan’s Shiga Prefecture, which encircles Lake Biwa, the largest lake in Ja-
pan, | grew up with a keen awareness of how crucially our lifestyles depend on wa-
ter.

At the same time, Earth is called the “Water Planet.” Yet only 0.01% of Earth’s water is
readily available for human use. Even today an estimated 1.2 billion people have no
access to safe drinking water. Securing enough of this precious resource for human
beings is a critical theme as we seek a way to maintain a sustainable coexistence
between a rapidly growing world population and the desire of civilization to enrich
human life.

Water use and conservation, of course, are not the only challenge. Environmental
problems, such as global warming caused by energy consumption and deforestation,
are becoming chronic and ever more serious. Coexistence with the global environ-
ment is now an urgent concern shared by all mankind. Moreover, from my standpoint
as an executive of a global-scale business, | myself am fully aware that Matsushita’s
own survival demands serious efforts to protect the environment.

Aiming for Coexistence with
the Global Environment

Achieving Steady Efforts and Tangible Results,
and Moving On to Further Challenges

In October 2001, Matsushita adopted its Environmental Vision and Green Plan 2010,
a global action plan laying out 10-year goals to be accomplished by 2010. In so doing,
we made a promise to society to meet those goals. Below is a brief report on our
progress in the fiscal year ended March 31, 2003.

1. Fully Implemented Lead-free Soldering Worldwide

Fundamentally, the substance we call “solder,” which has a history of some 5,000
years, is used to join electronic components, and during this long history, it has
always been assumed that lead was an essential ingredient. However, Matsushita has
overturned this long-held belief by eliminating lead from solder.

Our efforts led to the 1998 launch of the first product — a portable Mini Disc player —
that utilized printed circuit boards made with lead-free solder. Matsushita then set a
goal of using lead-free solder in all products around the globe by the end of March
2003, which has occupied a good proportion of our energies since then. | am happy to
say that as of now, the Matsushita Electric Group has successfully switched to lead-
free solder in all Panasonic/National brand products produced around the world
thanks to our partners who helped make this possible. All the Matsushita Electric
Group employees share a deep sense of pride in this exceptional achievement. As a
Group, we remain committed to expanding the scope of clean manufacturing and
minimizing the use of hazardous substances.

2. Developing Energy-Saving Products: Aiming to Be the World’s Best

Electrical products consume energy when working to serve their users. It is therefore
our responsibility as a manufacturer to adopt any and all reasonable means to reduce
the amount of energy consumed. In many product categories, we have developed
world-leading energy-saving products. In Japan, for instance, four products, including
our CFC/HFC-free refrigerators, have won the Grand Prize for Energy Conservation
from Japan’s Energy Conservation Center. Meanwhile, in the U.S., our products’
superior energy-conserving performance and market popularity have helped us to
earn the U.S. Government’s Energy Star Partner of the Year Award for the fifth con-
secutive year.

3. Recycling Home Appliances to Ensure Sustainable Use of Resources

The 20th century linear model of mass production and mass consumption has
resulted in the problem of end-of-life electrical products becoming unwanted waste.




Our recycling plant, the Matsushita Eco Technology Center, operates under the “from
products to products” concept to extract resources from end-of-life products and reuse
them in new products. Our pioneering recycling system for TVs, refrigerators, air con-
ditioners, and washing machines has now been running for two years, recovering 1.2
million end-of-life products and recycling them into new products. We are especially
pleased that the plant has received so many visitors, including elementary and junior
high school students, who have been able to see our systems and efforts for them-
selves.

Offering “ideas for life”

On January 1, 2003, Matsushita implemented a Group-wide business and structural
reorganization and launched a new corporate structure based on 14 business
domains. | myself consider this to be our “second founding.” The resolute philosophy
that underpins our business operations manifests itself in our contribution to society.
To make this a reality, | have presented our mission in the form of two visions: achiev-
ing a ubiquitous network society and assuring coexistence with the global environ-
ment.

Each person lives in a web of relationships with other people. People-to-people inter-
action and communication, it seems to me, are one way we enhance the richness of
our lives. Ubiquitous network technology gives us the potential to communicate with
anyone, anywhere, anytime, and to make our use of time and energy more efficient
and rewarding. Moreover, by giving rise to a new value called “creative time,” | believe
that this technology can benefit us by helping to build a diverse society where each
person’s individuality is respected.

Looking forward in the 21st century from a global environment perspective, our enjoy-
ment of ever more affluent lifestyles has led to an increasing consumption of
resources and energy. Matsushita is dedicated to an alternative kind of development
in which we will strive for a “New Prosperity.” This New Prosperity adds to the value of
our lives, while driving the use of resources and energy to an absolute minimum in
order to achieve a harmonious coexistence between human society and the global
environment.

All of our endeavors are for the benefit of our customers. The brand slogan ‘Panasonic
ideas for life’ represents the commitment of all the employees, from R&D and manu-
facturing to marketing and services, to supplying products and services based on
valuable ideas which can enrich people’s lives and advance the society.

Increasing Transparency and Fulfilling Social
Responsibility

Society entrusts Matsushita with resources for its business operations. Our Manage-
ment Philosophy, which has long underpinned our business, is to make a substantial
contribution to society as a public entity by putting these resources to effective and
responsible use. We will continue faithfully to put our Management Philosophy into
practice, communicate our vision, actions and results more openly and in an easily
understandable form.

Above all, environmental concerns, which mirror corporate ethics, are in fact corpo-
rate-level management challenges. Increasing transparency with respect to environ-
mental issues heightens corporate ethical behavior, ultimately resulting in greater
transparency of corporate activities overall. | believe that when our employees take
pride in their own work with vigor and enthusiasm and when we conduct our business
fairly and ethically, this will demonstrate our ability as a corporation to develop pros-
perously and sustainably in the future.

Matsushita has restyled its previous Environmental Sustainability Report into this Sus-
tainability Report to convey these ideas and actions, and we hereby publicly pre-sent
our corporate activities. In closing, | would like to take this opportunity to thank you for
your interest in Matsushita and your continued understanding and support.

Kunio Nakamura
President

Panasonic

ideas for life

Matsushita’s vision

Services &
Solutions

ent of a ubiquitous network society

stence with the global environment

Contribution to the enrichment of
people’s lives and lifestyles
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Appliances

Digital Network :
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Systems

Components & Devices
Production Systems




Achieving a “New Prosperity”

Matsushita aims for a harmonious coexistence between people
and the global environment, while seeking a sustainable
“New Prosperity.” In order to achieve this goal,

we offer products and services that improve the quality
of life while minimizing environmental impact.

Improving the quality of life

Minimizing environmental impact

“New Prosperity” indicators: “Environmental Efficiency” and “Factor X”

Matsushita has defined two New Prosperity indicators: “environmental efficiency” and “Factor X.”
These indicators assess products and services over their entire life cycles.

They represent our corporate vision and one of our basic policies for product development.

At the same time, they serve as a set of uniform indices to help people around the world choose

products and services.

« ” . Improvement in “quality of life”
Factor X” = improvement factor =

Reduction on “environmental impact”

“Quality of life” is a measure for assessing product longevity and product function. “Environmental impact” measures effects
in terms of global warming, resources, and chemical substances. Together these define “environmental efficiency.”

Product life X Product function

GHG* effici =
eiclency GHG emissions over the entire life cycle

Product life X Product function

Resource efficiency — - - —
Non-circulating resources over the entire life cycle

(Non-circulating resources: Resources newly extracted from the earth + Resources disposed of)

Non-use of hazardous chemicals
(Lead, cadmium, mercury, hexavalent chromium, specified brominated flame retardants, and PVC resin)

** GHG: greenhouse gas



Ripple effect on society

Pursuing the New Prosperity we envision
will lead towards a sustainable society.

“Factor X” compares the environmental efficiency of new and old
products and expresses improvement as a simple number. To maxi-
mize “Factor X, it is necessary to minimize greenhouse gas emis-
sions and the amount of non-circulating resources over the entire
product life cycle. For example, halving greenhouse gas emissions
will lead to a Factor 2 improvement, and if we additionally double a
product’s life, the result will be Factor 4 improvement.

Presently, the 20% of the world’s population living in developed
countries consume 80% of the earth’s resources and energy. In light
of the rapidly growing world population, Matsushita believes that
Factor 4 is required for today’s products and will expand its efforts in
meeting this requirement.

Factor X
matsushita.co.jp/environment/factor_x/ (Japanese only)

Highlights 2002

In FY’02, Matsushita initiated efforts to strive for the New
Prosperity. New challenges await us at every phase of a
product’s life cycle,/from the manufacturing site to the recy-
cling plant. Here, we put the spotlight on our employees and
the efforts they made throughout FY’02.

The 1,022-Day Challenge for World’s First Initiative

Accomplish the Lead-Free Soldering Project

/ / /
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The 1,022-Day Challenge for World’s First Initiative

Accomplish the Lead-Free Soldering Project

On March 31, 2003, Matsushita finally eliminated lead-
based solder from all Panasonic and National brand
products produced around the world. This was the
world’s first achievement, affecting more than 12,000
products*!. Soldering is a basic technique, and many
other technologies depend on it. Re-doing such a basic
piece of the process was like plunging a scalpel into the
backbone of Matsushita’s manufacturing process.

Advanced Skill Development Center,
Corporate Manufacturing Innovation Division

Shoshi Kabashima

“Our motto is ‘Being super honest’:
once we made up our minds, we

followed through. We never gave up
and got the job done all the way to
the other side of the world.”




Lead-Free

Solder

Solder is not a new material; it's been in use for 5,000
years. And all this time it has contained lead. The
dawn of lead-free solder was a revolutionary event.

Matsushita’s lead-free solder project was launched
on June 12, 2000, exactly 1,022 days before their
self-imposed deadline for reaching their goal. Team
members began by checking all their products, since
no single person really knew about the whole range
of products produced at their worldwide manufactur-
ing bases. Shoshi Kabashima at the Advanced Skill
Development Center recalls that although the team
sorted products into different categories, each prod-
uct embodied unique technologies. This fact presen-
ted them a high hurdle to clear.

Classifying 12,000 products!
into only six groups

Eventually, after a lot of hard work, they were able to
classify their products into “Six groups in three series”
according to how they were soldered. Essentially the
project team divided the soldering processes into
“flow” and “reflow.” “Flow” means dipping a board into
a bath filled with molten solder. “Reflow” means first
printing a board with a paste containing powdered
solder and then heating it to melt the solder onto the
board.

*1: Some purchased units and OEM products built for
others excluded (see p.64)

Although the product classifications now seem to be
fairly obvious, actually they are the result of a mass
of individual steady efforts.

Next, the team selected the best new materials for
each product group. Quality assurance was the most
time-consuming task. Many home electronics prod-
ucts are used for a decade or more, so Matsushita
needed to carry out intensive quality assurance test-
ing to make sure that the new solder didn’t disap-
point. For roughly two years, the team scrutinized dif-
ferent combinations of materials, types of plating,
temperatures and time conditions and so on. This
was an exhausting process but they did make a very
interesting discovery. As Yoshinori Wada at the Pro-
duction Core Engineering Laboratory put it, “We
found alternative solders that were even stronger
than traditional ones. Traditional solder is not neces-
sarily the best”

In November 2000, the project team finally undertook
to choose solders to recommend. There were three fi-
nalists: tin-copper, tin-silver-copper, and tin-silver-bis-
muth-indium. However, this wasn’t the end of the
story. Just as the project team was preparing to im-
plement these on the production line, they faced a
new obstacle.

@ Melted solder from inside a flow machine is ejected

upwards to coat the board as it passes over.
@ The board passes over the solder in just a few seconds.

© Operators control quality by checking the soldering
points with a scanning electron microscope.

M Six product groups in three series, by soldering process and form

Eco Process Technology Group,
Production Core Engineering Laboratory,
Corporate Manufacturing Innovation Division

Yoshinori Wada

Digital MFP
Car audio equipment
Notebook PC

Double-sided
mounting
Combined flow/

reflow process Refrigerator

Microcomputer-controlled
gas meter

Double-sided Dishwasher
nting Garbage disposer
Flow process
Single-sided Microwave oven

Large temperature
difference,
low heat durability

Single-sided
“Developing lead-free solder involved gaining R % mounting
a great deal of expertise. No manual could

have taught you everything about it.”

Camcorder
Optical disk products

Cellular phone
SD cal

Environmental Auditing Group,
Corporate Environmental Affairs Division

Toshiyuki Onishi

Reflow process
Small size,
high heat durability

“This was pioneering work, so we
had to do the quality verification
ourselves. It was a big job.”

URL Matsushita online magazine “isM” Manufacturing technology
rewrites 5,000 years of history
matsushita.co.jp/ism/handa.html (Japanese only)
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Accomplish the Lead-Free Soldering Project. The 1,022-Day Challenge for World’s First Initiative

Lead-Free Solder

Six-month patent dispute roils
the waters

The next obstacle to overcome was getting the pa-
tent rights. The University of lowa in the U.S. was
asserting its claim to the proposed tin-silver-cop-
per solder. This claim was only valid in the U.S.
and so Senju Metal Industry Co., Ltd. and Mat-
sushita together acquired patent rights for Japan.
This led to a heated patent dispute. After six
months, a cross-licensing agreement was made to
let each party use their technology in each other's
territory. By then, it was already the middle of
2001. Time was running out.

By FY’01, lead-free solder had been adopted in
only about 400 products. When the introduction
progress was going slowly in China, Matsushita
set up a Lead-free Soldering Techno-School in
Shanghai to offer technical instructions.

Propelling a project
that involved 60 suppliers

There was still another big problem to be solved.
Matsushita doesn’t do all of its soldering in-house,
so its suppliers would have to introduce the same
lead-free technology. To help make this happen,
Matsushita would sign contracts with these busi-
ness partners, offering them the rights to use its
technology and know-how. Many rebelled, be-
cause the contracts would cover even products
supplied to other customers. Project members
shuttled back and forth to about 60 partner com-
panies to explain how this was a new business op-
portunity. Some of those suppliers are now thank-
ing Matsushita, since they’'ve won new offers
thanks to the lead-free solder.

The project affected over 250 bases, including
partner firms. In the end, the use of lead-free sold-
er spread to Brazil, the opposite end of the Earth
from Japan.

This success wouldn’t have been achieved without
the entire company working together under a uni-
ted commitment. Matsushita squeezed everything
it had into its 1,022-day battle to make the intro-
duction of lead-free soldering a solid reality.

(Related article: p.64)

A globe-trotting “solder expert”

Yasuji Kawashima took the initiative in introducing lead-free solder at
manufacturing bases throughout the world. He has traveled to 14 nations
and done everything by himself without an interpreter. As he describes it,
“You have to show them by doing it yourself. First | demonstrate, then |
have the local staff try it. If they make mistakes, | show them how to do it
correctly. That's the fastest way.” He adds that verbal instructions are nev-
- er enough to give confidence.
g - Local employees worry most of all that they are going to damage the
machinery. Kawashima tells them, “If there's any damage, I'll take all the
responsibility.” With 27 years of experience, this “solder expert” can take
care of any equipment problem. In fact, he has been known to work all
“The last place we implemented  Night with local staff members to fix damaged machinery if any. Local
the technology was in Manaus in  employees are capable of fixing it next time without assistance.

Brazil's Amazon River Basin, a
city surrounded by a vast jungle.
Only Matsushita has gone this far.”

Visual Network Products Business Group,
Panasonic AVC Networks Company

Yasuji Kawashima

9 Matsushita Electric Group Sustainability Report 2003




With global-wider implementation complete,
Panasonic do Amazonia Itda. (PAM) hosts a

- s =
ceremony marking 100% introduction. . iy m
- - T .-.‘-.q
iy

- LS

@ A Lead-free Soldering Techno-School teaches lead-free soldering to partner firms.
@ The “PbF” mark on the board signifies that it is lead-free (Pb = lead, F = free).
© Newspapers extensively cover a ceremony honoring the first introduction outside of Japan
(at Matsushita Electric (U.K.) Ltd.).
@ Nozzles eject melted solder. Expertise is required to shape and arrange the nozzles appropriately.

Inquiries flood in about advanced

environmental technology
“I'd like a quote for 10 tons of lead-free solder.” “Kindly send me your solder profile.” Techno Strategy Group,

Toshiaki Onishi received a barrage of questions like this after an advanced technologies C°rp°rztesg;2:s[::'si'::rkenng

exposition held for European cellular phone manufacturers. Today, the device business - Toshiaki Onishi
accounts for about 20% of Matsushita’s total sales. This is a good example of the growing

sensitivity to environmental-related technologies at the front line of industrial marketing

and sales. from 1972. The Swedish were
European environmental regulations have grown stricter in recent years. According to ey auiie GaTEaed s
Onishi, “No company will survive unless it gains environmental awareness. In trade . the environment, unlike Japan
shows, our presentations highlight our environmentally conscious operations.” Matsushi- e atthe time”

ta’s mission is to respond rapidly to the world’s environmental and other demands. JL“ lt_ .

“| lived in Sweden for 11 years
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METEC’s R&D lab dismantles products in development to test their will be regarded not as garbage but as a

recyclability.
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New Treasures from Old

Matsushita Eco Technology Center (METEC)

President,
Matsushita Eco Technology Center Co., Ltd. (METEC)

Nobutaka Tsutsumi

“METEC owes its success to the efforts of
its employees and the support of the local
community. | believe that, in the future, waste

valuable ‘urban resource.”




Matsushita Eco Technology Center Co., Ltd. (METEC) began operations in April 2001
and has already attracted more than 18,000 visitors. As required by Japan’s Law for Re-
cycling of Specified Kinds of Home Appliances, METEC dismantles TVs, washing ma-
chines, air conditioners, and refrigerators and sorts materials to be used again.

President Nobutaka Tsutsumi says, “We want people to see what we do. That helps them
understand what recycling is all about””

Tsutsumi continues, “We built a viewing corridor overlooking all the lines. We make con-
b stant improvements to make visits even more interesting. In one display, we stacked up
L o ) 190 beer cans to show how much aluminum can be recovered from just one air condi-

The second floor of the plant has a viewing tioner” METEC’s openness inspires confidence among local citizens, and employees feel
corridor that lets visitors see the whole factory.

proud of working in such a highly regarded place. METEC is gaining a good reputation
for its progressive facilities and draws visitors from Western countries and elsewhere. The
Chinese newspaper People’s Daily has given it extensive coverage.

METEC’s ambitious goal is to achieve a “from products to products” cycle, aiming at cre-
ating a sustainable economy. The slogan is “Treasure Hunting.” The plant is developing
new recycling technologies that increase the resources recovered, and feeding back the
expertise they gain to product development. Tsutsumi comments, “Product development
engineers themselves are dismantling products to learn which designs are easiest to re-
cycle. There is even a ‘3R Awareness Room'’ for bringing new ideas to light. The waste
electronics we process are not garbage: they’re a mountain of resources. That is why we
call it Treasure Hunting. This is a truly fascinating job.”

In FY’02, METEC recycled around 640,000
home appliances, in other words, about 1,700
units per day. At METEC, resources recovered
from end-of-life appliances are used to make
new models in the same product category. This
is a place where you can see the dream of a
sustainable society coming true.

What do you see in the (Related article: p.69)

photo above? Just an-

other factory? This is ac- These 180 beer cans show how
much aluminum can be recycled

tuaIIy an ‘unfactory,’ ofr, from a single air conditioner.

more accurately, a Mat-

sushita recycling plant. .
True, it looks exactly like
a state-of-the-art produc- D
tion facility: nothing like
a typical recycling plant.
METEC is redefining the

concept of the recyclin
P y g QOO Waste appliances are stacked in an orderly way prior to dismantling.
p|ant OB TVsare carefully taken apart by hand. CRTs are separated into panel glass and funnel glass.
ondensers used in washing machines are removed and the machine units are then crushed.
WO cCcond d i hi hi d and th hi i h hed

© D CFC/HFC refrigerant is carefully removed from refrigerators and sent to specialized agents for proper
treatment.

@ A large signboard is hung on the plant's wall, reminding staff of the slogan:
“Treasure Hunting - from products to products.”

(P ® CFC/HFC refrigerant is also removed from air conditioners and treated properly by specialized agents.
D Silver blocks of compressed aluminum once is heat exchangers used in air conditioners.
OO @ Separated and recovered materials like glass and metals are the products of ‘unfactory’ METEC.

URL Matsushita Eco Technology Center Co., Ltd. URL METEC KIDS
matsushita.co.jp/environment/metec/ matsushita.co.jp/environment/metec/kids/
(Japanese only) (Japanese only)
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The 40,000-Hour Endurance Test

Fuel Cell Cogeneration Systems

FC Development Office,
Living Environment Development Center

" . As Shinsuke Takeguchi of the FC Development
Shinsuke Takeguchi

Office sees it, 40,000 hours would mean a life of

"My happiest moment is when my work about 10 years, running 10 hours a day, 365 days

turns out just as | hoped.”

a year. Takeguchi has been working intensively

with fuel cells since 1999. Ten years is about the
normal life of a home appliance, but have we
reached that practical phase with fuel cell coge-
neration systems?

© The mark “FC” standing for the fuel cell is attached to the system unit.
(2] Engineers use this fuel cell stack endurance tester.

© The stack of silver rectangles is the heart of the fuel cell. Hydrogen and oxygen are fed in
through large pipes.
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Takeguchi has just installed another battery stack in
the endurance tester. The stack is the main part of
the fuel cell, where hydrogen and oxygen react with
each other. A long line of machines is testing stacks
and the system as a whole. Takeguchi says, “We’ve
come up with some great stacks in the past year.
New development takes place in three stages. In the
first stage, we assure the required output. Now, we're
in the second stage, which aims at reaching a suffi-
cient level of endurance, and that's what we're testing
now. The final stage is to bring the cost down.” Take-
guchi takes pride in working in the development of
fuel cells, an ideal energy source.

The principle behind fuel cells is very simple. Fuel
cells use the reaction between hydrogen and oxygen
to produce water and electricity; this is electrolysis in
reverse. The technology has lots of benefits. For ex-
ample, it works efficiently and can decentralize power
generation. Various fuels can be used depending on
how the hydrogen is harvested. Fuel cells are regar-
ded as essential technology for achieving an energy

recycling-oriented society.

Matsushita President Kunio Nakamura endorses fuel
cell technology, saying, “I'd really like to make this
successful as Matsushita’s mission.” A fuel cell sys-
tem for home use, now under development, is set to
be launched at the end of FY’04. Fully aware of the
fact that the technology is likely to be the foundation
of the world’s future energy infrastructure, Matsushi-
ta’s rivals are also stepping up development efforts in
a bid to ensure their survival in the market, which has
triggered more intense competition. Because most
development-related information is confidential, the
laboratory is filled with tension. The lab is also very
cautious about providing photos, fearing that even
one look at the appearance of stacks can reveal
know-how.

Verification tests are now taking place at ordinary
residences. From the outside, the system looks rather
like the outdoor unit of an air conditioner. It won’t be
long before you'll have one at your home.

(Related article: p.46)

@ Pipes lining the lab walls carry hydrogen and oxygen to the testing system. Hydrogen comes through the red pipe.
© Seen from behind, the testing systems are covered with hydrogen and oxygen pipes and other equipment.
@ A fuel cell system (foreground) and hot water tank (right background) are undergoing verification tests.



Corporate Electrical Supplies Sales Division

Masatoshi Miyaki

Energy Solution Service Group, Customer Development Center,

What’s He Selling?

Light and Trust Service

“I like the name ‘Light and Trust. It is so easy to

understand.”

€)) Collects rented lamps ) )
Collection/delivery
agents

). ) Delvers end-otfe amps) )

Process consignment
contract

contract

.
*

Entermediate processing].

agents
(waste recycling)

"
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Delivery consignment I Light and Trust Service

Customers

€))_Useslamps )

€))_Rents lamps_))

contract

Light and Trust
Service Company
Owns lamps

<)) _Selislamps )

Commenting on the new fluorescent lamp rental
business, Masatoshi Miyaki says, “l like this be-
cause it's so unusual for Matsushita.” Begun in Ap-
ril 2002, the Light and Trust Service has been a
sensation in the mass media, and the number of
inquiries far exceeded expectations. He says, ‘I
knew it was going to be a smash hit. We already
have contracts with 80 corporate customers.” Con-
tracts are now being drawn up with another 260
firms.

Under the Japanese Waste Management and
Public Cleansing Law, factories and offices are
obliged to bear the responsibility for correctly dis-
posing of their end-of-life lamps. Violators are pe-
nalized. Users have to be particularly sure to dis-
pose of fluorescent lamps properly because they
contain small amounts of mercury.

Miyaki explains, “This is the advantage of the ser-
vice: The Light and Trust Service Company owns
the lamps, so the user does not have to worry
about discarding them or keeping a manifest. The

service company takes all the responsibility for
collecting end-of-life lamps for recycling. Custom-
ers can cut their costs by 15 to 20% and no longer



Miyaki advises a client to clean
his lamps’ reflective panels
regularly to save energy.

Although Matsushita is known as a manufactur-
er, not all of its businesses sell objects. Their
“Light and Trust Service”sells light instead of
lamps. Masatoshi Miyaki, at the Corporate Elec-
trical Supplies Sales Division, devised this
business prioritizing customers’ needs. Miyaki
is an unconventional thinker who tackled the
setting up of an “un-Matsushita-like” business.

need to bother with managing and ordering lamps.
The system provides I1SO 14001-certified compa-
nies with substantial benefits.”

The system has more advantages. According to
Miyaki: “This gives Matsushita the benefit of build-
ing long-term relationships with customers. Pro-
viding a “software” service, namely light, helps us
gain customers’ confidence and trust. As a result,
we can enjoy a synergy effect that boosts our
“hardware” sales of environmental equipment. It's
a win-win relationship in the best sense of the
word.”

This is a business model that will gain momentum
as environmental regulations become stricter.
Miyaki adds, “I myself believe that we are heading
down the right path in concert with the trend of
‘have-not management, which outsources neces-
sary functions. Environment is one of the key fac-
tors for Matsushita. We would like to develop a
new sustainable business model that will strike a
chord with our stakeholders, thereby encouraging
our society to raise its environmental conscious-
ness.’

(Related article: p.46)

Business

Model

Trump card for zero emissions

“Just one look and | knew this would be interesting,” says Hiromasa
Yagishita of Kansai Paint Co., Ltd. “This isn’t just an operations im-
provement. It's a revolution.” The idea of the Light and Trust Service
appeals to Yagishita, because lamps arrive when required. “We’re
working on zero emissions, so it’s really convenient that they collect
our lamps. It also makes recordkeeping very easy.” Kansai Paint is
now planning to adopt it at all its sites. This growing service will fur-
ther benefit customers, Matsushita, and, most of all, the global en-
Members of

vironment.
Kansai Paint's __ i | +

]

Product Quality & Environment Division: « & L L
Hiromasa Yagishita,
General Manager
(right)
Jun Maeda, Manager
(center)
Mitsuo Tomioka, Manager
(left)
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The Unwanted Factory Product

T CRAT ORER CRANTE DS

Zero
Emis-
sSsion

@ In the past, 400 boards were packed into one
cardboard box. Now, 13,200 are supplied at
one time in “bare packaging.’

@ Screws are sold in bulk. Scoops are used to
take the amount needed and the quantity is
calculated by weight.

(3] Copper coils are also sold in “bare packaging.”
@ Cardboard is used in place of non-recyclable
foam trays to deliver the transformer cores

used in power supply units. Having suppliers
place their products in these trays reduces
packaging processes. Best of all, the trays can

be used again and again and finally recycled.




Purchasing Department,
Nara Business Unit, Cooking Systems Division,
Matsushita Home Appliances Company

Yoshio Nishigaki

“Our environmental efforts promoted
across the Nara Business Unit under the
initiative of plant superintendents have
yielded great outcomes.”

New products carrying the
Panasonic or National logo
are the “face” of Matsushita,
but factory shipments con-
tain more than just products.
They also include waste.
Matsushita has committed it-
self to achieving zero emis-
sions of waste. They want to
ensure honest management
with respect to waste, that
is, the downside of manufac-
turing operations.

Definition of zero emissions of waste
(Recycling rate: 98% or more W

On August 2, 2000, Matsushita’s Corporate Environmental Affairs Division issued a notice to Environ-
mental Officers at Matsushita’s manufacturing sites in Japan. The notice stated that their ultimate en-
vironmental goal is to cut waste landfilled as close as possible to zero by the end of FY’02, that is, to
achieve at least a recycling rate of 98%. The recycling rate for Matsushita overall in FY’99 was 94%.
Improving another 4% out of the remainder was a tough hurdle to clear, like wringing water out of an
almost dry towel. But Matsushita delivered on its promise, boosting its recycling rate to 95.9% in
FY’00, 97.6% in FY’01 and finally 98.2% in FY’02. It was the radical reform promoted on shop floors
that helped Matsushita fulfill its commitment.

Yoshio Nishigaki at the Cooking Systems Division is proud that his workplace is “paying its own way.”
Nishigaki led a waste reduction project at the microwave oven production site. Actually the plant really
is “paying its own way,” since it’'s slashed its waste processing costs from 33 million yen in FY’98 to 7.4
million yen in FY’02. The effort not only addressed how to sort out waste but also how to keep sources
of waste from getting inside the plant in the first place.

First, the team collected the waste from all the production lines. Their analysis revealed that logistics
and packaging accounted for 70% of all waste. Now they knew what to focus on. The project members
put waste on display just as it was for half a year. Nishigaki adds, “We put it where customers could
see it. That pricked the employees’ pride and gave them a sense of urgency. We encouraged our sup-
pliers to take a look at the displayed waste and called for their cooperation in eliminating it.”

This idea has started to bear fruit. In the past, paper phenol circuit boards arrived in cardboard boxes
containing 400 boards each. Now they come in units of 13,200 boards in “bare packaging.” Nishigaki
notes, “Some people thought that bare boards would be prone to cracks and other defects. Ironically,
the opposite was true: we achieved zero defects.” A cardboard box full of boards weighed approxi-
mately 10 kg. Staff members were able to carry these heavy boxes by hand but did not always handle
the boxes carefully enough: they sometimes dropped them. A container of 13,200 boards, however,
weighs a third of a ton and is far too heavy to carry by hand. Only a mechanical lift can pick it up, so
the boards are handled carefully. As Nishigaki puts it, “What is needed is the confidence to take up the
challenge”

Matsushita has continued to put a whole series of other measures into effect and as a result achieved
its target 98% recycling rate a year ahead of schedule. Nishigaki concludes, “There’s no waste in the
natural world. ‘Waste’ is just a word we give to the things people don’t want””

(Related article: p.61)

Each production line is

assigned an address and

. materials are delivered

L directly to it. The sign in

- the upper left of the photo

- says “Line A" the line is
. behind it.

Warehouse built next to plant

Under the old delivery system, suppliers once delivered materials to a
separate warehouse for storage, then supplied the plant with the neces-
sary quantities of materials when needed. Nishigaki was inspired to build
a new warehouse (Nara Consignment Inventory System) right next to the
factory. This has improved efficiency and created a “win-win” relationship
because Matsushita can respond precisely to fluctuations in production,

and suppliers can deliver materials in bulk. Logistical reforms intended to
achieve zero emissions are evolving into larger-scale steps that also
boost business efficiency.

Matsushita Electric Group Sustainability Report 2003 1 8
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Breakthrough that Respects Individuality

Improve Management Quality

Conventional wisdom holds that defects are un-
avoidable when products are mass produced.
However, a recent change at a Matsushita plant
that builds speakers for automobiles has
proved that this is no longer correct. Common
sense appears to be utterly defied. What drastic
reforms did they put into practice?

Hiroshi Wada at the Manufacturing Engineering Group
admits he was surprised when defects started to disap-
pear. “Achievement of zero defects was a result that far
surpassed our original target. | thought at best we would
cut defects by half.” Three years ago, the Acoustic Prod-
ucts Business Unit switched to a cell production method
in which small groups of operators complete products.
Achieving zero defects was not the intention of the
change, but a kind of miracle occurred. “The introduction
of the cell production method aimed at flexible production
to respond adequately to customers’ needs,” says Wada,
“but once we started we surpassed our targets and got
to zero defects.”

He believes what truly undermined the conventional wis-
dom was the concept of “building upon individual motiva-
tion.” When the cell production system was introduced,
management simply asked for volunteers to work in it.
Unlike a top-down order, this approach motivated opera-
tors.

Chihiro Nakanishi and Keiko Higashide joined the list of
participants from the Manufacturing Engineering Group.

In a cell, each person performs a variety of operations. Their brisk and
practiced motions are much closer to our idea of “craftspersons.”




Manufacturing Engineering Group, Acoustic Products Business Unit,
Automotive Device Company, Matsushita Electronic Components Co., Ltd.

Keiko Higashide

“Before | didn’t even know the names of the
tools. But now | can fine-tune the equipment
by myself”

Chihiro Nakanishi

“I only did a single operation when working
on the production line, but now I'm doing
quite a few.”

Employees suggested installing this listening post, where they can appreciate
their own work by listening to music over the speakers they build.

Unlike a production line with 15 people working side by
side, only three people work in a cell. For one thing, this
means each operator owns a third of the responsibility
for building one speaker. The new system did not make
the actual work easier. When machinery problems occur,
the team members now deal with it personally. As Higa-
shide puts it, “Previously, machine adjustments were
considered a man’s job. | wasn’t happy about this. Now |
can do anything | want but | also have to take responsi- k.
bility. Still, it's nice to work on these things until 'm com- An open-minded culture is not built overnight. It evolves as the
pletely satisfied with the result.” She clearly enjoys the concept of “building upon individual motivation” gradually takes
added responsibility. Nakanishi, who has always enjoyed hold.

tinkering with machines, adds, “When something goes
wrong and | don’t know what it is, | like to poke around
for answers.” When operators are motivated, they natur-
ally begin to think these things out for themselves. This is
the incentive that makes zero defects possible. Presently
there are teams that have had an amazing zero defect
record for six months, or 180,000 units produced defect-
free. These cell operators held an internal forum to pres-
ent their efforts to other employees, who responded fa-
vorably. Even Matsushita President Nakamura himself
emailed them to say how impressed he was.

“Catch My Finger Project”

Under the Catch My Finger Project, which is the Japanese
way for seeking project supporters, Kumi Tanimoto pro-
posed her “Transform” Project to change the work environ-
ment from the customer’s perspective, she enlisted nine
partners. She says, “l was happy to find out that our com-
pany has such valuable human resources, who voluntarily
participated in my project though it wouldn’t add to their
The plant includes a listening post. Some operator says, benefits” This corporate culture of freedom, in which em-
“The first time | heard music over speakers we'd built | ployees’ ideas and initiatives transform the workplace,
was utterly moved. Before, they were just things to me, helps to develop human resources.

but when | listened to music on them, | realized for the
first time that they were speakers.” Their job is to produce
speakers, but what they’re really doing is to create
sound, more specifically the “sound of excitement.”

The unit has taken the necessary steps to improve in its
management quality, but these efforts are still under de-
velopment. They have created a basis for a new aware-
ness of human needs in the workplace. The next step for
the future is to implement a form of management that will
build added value on this foundation. That is the task of
the directors and managers of the business unit.

From left to right:
“Buildi . | e, Kumi Tanimoto (Planning Group)
uilding upon individual motivation,” which releases Tetsuya Mouri (AV Multimedia Products Engineering Group)

amazing energy and enthusiasm, is playing an important Hideki Kusatani (Manufacturing Engineering Group)
role in shifting the corporate paradigm.
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Confrontation leads to Dialogue

The Second Environmental Stakeholders Meeting

“The activists are invading!” A few years ago, any visit
by environmental NGO members might have been
viewed that way. However, the situation was quite differ-
ent on October 1, 2002. This was the day when five Japa-
nese major NGOs marched into Matsushita Refrigeration
Company’s Kusatsu Site.




with Stakeholders

“The latest insulating materials are this thin! Amazing!”
The Second Environmental

Such were the comments overheard at an Environmental Stakeholders Meeting to which Stakeholders Mesting
Matsushita had invited NGOs to discuss new partnerships on the theme of natural fluid (HC) Date:  12:30 — 16:40,
refrigerators, which do not use CFC/HFC refrigerants. Their representatives learned about ORI, 2L

" ) o Place: Kusatsu Site, Matsushita
Matsushita’s environmental initiatives through a factory tour and then sat down to a roundta- Refrigeration Company

ble conference with development and production staff. Theme: “A New Partnership between
NGOs and Industry”

Too often in the past NGOs and companies in the industry worked against each other. Cor- Participants:

porations have had the image of destroyers of the environment for their profit and NGOs Greenpeace Japan
have regarded it as their mission to condemn them. Actually, the subject of HC refrigerators wvev,':\'i;";gﬂ‘ Earth Village
was one of these confrontations. Kiko Network

A SEED Japan
HC refrigerators, a technology using HC refrigerant developed in Europe in 1992, contain no Matsushita Electric Group

CFCs or HFC refrigerants and so do not damage the ozone layer or promote global warm-
ing. Greenpeace Japan implemented a large-scale promotion with the goal of making this
technology available in Japan. In December 1999, Greenpeace activists stood outside the
entrance to Matsushita’s Head Office, handing out fliers condemning Matsushita’s stance.

Although the two parties seemed to be irreconcilable enemies, they in fact shared the hope
of “supplying society with good products.” As a result of repeated dialogues, together they
learned about the technical difficulties that were hampering the start of an HC refrigerator in
Japan and what's more, about the lack of relevant safety standards. Matsushita encouraged
other manufacturers in the industry to get involved and finally succeeded, thanks to the as-
sistance of the Japan Electrical Manufacturers’ Association (JEMA). ‘i
11

At the roundtable meeting, NGO members asked tough questions: “What are your plans for
developing CFC/HFC-free air conditioners?” “How safe are HC refrigerators during the recy-
cling stage?” Their opinions were important not only to Matsushita but also to society as a
whole. Some have suggested fostering closer links with NGOs by regarding such groups as
representatives of citizens that are seeking social well-being. Matsushita believes NGOs
and corporations can establish constructive partnerships that contribute to society because
each has a different approach to serving the interests of society and its citizens.

Extracts of Matsushita’s answers
at the roundtable meeting

* Regarding natural fluid air conditioners, at this time HFC
refrigerants present the least environmental impact
across their life cycle when safety and other various
conditions are taken into account. Matsushita will con-
tinue R&D efforts.

* Matsushita would like to put a fully operational recycling

@ Environmentalists gather at Matsushita Refrigeration Company’s Kusatsu Site. system in place by the time recycling of the natural fluid
@ Technological issues and their solutions to developing natural fluid (HC) (HC) refrigerators is in full swing. Industry groups are

refrigerators are explained using displays. . . -
@ Participants listen attentively to each explanation. now worklng on the formulation of gwdellnes.

@HC refrigerators are put on display in the meeting room.
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The Same 0ld Excuse: Eco Products Don’t Sell?

The Third Environmental Stakeholders Meeting

“Matsushita’s refrigerator catalog contains hardly any
of the information we’d like to see, and absolutely
nothing about the environmental costs of transporta-
tion and packaging.” Representatives from Matsushita
sat in uncomfortable silence while Kikuko Tatsumi and
Kimie Tsunoda of the Nippon Association of Consum-
er Specialists (NACS) listed the findings of their sur-
vey. The group’s survey of environmental information
provided in Matsushita catalogs and packaging
opened a debate.

The NACS representatives noted that while the cata-
log claimed that Matsushita refrigerators consumed
markedly less energy, it did not explain why. As the
debate unfolded, one fact became apparent: although
Matsushita has a wealth of information on safety and
environmental impact, it was not being successfully
conveyed to consumers or Matsushita failed to convey
that information to consumers.

One issue after another spilled out as the discussion
grew more heated. Finally, no time was left and still
the meeting yielded no concrete solutions. The partici-
pants became aware of several things, however. For
@ NACS consultants present their findings in the second-floor Sky Bridge at the Panasonic Center. one, Matsushita catalogs had put their focus on prod-
@ NACS consultants examine the Panasonic Center’s “Green Products Corner” uct performance without any thought of mentioning
© Products on display undergo a close inspection by NACS consultants. the environment. Matsushita became aware of the
O The meeting with NACS starts to bog down as more and more comments are made. need to make consumers understand that Matsushita

© Participants discuss catalogs for natural fluid (HC) refrigerators. ) . \ ’
@ Tatsumi, leaning forward, answers questions has focused on reducing environmental impact during

@ Tatsumi responds cheerfully even to critical remarks. usage because they have an accurate understanding
© Participants discuss necessary environmental information on product package. of the life of refrigerators.
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Conventional wisdom says that envir-
onmentally friendly products do not
sell because they are more expen-
sive. However, times are changing.
Now manufacturers need to change.
Matsushita invited the NACS consum-

er group to join an Environmental
Stakeholders Meeting held on April 2,
2003 to discuss environmental infor-
mation required on their products.

Tatsumi and Tsunoda did have some encouraging
news. “Matsushita has been improving their environ-
mental advertising over the past 10 years. But be-
cause it prioritized raising public awareness of Mat-
sushita’s brand image, it did not do much for sales. In
the last few years, however, consumer consciousness
has been on the rise. We think an environmental mes-
sage would be effective now. Matsushita should take
a bolder approach and say, ‘Why aren’t you buying
Green?”

When the meeting came to an end, Yuko Kida of the
Corporate Environmental Affairs Division commented,
“Communication is really a tricky thing. If we just say
‘This is how it is,’ it doesn’t mean the consumer will
get the message. We need to put ourselves in their
shoes. We have to share the consumer’s problems.
That's what’s essential for finding fundamental solu-
tions.” Matsushita hopes that you will watch them
closely as they tap into the strengths of consumers
and experts to sustain their trial-and-error efforts. We
are entering an era when eco-friendly products do sell
because they are eco-friendly. Matsushita believes the
time is coming when only eco-friendly products will
sell.

(Related article: p. 70)

The Third Environmental Stakeholders Meeting

Date:  10:00 — 13:00, April 2, 2003

Place: Sky Bridge on the second floor of the Panasonic
Center

Theme: “How Can Manufacturers Best Convey
Environmental Information about their
Products?”

Participants:
Nippon Association of Consumer Specialists (NACS)
Matsushita Electric Group

N’s Eco Project
UBL national.jp/eco/ (Japanese only)

NACS
Kikuko Tatsumi

“Better environmental labeling lets
consumers choose better products
and will encourage better business. |
look forward to enhancing dialogues
that ultimately contribute to the
development of a sustainable society.”

NACS
Kimie Tsunoda

“Manufacturers need to devise ways
of presenting their case so that even
people who aren'’t interested in the
environment can easily see how
their choice of refrigerators has an
impact on it”

Communication Group,
Corporate Marketing Division for National Brand

Junichiro Akiyoshi

%,

-y

]
™ “We are completing a full line of products
>, !‘ aiming at gaining the No. 1 position in

energy conservation. Matsushita is starting

~ the N’'s Eco Project in June under the
. themes of ecology and economy.”

The best way to
describe CO:2 emissions

Emission levels of carbon dioxide, or COz, are a good indicator of
global warming, but the participants in this meeting argued how
best to express those emissions. Among their comments: “ hear
the term kg-COg, but it's hard to visualize” “CO2 is a gas, so
wouldn't it be more logical to measure its bulk than its weight?” Giv-
en these misunderstandings, what is the best way to express the
amount of carbon dioxide emissions? Matsushita welcomes your
suggestions: just use the Communication Sheet.
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Matsushita’s Love the Earth Citizens’
Campaign is a novel project, different from
most corporate activities.

For one thing, it is a corporate effort that
actively encourages a citizen’s action.
Questions arise from the public:

“What is a citizen’s action led by

a corporation like Matsushita?”

“What exactly are they trying to do?”

t h e “Why are they promoting this type of action?”

Original “eco-bags” with designs created by
employees and their families

Citizen Action Transcends Corporate Walls

Love the Earth Citizens’ Campaign

R
;'.l-

Love the Earth Citizens’ Campaign Promotion Committee,
Corporate Environmental Affairs Division

Sawako Kaneshiro

“I'd be happy to see our Love the Earth Citizens’
Campaign spread out into society and get more
companies involved in helping employees and
their families ‘reform their lifestyles.”

consumption by the “Environmental
Household Budget Ledger” marks its |
sixth year.

A program for tracking household energy ‘, ‘
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“Matsushita has a philosophy: develop people before making
products,” says Sawako Kaneshiro at the Matsushita’s Love
the Earth Citizens’ Campaign Promotion Committee. “That's
the basis for this campaign.”

The Love the Earth Citizens’ Campaign traces its origin to an
Environment Conference held in October 1997. Executive Of-
ficers have stated that creating Green products in the true
sense of the word requires a Green mindset. President (now

Chairman) Yoichi Morishita agreed, saying, “Members of the -
company are also members of families and society, and as Chairman Yoichi Morishita addresses a Conference  Kazuo Sasaki, Director of Yaesu Building Manage-

such | would hope they will be citizens that are conscious of on Wajno-Kunl-Kurashl hosted by the Ministry of ment Office, Honda 'Motor Co., Ltd. and leader of a
. ) ” the Environment. Rural Forest Campaign
the need to protect the environment.” An on-the-spot decision “Reducing COz emissions is an urgent issue. Indus-  “This natural ecosystem has different tree species

was made to kick off the campaign. try and families have to work together to achieve it”  coexisting with each other.”

In February 1998, the campaign was launched with the goal
of “raising environmental awareness and transforming life-
styles.” Kaneshiro notes that the “Love the Earth Citizens’
Campaign involves not only Matsushita’s employees but also
their families. Supported by the labor union, this is an unpre-
cedentedly unique program that's different from conventional
in-house projects.”

Major accomplishments include holding the environmental
symposium, enhancing the Environmental Household Budget
Ledger, the “eco-bag” campaign, and implementing other en-
vironmental preservation programs for local communities in
collaboration with the labor union.

T

vl

Participants in a program in Yokohama thin trees and make handcrafted goods.

In FY’02, the committees created an LE personnel database.
They began a survey of 10,000 employees to gauge their lev-
el of environmental awareness. The results are being used to
identify potential leaders and recruit them for regional envir-
onmental training and volunteer activities. As Kaneshiro says,
“We want to find people capable of leading environmental
programs and then create a ‘network of environmental ex-
perts.”

Networking is one other theme the Love the Earth Citizens’
Campaign addresses. “It is exciting that even our competitors
have offered to collaborate with us,” says Kaneshiro. They
have conferred with several companies to trade know-how on
how to raise environmental awareness. Networks that are
linked by an interest in the environment are expanding across
corporate borders. “Everyone loves our planet,” says Kane-
shiro. “Efforts to ‘love the Earth’ can be shared not only by the
Matsushita Electric Group employees but also by people
around the world as well. Our ultimate aim is to break through
all corporate walls and spread our networks regionally and
globally”

The novelty of the program has led to more requests for lec-

tures and interviews than Kaneshiro can keep up with. By ; : . :
\ . ) Environmental representatives from Matsushita, Tokyo Gas, NEC, Tokyo Electric, and others
turning that novelty into strength, her efforts are expanding exchange opinions in a study session that transcends corporate boundaries.

the field of her activities.
(Related article: p. 81)
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Global Highlights

Every nation in the world is the same in one respect:
each desires to live in peace and prosperity.
Still, each nation has its unique natural environment, history, culture,
form of government, and economic development pattern.
Matsushita is a global company doing business in 170 nations and regions around the world.
Our basic principle on international business is that
we should recognize the differences among nations and regions
and help each one to develop prosperously.

sushita’s View c

s
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Global Highlights

Americas

Matsushita Electric Corporation of America

MDDA @

MUTEC @

MECA

o
PAM

Starting about 45 years ago with its
first American facility, a small New
York City sales office, Matsushita
Electric Corporation of America
(MECA) now manufactures and sells
various electronics products and
components under the Panasonic
brand name in 15 countries through-
out the Americas region.

This brief overview of our activities
demonstrates our sense of social re-
sponsibility, mainly at MECA, the re-
gional headquarters of our North
American operation, as well as envir-
onmental activities at three manu-
facturing companies located in the
Americas.

Corporate Profile and
Economic Performance

Social Responsibility

W Matsushita Electric Corporation of America
(MECA)
Location: One Panasonic Way, Secaucus, NJ
07094 U.S.A.
Foundation: September 17, 1959
Management: Hideaki Iwatani, Chairman & CEO
Area of operations: USA, Canada and Mexico
Sales: $8.6 billion
(consolidated North American operations)
Employees: Approximately 21,000
(consolidated North American operations)
Major products: Consumer electronics, system
devices, electronic components and
materials, professional audio and video
equipment

©® Corporate Profile

MECA was established in New York in
1959 and moved its headquarters to
Secaucus, New Jersey in 1975. Origi-
nally started with $4 million in annual
sales, MECA has grown to $8.6 billion
in sales and continues to expand. The
company offers a wide range of prod-
ucts from consumer electronics, tele-
communication and IT, to professional
and industrial equipment and compo-
nents for various customers, including
major electronics dealers and compa-
nies listed in the Fortune 500. MECA
not only sells electronics products in
the region but also manufactures TVs,
telephones and other electronics. It
also conducts advanced R&D activi-
ties at approximately 150 business lo-
cations in North America.

Matsushita Electric Corporation
UBL of America (MECA)
Www.panasonic.com

Executive’s Message

| think about the potential fragility of our environment each time | take a trip on
an airplane. In just a few moments after take-off, a jet aircraft transports us to
an environment of subzero temperatures that is completely uninhabitable. One
can only marvel at how a thin, transparent atmosphere can make such a differ-
ence and be reminded that we must understand and maintain the delicate bal-

ance of nature.

We are committed to playing a responsible leadership role in
making our company and our products environmentally sus-
tainable — to bring environmental concerns to bear on our

products throughout their life cycle.

Dr. Paul Liao, Vice President and Chief Technology Officer,

® Diversity

Several months throughout the year
are devoted to celebrating the rich
cultural heritage that can be found in
the United States. MECA employees,
working with the company’s Equal
Employment Opportunity Depart-
ment, develop a wide range of pro-
grams covering women’s history, Afri-
can-American history and culture,
Hispanic heritage and other areas.
These informative programs have in-
cluded guest speakers, art displays,
food tasting and performances and
demonstrations.

Organized by MECA employees, fellow employees
taste traditional Hispanic foods in the company cafe-
teria, as part of Hispanic Heritage Month.

® Human by Design/Accessibility
Matsushita believes that everyone
should be able to enjoy the benefits of
our products. To achieve this goal, we
endeavor to improve the accessibility,
especially telecommunications prod-
ucts that can aid people with disabili-
ties. The Consumer Electronics Asso-
ciation’s Best of Innovations Award
program for 2003 recognized Pana-
sonic’s KX-TG2258S digital cordless
telephone in its new Accessibility cat-
egory. The phone includes several in-
novative features such as Talking
Caller ID and voice enhancer technol-
ogy that assist people who are hear-
ing or visually im-
paired.

Digital cordless telephone

Working for accessibility
URL A -
www.panasonic.com/accessibility/
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Matsushita Electric Corporation of America

® Beach Sweep

Sponsored by Clean Ocean Action
and MECA, the bi-annual Beach
Sweep promotes a cleaner ocean en-
vironment. Employee volunteers from
MECA have participated for several
years, collecting and analyzing trash
and debris that have washed ashore.
Other similar local projects have inclu-
ded the Hackensack River (NJ) clean-
up. -

g
By 1l

(NJ) clean up

®America Recycles Day

Each November 15, recycling becomes
more than just an important, everyday
practice of employees at MECA head-

A display for America Recycles Day

quarters; it's the theme of a fair held in
honor of the EPA’s America Recycles
Day. The fair features a recycling
pledge contest and offers valuable in-
formation about recyclable materials
and using recycled content materials in
new products.

Environmental
Responsibility

The Matsushita Electric Group works to
improve the environment by recycling
products and conserving energy.

URL On behalf of the environment
www.panasonic.com/environment/

® Electronics Recycling

By working closely with government
agencies and recycling companies,
Panasonic has helped develop a mod-
el for recycling electronics products.
Obsolete or unwanted televisions and
other electronics products from
households are accepted at collection
events and programs held at various
locations throughout the U.S. Those
collected products are sent to our

M Product recycling

1. Collection events
MECA sponsors
collection events.

2. Recycling
Contractors use
appropriate tech-
niques.
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Glass is sorted into
leaded and non-lea-
ded material.

6. New TVs
_ The CRT glass is
7. TVs are used again.  jncorporated into a new TV.

4

5. New CRT glass
The glass contains
10% recycled mate-
rial.

cturing

The material is
reused for
glass.

4. Glass manufa-

partner recyclers and processed prop-
erly. Creation of sustainable recycling
systems for advanced products such
as TVs requires developing applica-
tions and markets for the materials
they contain. In FY’02 Panasonic
achieved 10% post-consumer recy-
cled content CRT glass in the funnels
section of our CRTs manufactured at
our Troy, OH facility. We are the first
TV manufacturer in the U.S. to reach
this goal.

® eCycling Project

Since October 2001, Panasonic has
participated in the EPA Region I
eCycling Project, a pioneering pro-
gram which encourages consumers,
municipalities, retailers and electron-
ics manufacturers to share in the
overall responsibility of properly man-
aging the disposal, reuse and recy-
cling of obsolete or unwanted con-
sumer electronic products. Forty-five
collection events in 35 counties and
cities took place in the year 2002.

® EPA Plug-In To eCycling
Campaign

Panasonic joined the EPA and a
number of other companies to an-
nounce the Plug-In To eCycling pro-
gram at the Consumer Electronics
Show in Las Vegas in January 2003.
Plug-In To eCycling, a national ex-
pansion of the above mentioned eCy-
cling Project, is designed both to pro-
mote awareness of the need to recy-
cle electronic products and provide
opportunities to do so. Panasonic
will help sponsor approximately 150
collection events, as well as promote
Plug-In To eCycling.

Plug-In To
eCycling logo

EPA Plug-In To eCycling Campaign
URL

Www.epa.gov/epaoswer/osw/

conserve/plugin/



©® Energy-efficient Products

Panasonic continually strives to raise
awareness of the importance of ener-
gy efficiency and conservation by of-
fering a wide range of Energy Star
qualified products for consumer, busi-
ness and industrial use. More than 455
Panasonic product models including
audio and video products, cordless tel-
ephones, imaging and IT products,
room air conditioners, ventilation fans,
and compact fluorescent lamps meet
or exceed Energy Star performance
levels. Additionally, Panasonic’s public
outreach efforts have helped to instill a
sense of the importance of energy
conservation and raise awareness of
energy efficiency.

DVD player
DVD-CV51

ENERGY STAR

Energy Star logo

Awards

® WasteWise/Partner of the Year

In a ceremony held in October 2002
in Washington, D.C., the U.S. EPA
honored Panasonic as a Partner of
the Year in its WasteWise program.
WasteWise, launched by the EPA in
1994, is a voluntary partnership pro-
gram that provides guidance and rec-
ognition to the nearly 1,300 partici-
pating organizations working to find
practical methods to reduce munici-
pal solid waste. Panasonic was hon-
ored for its efforts in the WasteWise
program’s Electronics Challenge cat-

egory.

Sharon Streicher, Vice President for Facilities
Management at MECA, receives Partner of the Year
Trophy.

Energy Star poster

URL Energy Star
www.energystar.gov

©® Toxic Release Inventory (TRI)
The U.S. government requires indus-
tries to collect data each year on the
release and transfer of harmful sub-
stances specified by the Toxic Re-
lease Inventory (TRI) and to report
the results to the EPA. MECA collects
such data for the Matsushita Electric
Group in America and uses its
unique Facility Profiles to track and
manage environmental performance.

©® Energy Star Partner of the Year

For the fifth straight year, Panasonic
has been awarded the prestigious En-
ergy Star Partner of the Year Award
presented by the U.S. EPA and the
U.S. Department of Energy. The 2003
award was presented at a ceremony in
Washington, D.C. in April. The award
recognizes Panasonic’s record of sell-
ing numerous energy-saving products
and the fact that it has all types of au-
dio and video products meeting Energy
Star criteria. Panasonic is the sole con-
sumer electronics manufacturer to re-
ceive the Energy Star Partner of the
Year Award each of the past five years.

EPA Administrator Christine Todd Whitman (left)
presents trophy to Robert Greenberg, Vice President
of MECA

A Facility Profile

® Environmental Performance Data

MECA
Category Item FY'02
Power consumption (1000kWh) | 80,840
City gas consumption (ke)| 2,159
LPG consumption (k2) 27
Prevention | Heavy oil consumption (ke) 363
of Kerosene consumption ke 0
global = _p ko)
warming nergy (?onsu.mptlon 24,389
(crude oil equivalent) (k)
Energy lcovsumpt{on 63494
(CO:= emissions equivalent) (t-CO2)
Chemical | yse () 1
substance
management| Release/transfer (t) 0
Generation ()| 5,129
Waste R
reduction | Recycling | 3,955
Final disposal | 1.173
Water consumption| Water consumption (m®) | 174,073

® EPA eCycling Project

In November 2002, the U.S. EPA hon-
ored Panasonic for its contributions
to the EPA’s eCycling Project.

Press conference and award ceremony sponsored
by Pennsylvania-based recycler Envirocycle, Inc.
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TOPICS in the Americas

® Matsushita Ultra-Tech. Battery
Corporation of America MUTEC

MUTEC is striving to make the most
advanced, environmentally friendly
battery and production process. In
FY’02, MUTEC changed the cleaning
agent from naphtha to a biodegrad-
able one, and anticipates conversion
from a solvent-based carbon coating
to a water-based coating process.
While large amounts of industrial
waste are disposed of in controlled
landfills in the U.S., MUTEC has es-
tablished many innovative ways to re-
cycle its waste streams. Battery pro-
cess waste is recycled into steel,
while manganese dioxide and carbon
graphite dust are used as filler for
bricks and concrete. Though not al-
ways economically justifiable, top
management realized the value of
using resources effectively, enabling
MUTEC to achieve an 80% recycling
rate in FY’02. In FY'03, MUTEC is
working to reduce its usage of xylene
and advance the recycling of poly-
ethylene packaging.

.l
Greg King, MUTEC Assistant General Manager
oversees environmental initiatives and compliance.
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® Matsushita Display Devices
Corporation of America = MDDA
MDDA works continually to improve
its environmental performance. Ener-
gy conservation at the factory is
MDDA’s most significant achieve-
ment. While maintaining production
volume, the facility has been able to
reduce its total electricity usage by
5% through precision control of its
oven startup sequence and tempera-
ture.
The company is also trying to reuse
as much of its material as possible.
Defective CRTs from the production
process are separated into their com-
ponent subassemblies (panel, funnel,
and mask-frame assembly), and re-
used wherever possible. Non-reus-
able parts are further separated into
leaded (funnel) glass and non-leaded
(panel) glass and metal (mask-frame
assemblies) and sent to recyclers for
raw material reuse.
MDDA also makes efficient use of its
water resources. By installing a new
high efficiency RO system to make
de-ionized water, it reduced the dis-
charge of water by 70%.
In 2003, MDDA will target further
waste and energy reduction. Through
the implementation of new technolo-
gy, MDDA will lower the waste efflu-
ent from toluene strippers, and
through the use of energy-efficient
lighting and the initiation of a steam
trap replacement program, it plans to
lower plant energy usage.

Recycled glass containers and MDDA environmental
staff members

® Panasonic da Amazonia S.A.

PAM
PAM is committed to improving the
quality of life in the community
through reducing the environmental
impact of its operations. Since 1999,
the company has made a significant
improvement in its logistics function.
By sharing shipping containers with a
neighboring manufacturer, it raised
the loading ratio by nearly 20% in
three years and reduced the use of
containers by 300 units each year,
while the company increased produc-
tion during the period. In 2002, PAM
started shifting from shipping prod-
ucts via truck to more environmental-
ly friendly water transportation. Cur-
rently, more than 30% of its contain-
ers are shipped via water to the ma-
jor markets of Brazil, such as Rio de
Janeiro and Sao Paulo.
During Environmental Awareness
Week, the company investigated the
water quality of the Amazon River
and discussed what it can do to
maintain the precious environment of
the Amazon.

PAM checks the quality of Amazon River water as
part of an awareness-raising event.

T =

A TV assembly line where the sorting
and recovery of waste are practiced

David A. Thompson,
Corporate Environmental

Department, MECA -_..;

“We will continue to work on
electronic product recycling
cooperatively with
governments, recyclers and
other manufacturers.”



Global Highlights

Europe

Matsushita Electric (U.K.) Ltd. / Panasonic AVC Networks Czech s.r.o.

©® Business Activities

Today, two Matsushita plants develop
and manufacture TVs for the Europe-
an market: MELUK in the U.K. han-
dles digital TVs and PAVCCZ in the
Czech Republic analog TVs.
PAVCCZ, first established to make
smaller-screen models, now enhan-
ces its range of models to high-end.
PAVCCZ receives product develop-
ment support from MELUK, forging a
parent-child relationship in the devel-
opment and production of TVs. In ad-
dition to TVs, MELUK manufactures
microwave ovens and set top boxes,
assembles PCs, and installs lan-
guage software. In FY’02, the compa-
ny implemented a cell production
method for set top boxes with the aim
of achieving a small-lot production of
a variety of products while improving
space efficiency.

Corporate Profile and
Economic Performance

B Matsushita Electric (U.K.) Ltd. (MELUK)
Location: Wyncliffe Road, Pentwyn Industrial
Estate, Cardiff CF23 7XB, U.K.
MDDG Foundation: June 17, 1974

\ME /. / . Management:

Junro Nakamura, Managing Director
Market: All of Europe
Sales: £325 million
Employees: 1,049
Major products: Color TVs, microwave ovens,

MELUK set top boxes, PCs for commercial use

B Panasonic AVC Networks Czech s.r.o.
(PAVCCZ)

Location: U Panasoniku 1, 320 84 Plzen,
Czech Republic

Foundation: March 13, 1996

Management:
Junro Nakamura, Managing Director

i Tadanori Asahi, Vice President

m Market: All of Europe
e i E Sales: CZK 11,014 million

Employees: 1,668
Major products: Color TVs

Europe, particularly in the western part, saw an increasing number of produc-
tion bases in the 1980s. In the late 1990s, seeking to further step up produc-
tion in response to a growing demand, the Matsushita Electric Group expan-
ded its production bases to Eastern European countries where infrastruc-
tures improved. Since the dawn of a common EU currency in 1999, the EU na-
tions have begun to function as a single market and the number of member
nations is set to grow. Our report focuses on two companies developing and
manufacturing TVs for the transforming markets of Europe.

PAVCCZ

PAVCCZ TV manufacturing line

Executive’s Message

These days, environmentally conscious management is a
must. In order for companies to survive, it is imperative
that we achieve a competitive advantage in R&D, produc-
tion, and costs to respond to social demands. Today, one
of the focuses of social demands is the environment. The
market judges our business ability by assessing how ac-
tively we develop environmentally conscious products and
how quickly and steadily we bring them to market. More-
over, it is not enough to make the product itself eco-friend-
ly. We also need to keep our factories running cleanly and
be conscientious in our day-to-day production. | believe
that if each employee looks after the fac-

tory, then the productivity will benefit and m’ i
T

concerns for the environment will ensue.

Junro Nakamura, Managing Director,
MELUK and PAVCCZ

As the first Japanese company operating in the city of
Plzen, indeed in the entire Czech Republic, PAVCCZ is
grateful for everything the citizens and government have
done for us. We hope to do business in a way that shows
our gratitude. The Czech Republic is well known for its
beer and Bohemian glass; what an honor it would be for
Panasonic TVs to be the next great product from this
country. Environmental standards are very strict in Eu-
rope, and as the Czech Republic prepares to join the EU
in 2004, it is enacting environmental laws and regulations
to implement EU-level environmental standards. PAVCCZ
will of course obey these laws and stan-
dards. What's more, | believe it's impor-
tant to look to the future and ensure that
the environment is an ongoing concern in
our business practices.

Tadanori Asahi, Vice President,
PAVCCZ
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Europe

Matsushita Electric (U.K.) Ltd. / Panasonic AVC Networks Czech s.r.o.

Social Responsibility

Environmental

Responsibility

@ Contribution to Local
Communities PAVCCZ
Hit by massive flooding in August
2002, the Czech Republic sustained
significant and unprecedented dam-

age.

Plzen, the home of PAVCCZ, was
among the towns hurt by the flood,
which caused our plant to shut down
temporarily. PAVCCZ responded to
the human side of the disaster by
donating TVs to the city for the bene-
fit of citizens forced from their homes,
especially seniors who live alone in
municipal housing.

Every year, PAVCCZ donates TVs
and makes monetary contributions to
homes for children as well as pro-
vides the University of West Bohemia
with products and subsidies to sup-
port research activities.

Research at the University of West Bohemia
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@ Environmentally Conscious TV
Design MELUK
The TV R&D department as a core
division at MELUK tackles the chal-
lenge of environmentally conscious
product design. Researchers here
endeavor to make TVs more energy
efficient, save resources by reducing
the product part counts and making
products smaller or integrated, re-
duce the use of halogen elements
and other hazardous substances,
and address ecological concerns
from production energy consumption
to product packaging. To achieve
these goals, MELUK encourages co-
operation from parts suppliers and
other business partners and enforces

a strict verification.

TX-36PD30
16:9 100Hz color TV

® Model Introduction of Lead-free
Solder MELUK
MELUK took the lead among the
Group companies in Europe by intro-
ducing lead-free solder as a model
case in November 2000. The compa-
ny completed the introduction by
March 2003, while providing support

Lead-free soldering machine

and instructions to assist the other
production bases in employing the
technology.

® Energy- and Resource-Saving

Microwave Oven Design = MELUK
Over the life cycle of a microwave
oven, the energy consumed during
actual use accounts for a full 87% of
the total energy consumption. More-
over, the product consists of many
heavy components. MELUK started
using an original inverter power sup-
ply to cut the energy consumption
during usage by 12.2% and reduce
the weight of the power supply unit
from 4.6 kg to just 560 g. These ef-
forts have reduced the overall weight
of the oven while saving resources.
MELUK is also cutting material
waste, part counts, and processes by
stamping parts from stainless steel
panels and then using the remaining
material to make smaller parts, and
by alternating product designs so that
multiple parts can be taken from a
single panel at a time.

®Environmental Performance Data

MELUK PAVCCZ
Category ltem FY’'02
Power consumption (1000kWh) | 19,461
City gas consumption (k2) 897
LPG consumption (k2) 0
Prevention | Heavy oil consumption (k2) 168
of Kerosene consumption ke 0
global erosene consu .plo (k2)
warming | Energy consumption 6.392
(crude oil equivalent) ke)|
Energy lcon'wsumptl'on 15.776
(CO:= emissions equivalent) (t-COz)
Chemical | yse (t) 81
substance
management| Release/transfer (t) 4
Generation (t)| 3,388
Waste .
reduction | Recycling (t)| 2,595
Final disposal (t) 793
Water consumption| Water consumption (m®) | 44,644
Air pollutants| NOx emissions (t) 36




©® Electricity, Water, and Gas Usage
Monitoring PAVCCZ

The scale of production has steadily
increased at PAVCCZ since its found-
ing, so finding a way to save energy
in the factory is crucial.

The plant initially installed a monitor-
ing system to keep track of its electri-
city usage. In December 2002, it fol-
lowed up its actions by adding water
and gas monitoring capabilities
throughout the company. This system
consists of meters in the plant and of-
fice areas to allow the responsible
manager to track usage of electricity,
water, and gas easily and in nearly
real time. By keeping tabs of this in-
formation on a desktop computer, he
can detect and respond to problems
immediately. The results provide ad-
ministrative managers with evidence

TOPICS in Europe

of problems, which helps staff in
each work area to be perceptive and
encourages sustained energy con-
servation efforts. Through this sys-
tem, PAVCCZ staff not only get famil-
iar with usage totals but also have a
way of investigating and responding
promptly in the event of a problem,
for example, if a crack of pipe causes
gas or water leakage.

Stanislav Kopelent, Industrial Engineering
“Implementation of this system has made our staff
more conscious of energy conservation.”

® Using Exhaust Heat from
Soldering Systems PAVCCZ

As the Czech Republic sits at a lati-
tude of 50°north, warm air is a pre-
cious commodity in winter. At
PAVCCZ, cold, fresh air comes into
the plant and is warmed using the
waste heat from the soldering ma-
chines, which act as the heater for
the plant. This is one method in which
we save energy in a manner appro-
priate to the region.

In February 2003, the EU issued the WEEE and RoHS Directives affecting waste electrical and electronic equipment and re-
stricting the use of hazardous substances in products. Following are examples of the ways in which the Matsushita Electric

Group in Europe is responding to these directives and to the global warming problem.

® Digital MFPs get Blue Angel Mark
The WORKIO series digital multi-
function products have earned the
Blue Angel mark, which is a German
environmental test mark. The mark
indicates exceptional energy conser-
vation, recyclability, reduction of haz-
ardous substances, and product dur-
ability.

-
“ay UMWEUIE\("(\G\
" One of the authorized mod-
~—= " el DP-6010 introduced in
— mid-2002
L} L]

©® Reduction of CO. Emissions
from Transportation

Panasonic Logistics Company U.K.
Ltd. is working with Safeway super-
markets to cut costs while reducing
CO:2 emissions. Trucks loaded with
food and wine in one direction carry
TVs on the return journey rather than
run empty. This arrangement saves
roughly 200 tons of CO2 emissions
annually.

A truck at Safe-
way's distribu-
tion center

® CRT Recycling

Matsushita Display Devices (Germany)
G.m.b.H (MDDG), which manufactures
CRTs, is building a system within and
outside of the company to keep end-of-
life products in circulation, thereby re-
using materials more efficiently and
contributing to the achievement of
WEEE Directive recycling targets.

Wilfried Oppermann,
Head Environmental Team,
Matsushita Electric Europe
(Headquarters) Ltd. (ME)

“We will challenge
ourselves further to achieve
the Green Plan 2010 and
be a leading sustainable
company.”
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Asia and Oceania

PT. National Gobel

NABEL

Matsushita started the Asian opera-
tion outside of Japan in the early
1960s. PT. National Gobel (NABEL),
a joint venture of Gobel and Mat-
sushita, is our first affiliate to be
established in Indonesia. As one of
our major manufacturing plants in
Asia, it currently produces and
sells a wide range of products, in-
cluding audio and visual equipment
and home electronics. This section
offers a glimpse of initiatives pur-
sued at this Asian base.

Corporate Profile and
Economic Performance

Social Responsibility

H PT. National Gobel (NABEL)

Location: J1. Raya Jakarta-Bogor Km. 29

P.O.Box 3, Jakarta 13710 Indonesia
Foundation: July 27, 1970
Management:

Shuji Horikawa, Managing Director
Market: Indonesia (74%), exports (26%)
Sales: Rp 1.68 trillion
Employees: 3,098
Major products: TVs, refrigerators,

radio/cassette players, stereo equipment,

air conditioners, pumps, electric fans,
washing machines, pants pressers, etc.

URL PT. National G_obel (_NABEL)
www.panasonic.co.id/

Air conditioner CS-C96K1

Water pump GA-125JBE

Pump GP-125JB

Refrigerator NR-A15KD

Executive’s Message

Our company naturally complies with existing environmental regulations, but
we are going further that and starting to deal with possible new regulations still
under discussion. In FY’02, we set up a waste recycling center within our plant.
Reusing and recycling resources are a first step toward reducing the amount of
waste released from the factory and achieving the ultimate goal of zero waste

emissions.

It is our mission to provide customers with high-quality prod-
ucts. Here at NABEL, because we seek to provide a high lev-
el environmental performance, as is the case with product
quality, we give greater consideration to the environment in
our manufacturing process and product design.

Shigeru Inoue, Executive Director,
NABEL
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® Volunteer Mosques Repair
Project

Some 87% of Indonesia’s population
follow the teachings of Islam. NABEL
employees and local residents took
part in a 2001 volunteer work to repair
nine area mosques that had begun to
deteriorate. NABEL contributed funds
to encourage the participation of the
volunteer work.

Employee volunteers help repair a mosque.

® Planting and Cleaning

NABEL has planted new vegetation
on its factory grounds since FY’77,
including 114 mango and other trees
put in by FY’02. It additionally cleans
the filters for local rainfall purification
wells to assure that local citizens
have clean groundwater.

The former Managing Director
also helps plant trees.



® Hosting Factory Tours

NABEL welcomes local elementary
and middle school students to factory
tours. These tours not only introduce
NABELs production process to stu-
dents, but also give them a chance to
see our environmental technology
such as wastewater treatment facili-
ties and eco-friendly products. These
demonstrations of our various envir-
onmental activities encourage stu-
dents to understand the importance
of these efforts.

About 150 elementary school students
take a factory tour in August 2002.

Environmental
Responsibility

® Mutual Exchange of Know-how
through Internal Environmental
Audit
NABEL established its environmental
management system in 1998 and has
earned its ISO 14001 certification.
Presently the Matsushita Electric
Group in Indonesia performs internal
environmental audits on each other to
enhance environmental activities and
help the improvement of environmen-
tal performance. Participating compa-
nies hold meetings where they ex-
change the information learned in the
audit process to improve environmen-
tal performance, which accelerates
mutual promotion of environmental
management.

R
Meeting to improve per- An internal environmen-
formance tal audit in March 2003

® Waste Recycling Center

NABEL has established an on-site
waste recycling center as it targets
zero emissions. By precisely sorting
factory waste, the center assures that
more of it is used again, thus boost-
ing our recycling rate. This rate
reached 74% in FY’02. In addition to
sorting waste, NABEL tries to prevent
waste generation. One successful
measure at the design stage in our
TV manufacturing division reduced
the parts count by 40%. This initiative
will continue in FY’03, aiming at fur-
ther waste reductions.

Recycling center established in FY’02

® Eliminating Cadmium

Matsushita is advancing an initiative
to eliminate the use of chemical sub-
stances, thereby creating truly eco-
friendly products. NABEL has begun
full-fledged efforts of its own. For
one, it is asking suppliers not to in-
clude cadmium in their parts and ma-
terials, and packaging. So far 92 sup-
pliers have agreed. Currently NABEL
is asking suppliers to survey how
much cadmium is included in their
parts’ materials and to submit certifi-
cates as evidence of non-inclusion.
Moreover, from April 2003 onwards,
NABEL has measured cadmium con-
tent in the purchased component ma-
terials in each package.

.-r'".'-.

Cadmium content measuring instrument

©® Lead-free Solder Implemented
NABEL completed the switchover to
lead-free solder in all products in
March 2003. To achieve this goal, we
implemented 11 lead-free solder flow
systems for TV sets and sought out
the cooperation of partner firms who
process a wide range of small com-
ponents for NABEL.

TV set built with lead-free printed
circuit boards

® Using Low-emission Vehicles

NABEL measures emissions of pollu-
tants (NOx, SOx) from supplier vehi-
cles in order to decrease the air pol-
lution in Jakarta. We plan to introduce
low-emission vehicles to assure our
own logistics are clean. Even our
forklifts have reduced their usage of
conventional diesel fuel by using 5 to
10% of biodiesel fuel derived from
palm oil. This has resulted in signifi-
cant reduction in CO2 emissions.

3 ¥

Checking a supplier's gas emissions
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Global Highlights

Asia and Oceania

PT. National Gobel

® Environmental Performance Data

® Legal Compliance Data

NABEL NABEL
Category ltem FY’02 Category ltem Standard Max recorded
Power consumption (1000kWh) | 10,963 NOx (mg/m®) 1,000 4
City gas consumption (ke) 481 Air SOx (mg/m®) 860 21
LPG consumption (k2) 0 Sootand dust  (mg/m°) 98
Prevention | Heavy oil consumption (k2) 54 COD (mg/2) 100 99
glglf)al Kerosene consumption (k2) 0 Water | Phosphorus (mg/2) 4 0.6
warming | Energy consumption 3,531 Organic (mg/) 80 77
(crude oil equivalent) (k2) Noise | Noise (dB) 70 65
Energy consumption 0,045 Methy! sulfide (ppm) 0.01 0.007
(CO:2 emissions equivalent) (-COz) Odor Methyl mercaptan (ppm) 0.002 0.001
;gzgﬁgé Use (t) 9.2 Styrene (ppm) 0.1 0.05
management| Release/transfer (t) 7.3
Generation ()| 4,255
Waste Recycling | 38,127
reduction | Fina| disposal o] 1,128
Recycling rate (%) 74

TOPICS in Asia and Oceania

® Indo National Ltd. Awarded for
Excellence in Environmental
Management
The Andhra Pradesh Pollution Control
Board in India conferred an award for
excellence in environmental manage-
ment on Indo National Ltd. on June 5,
2002, also known as the World Envir-
onment Day. This award recognizes
the effectiveness of a wide range of
ongoing environmental initiatives un-
dertaken by Indo National, including
its earning of the ISO 14001 certifica-
tion in 1998 and its government
awards in 1994 and 1995 for planting
on its factory grounds.

Andhra Pradesh Chief Minister N.Chandrababu Naidu
presents award to Indo National Joint Managing Director
Shozo Soematsu and Chief General Manager-Operations
T.V. Subba Rao.

Award for excellence in environmental management
Award certificate
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@ PT. Matsushita Gobel Battery
Industry Honored for Safe Labor
Practices

PT. Matsushita Gobel Battery Indus-

try received a great honor in January

2003 when Indonesia’s Ministry of

Manpower and Transmigration desig-

nated it as a safe, accident-free en-

terprise. The award followed 4.37 mil-

lion working hours from September

2001 to November 2002 in accor-

dance with the government policy of

protecting workers from accident and
injury.

Kazuo Ishimoto (left), Managing Director of PT.
Matsushita Gobel Battery Industry, receives
safe labor citation from Indonesian President
Sukarnoputri Megawati.

® Asia-Oceania Regional
Environmental Conferences

Matsushita’s Environmental Officers
in each country in Asia and Oceania
meet in Regional Environmental Con-
ferences to promote global environ-
mental management. Both manage-
ment and Environmental Officers of
each group company attend these
meetings, where they evaluate the
targets of environmental initiatives
and the efforts that are being made.

it
_— -

Philippines environmental
conference

Singapore environmental
conference



Hangzhou
City °

Global Highlights

China and Northeast Asia

Hangzhou Matsushita Group

Corporate Profile and
Economic Performance

B Hangzhou Matsushita Home Appliance
Co., Ltd. (HMH)
Foundation: April 1992
Management: Qin Ji Qiang, Managing Director
Shigeru Tominaga, Executive General
Shanghai @ Manager
Sales: 789 million yuan
Employees: 1,284
Major products: Fully automatic washing
machines, clothes dryers, etc.

B Hangzhou Matsushita Motor Co., Ltd.
(HMM)

Foundation: November 1994

Management:
Tadao Yamamura, Managing Director

Sales: 535 million yuan

Employees: 1,591

Major products: Small motors for home
appliances (such as air conditioners)

HMH
[}

UCTH

B Hangzhou Matsushita Gas Appliances
Co., Ltd. (HMG)
Foundation: December 1995
Management:
Masaaki Sakamoto, Managing Director
Sales: 217 million yuan
Employees: 500
Major products: Gas cookers, gas water heaters

The history of Matsushita operations in China began in the late 1970s, when
China’s Vice Chairman Deng Xiaoping visited Japan and met with Matsushita
Electric Founder Konosuke Matsushita. A manufacturing company for color
TV CRTs was established in 1987, and since then, we have developed our op-
erations primarily through joint ventures. In the mid-1990s, we opened sever-
al more manufacturing companies as the Chinese government stepped up its
policies of reform and liberalization. Currently, Matsushita oversees 43 manu-
facturing bases around China with production and sales reaching 430 billion
yen in FY’02.

Following is a description of Hangzhou City, which is located near Shanghai,
and with a population of 6.2 million, serves as the hub of Zhejiang Province.
Matsushita started operations there in 1992 with the launch of Hangzhou

Matsushita Home Appliance Co., Ltd. and now runs 6 companies in the Hang-
zhou area.

B Hangzhou Matsushita Kitchen
Appliances Co., Ltd. (HMK)

Foundation: March 1998
Management:

Masaaki Sakamoto, Managing Director
Sales: 122 million yuan
Employees: 197
Major products:

Electric rice cookers, rice mills and parts

B Hangzhou Matsushita Home Appliance
& Housing Electronics Co., Ltd. (HMHHC)

Foundation: December 2001

Management: Wu Liang, Managing Director

Sales: 120 million yuan

Employees: 381

Major products: Home appliances such as
vacuum cleaners, and housing
electronics

H Universal Communication Technology
(Hangzhou) Co., Ltd. (UCTH)

Foundation: September 2002

Management: Toshimi Shimoyu, Chairman

Sales: (Not yet operating)

Employees: 166

Major products: Mobile telephone base station

equipment, etc.

©® Safe, Environmentally Conscious
Products

Automatic washing machine
reduces water use by 30%
with even better cleaning
performance.

Vacuum cleaner uses a negative ion noz-
zle for cleaning as thorough as wiping
(for Japanese market).

1T
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Compact rice cooker

contributes to resource -'p_'_‘T‘.

conservation. Gas-powered water heater
uses innovative air exhaust
for greater safety.

Matsushita Electric Group Sustainability Report 2003 38



Global Highlights

China and Northeast Asia

Hangzhou Matsushita Group

Social Responsibility

® Employment

The common employment practice in
China is to offer permanent jobs to
professional personnel in areas of
management, engineering develop-
ment, or production while periodically
offering temporary contracts accord-
ing to business conditions, so that
most of the labor is temporary, partic-
ularly in production. Primarily, tempo-
rary employees at the Matsushita
Electric Group companies in China
are interns from career training
schools and must be at least 16
years old, as prescribed by China’s
Labor Law.

Benefits extended to temporary em-
ployees include meals and lodging,
coverage of health insurance expen-
ses, and periodic physical exams.

® Education and Training

Matsushita’s human resource devel-
opment standards require education
and training of employees, and as a
result, the Group works toward this
goal. We provide a variety of courses
and on-site training on specific sub-
jects such as work regulations, safety
and firefighting, ISO 9000-based
quality control systems, ISO 14001-
based environmental management
systems, and labor health and safety.

Training for new employees at HMM

® Occupational Health and Safety
HMH
Employees safety is crucial to any
company engaged in manufacturing.
Our companies appoint a health and
safety committee led by management
executives. The committee promotes
various programs such as safety pa-
trols and training to ensure the safety
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of workplaces. HMH is the first com-
pany in China to earn the OHSAS
18001 certification for its occupation-
al health and safety management
system. Additionally, in recognition of
its day-to-day efforts, it earned the
designation as a company of excel-
lence in 2002 in Ankangbei, a nation-
wide safety contest.

The Ankangbei (safety
contest) award given by
the All-China Federation of
Trade Unions and State
Administration of Work
Safety

OHSAS 18001 certification

for occupational health and

safety assessment systems

Environmental
Responsibility

@ Introducing Lead-Free Solder

The Hangzhou Matsushita Group
companies have all begun using
lead-free solder in the printed circuit
boards of their products. Lead-free
soldering machines are being instal-
led for boards manufactured in-house
and suppliers are being asked for
their cooperation regarding boards
purchased from outside sources.

B o ---_i "!!.' | 1

Lead-free flow soldering machine installed at HMH

® Reusing Packages for Shipments
between China and Japan
HMM
HMM builds air conditioner and
washing machine motors for sale in
China and supply to production ba-
ses in Japan. Previously, shipments
to Japan went in corrugated card-

board boxes on wooden pallets, ma-
terials that were simply discarded as
waste at the point of entry or at cus-
tomer sites. HMM initiated an experi-
ment for reusing the amount of pack-
aging used between the two coun-
tries in order to minimize such waste,
to cut costs and improve the quality
of logistics. In place of the conven-
tional packaging, HMM now uses
steel mesh containers and anti-static
plastic trays, which preserve product
quality during transportation and can
be folded up for maximum compact-
ness and efficiency for the return trip.

New reus-
able packag-
ing container

® Environmental Performance Data

HMM
Category Item FY’'02
Power consumption (1000kWh) | 5,723
City gas consumption (k2) 0
LPG consumption (k2) 336
Prevention | Heavy oil consumption (k2) 30
glglf)al Kerosene consumption (k2) 25
warming | Energy consumption 2,007
(crude oil equivalent) (k2)
Energy consumption
(CO2 g(-‘;)r/nissions ezuivalent) (t-CO2) S
Chemical | yse )| 1,234
substance
management| Release/transfer (t) 510
Generation ()| 5,588
re\gll?f?tti?)n Recycling (t)y| 5,574
Final disposal (t) 10
Water consumption| Water consumption (m® | 75,500
Air pollutants| NOx emissions (t) 0.1
Water pollutants | COD load (t) 2.6
Systems using lithium bromide
Measured NOx density 7
(mg/Nm°DA)
NOx emissions (kg/h) | 0.0537
Varnishers
Measured xylene density 11.4
Air (mg/Nm°DA)
Xylene emissions (kg/h) | 0.0082
Stator coil work sites
Measured xylene density 11
(mg/Nm°DA)
Xylene emissions (kg/h) | 0.0001
pH 6.4
COD (mg/2) 87
Water
BOD (mg/e) 36
SS (mg/e) 59




M Packaging Reuse Cycle

China Japan

Mesh
containers Trays
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® Selected as a Hangzhou Green

Enterprise HMM
From 1997 to 1999, the Hangzhou
Matsushita Group companies under-
took the development of environmen-
tal management systems, obtained
the ISO 14001 certification, and
made continuous improvements. The
city of Hangzhou has recognized the
efforts of Hangzhou Matsushita Mo-
tor Co., Ltd. (HMM) to control air and
water quality, raise employee aware-
ness, and recycle waste, and there-
fore has selected the firm as one of
the 100 green enterprises.

TOPICS in China and Northeast Asia

@ China Regional Environmental
Conference

The 6th China Regional Environmen-
tal Conference took place in Xiamen,
China in July 2002. The secretariat
for environmental protection at Mat-
sushita Electric (China) Co., Ltd. pro-
moted the event, which drew 86 par-
ticipants from 35 companies. De-
signed to bolster environmental initia-
tives in China, presentation themes
included case studies of dealing with
critical issues and introducing lead-
free solder as well as efforts made to
recycle home appliances in Japan.

Environmental Conference in Xiamen, China

® Lead-free Soldering Techno-
School in Shanghai

Matsushita has given its Lead-free
Soldering Techno-School course as a
means of speeding up the adoption
of lead-free solder. This event has
now taken place three times in
Shanghai, attracting the participation
of 54 individuals from 27 companies.
These participants acquired and
shared the knowledge needed to in-
troduce lead-free solder through
seminars on technology and instruc-
tions on practical techniques and
quality assessment methods.

e e
Hands-on experience at Techno-School

Fang Xiao Ling in charge of environmental manage-
ment at HMM, and the notice board for instructing
employees about using resources effectively

Pelletizing and
reusing waste
PBT plastic

® China Material Test Center

In April 2003, the China Material Test
Center was established to facilitate
the active use of Chinese-made parts
and materials as the marketplace be-
comes global. To assess each part or
material, the center carries out per-
formance and raw material tests and
also checks for the inclusion of chem-
ical substances with an environmen-
tal impact. This function assures that
global procurement is environmental-
ly benign.

Hideo Tabata,

Secretariat for Environmental
Protection, Quality Control
Department, Matsushita
Electric (China) Co., Ltd.

“As China develops, the
burden on the environment
quickly grows. We conduct
our business in anticipation
of stricter regulations.”
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Economic Performance

The purpose of Matsushita’s raison d’étre is to contribute to the progress and
development of society and the well-being of people through our business activities,
thereby enhancing the quality of life throughout the world.
In 1932, the founder, Konosuke Matsushita, was resolved to
“aim at sustaining and enhancing happiness of human beings through material and spiritual abundance
Since then, all of the Matsushita Electric Group employees have consistently sought to accomplish
this mission in promoting business activities.
In order for Matsushita to continue serving the lives of people around the world, all our management an
business activities must continue to evolve, based on our invariable Management Philosophy.

Basic Management Objective
Recognizing our responsibilities as industrialists,
we will devote ourselves to the progress and development of
society and the well-being of people through our business activities,
thereby enhancing the quality of life throughout the world.

Company Creed

Progress and development can be realized only
through the combined efforts and cooperation of
each employee of our company. United in spirit,

we pledge to perform our corporate duties with

dedication, diligence and integrity.

Seven Principles

Contribution to Society
Fairness and Honesty
Cooperation and Team Spirit
Untiring Effort for Improvement
Courtesy and Humility
Adaptability
Gratitude

Code of Conduct




Economic Performance

Corporate Ethics and Compliance

At the heart of Matsushita’s cor-
porate ethics and compliance ef-
forts is the practice of its Manage-
ment Philosophy. In 1998, the
Code of Conduct was fully re-
vised, emphasizing that everyone
in the Matsushita Electric Group
of companies, at all levels, includ-
ing executive officers and ordi-
nary employees — individually and
collectively — should work towards
the same goal, practicing the Mat-
sushita style of participative man-
agement.

Matsushita Electric Group
The Code of Conduct

In 1992, a Code of Conduct was set forth
as specific items to be observed and as
criteria for practicing our corporate phi-
losophy. It makes clear how the Manage-
ment Philosophy is to be applied in actual
business situation. In 1998, an overall re-
vision was made in response to increasing
globalization and changes in social val-
ues. Taking into account different laws
and regulations by country and region,
global standards that are common in es-

sence have been adopted for the approxi-
mately 120,000 employees in Japan and
100,000 employees outside of Japan.

M Creation of the Code of Conduct
Issued : January 1992
Revised : January 1998
Purpose of the Revision
« To further increase the effectiveness of the
Management Philosophy
 To introduce new value standards
(Enhancement of the value of information
through IT, conservation of the global en-
vironment, global standardization of free-
dom, fairness, and disclosure, considera-
tion for human rights)

Application
All Matsushita Electric Group employees,
including the members of the Board of Di-
rectors
Approximately 120,000 employees in Japan
Approximately 100,000 employees outside
of Japan (translated into 10 languages)

M Five Aspects of Our Business Ethics

(1) Legal compliance
Do your actions comply with the laws and
regulations?

(2) Management philosophy
Are your actions in accordance with our
Management Philosophy and company poli-
cies?

(3) Common sense
Are your actions acceptable to society?

(4) Consumers
How are your actions perceived by consum-
ers?

(5) Conscience

Are you sure that your actions are appropri-
ate?

The Code of Conduct
Observing the Code of Conduct

Chapter 3: Employee Relations

(Our Basic Business Philosophy is the Foundation, Value Creation and Contribution to Society, Close
Ties to Society, Global Perspective and Conduct, and Observing the Code of Conduct)

Chapter 1: Promoting Business Operations
1. Research and Development (Research and Development for a Better Future)
2. Purchasing (Fair and Equal Footing with Suppliers)
3. Production (Realizing Competitive Manufacturing)
4. Sales (Trust and Confidence from Customers, Sales Activities Based on Social Ethics)
5. Advertising (Fairness in Expression, Being Creative)
6. Product Safety (Priority on Safety)
7. Control of Information (Proper Control of Information)
8. Complying with the Law and Observing Corporate Ethical Principles
(Fair Actions, Observing Corporate Ethical Principles)

Chapter 2: Our Relationship with Society

1. Harmony with the Global Environment
(Development of Technology for the Global Environmental Preservation)

2. Information Disclosure and Corporate Communications
(Information Disclosure, Dialogue with Society)
3. Social and Cultural Activities (Harmony with the Local Community)

(Respect for Humanity and Individuality, Respect for Human Rights and Eradication of
Discrimination, Respect for Privacy)

URL The Code of Conduct

panasonic.co.jp/global/profile/conduct/

System and Promotion

@ Establishment of the Corporate
Business Ethics Committee

For corporate ethics and compliance im-
plementation, the establishment of a
Group-wide system is now under way. In
December 2000, an executive officer re-
sponsible for Corporate Ethics was ap-
pointed and a section was established to
manage affairs. In January 2001, the Cor-
porate Business Ethics Committee,
chaired by the President, was established.

® In-company Hotline

Although, in principle, a problem at a
workplace should be discussed with or re-
ported to the supervisors, an In-company
Hotline has been set up to offer consulta-
tion beyond organizational borders. Using
a toll-free number or e-mail, employees
may directly contact the hotline for con-
sultation.

H In-company Hotline
Women'’s Hotline
Fair Trade Hotline
Corporate Business Ethics Hotline

egmae e 1
T ' YT T

Intranet “Corporate Business Ethics”

® Information Security
Management

Matsushita handles a wide range of infor-
mation, including customer information,
personal information, and asset informa-
tion. Since the establishment of the Basic
Regulations for Information Security
Management in May 2000, an information
security management system has been set
up, extended to include affiliated compa-
nies, for the proper control of important
information.
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Economic Performance

Corporate Governance and Finance

. After reporting corporate deficits
©in FY’01 for the first time since !
our foundation, we at Matsushita
: have made drastic reforms in our
' management structure, with a
+ firm determination to attain a V- !
. shaped performance recovery. In
. January 2003, the motto “Today
. we re-declare our founding” was
+ announced at the Annual Man- !
. agement Policy Meeting. Our
' management structure is under-
© going a significant transformation
. from a “heavy and slow” company
' to a “lean and agile” Matsushita.

Management System

In FY’03, with the view of establishing
autonomous management at each business
domain of Matsushita, a reform took
place expediting optimum management
operation under the Group-wide manage-
ment system.

M Framework of Management Reform

1.Matsushita has implemented an
“Executive Officer System” tailored to
the domain-based management in or-
der to integrate the comprehensive
strength of all Group companies. More-
over, a “Group Managing Directors &
Officers Meeting” has been introduced
as an organization for consulting on
corporate strategy issues.

2.With the aim of establishing corporate
governance best suited to the diversi-
fied scope of its business fields, Mat-
sushita will further strengthen its cor-
porate auditor system by having man-
agement personnel, who are well-
versed in day-to-day operations at op-
erational fronts, participate in decision-

making on corporate strategies and
mutual supervisory functions.

3.The remuneration system for Members
of the Board of Directors and Execu-
tive Officers has been revised. The
new system based on the same criter-
ia, specifically CCM and cash flows, is
intended to accomplish the goal of in-
creasing corporate value in the interest
of shareholders.

©® Reform of the Board of Directors
By delegating authority to Executive Offi-
cers, the Board of Directors will concentrate
its functions on corporate strategies and su-
pervision, thereby clarifying the supervisory
functions of the Board of Directors and the
business executive functions of the Execu-
tive Officers. As participation of those at the
operational fronts in the Board of Directors
is necessary, supervisory functions and
executive functions will not be completely
isolated. Also, the Board of Directors itself
will be reduced in number to promote swift
decision-making.

@ Executive Officer System

The Board of Directors will elect and ap-
point Executive Officers who are to assume
responsibility for the execution of business
throughout the entire Matsushita Electric
Group. Members of the Board of Directors
and Executive Officers are equal, in terms of
rank and status, and their business results
are evaluated based on the same criteria and
are accordingly reflected in their compensa-
tion.

® Advisory Board

Since FY’98, an Advisory Board consisting
of three selectees from outside the company
and Matsushita’s top management has been
established for achieving management that
is open to society.

MW Matsushita Electric Group Management System

i Board of Directors

Empowerment

Executive Officers
Executive Functions

Exersion of collective strength of
the Matsushita Electric Group

Overseas
Division

Sales
Divisions

Domain
Companies
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R&D Divisions

l l I

Group Affiliated
Companies

and others Overseas Companies

M Overview of the Advisory Board

Members: Three advisors from outside the
company, Members of the Board of
Matsushita

Meetings: Three times a year

Themes in the Past:

“Issues for Matsushita as Viewed from
Outside the Company”

“New Business Strategies in a Network
Society”

“Efforts toward the Sustainable Society”

Mid-Term Management Plan
“Value Creation 21”

In FY’01, with “deconstruction” and
“creation” as keywords, Matsushita laun-
ched its “Value Creation 21” plan. This
plan entails transformation of the compa-
ny’s business and profit structures from a
20th century-type business model charac-
terized by mass production and mass sales
of standard products into a “Super Manu-
facturing Company” for the 21st century.
The plan also aims at constructing new
business models that bring about synergy
effects among devices, sets, and service
businesses.

In FY’02, the management focus shifted
to “creation.” The management system re-
form took place to restructure businesses
and organizations, and to enhance its ef-
fectiveness. By realigning Group compa-
nies into 14 business domains, overlap-
ping of businesses was eliminated and the
concentration of development resources
became possible. In addition, at each do-
main company, autonomous management
has been promoted with emphasis on con-
solidated cash flows on a global basis.
Evaluation of each domain company was
narrowed down to two standards, capital
cost management (CCM) and cash flows
(CF), to create a system that enables the
Head Office to carry out fair and sound
evaluation and follow-up. Through a sys-
tem of complete empowerment and capi-
tal governance, we are aiming at accom-
plishment of the “Value Creation 21 plan
in FY’03.

Corporate Outline
URL and Financial Information
matsushita.co.jp/ir/en/



Financial Information Global Risk

Management
M Consolidated Net Sales (100 million yen, FY) M Consolidated Profit (100 million yen, FY)
08 76,401 -I'r’:ggrrnng before e 2,023 Along with b.usiness globalizaFign, the i.m-
INet income portance of risk management is increasing
9 72,994 '99 2186 throughout the world. In November 2002,
00 76,816 00 the Overs§as Risk Management System
5,378 was established to respond 24 hours full
01 70,738 m time globally. With “Human Safety” and
. Y “Company’s Credibility” built on the fun-
02 74,017

-195 damental principles of our Management
Philosophy of “Customer-Comes-First,”

W Cash Flows (100 million yen, FY)

—o— Cash flows from operating activities
—e— Cash flows from investing activities
—e— Free cash flows

'98 -3,778

W Capital Investment (100 milion yen, FY) we are committed to responding promptly
as expected by the society and customers.

In concrete terms, “Risk Management” is

incorporated into business plans and un-
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99 -6,044
00 -5,826
’01

’02

5,044

M Total Assets (100 million yen, FY)

M R&D Expenditures (100 million yen, FY)

dertaken by top executives in the daily

business activities.

98 80,545 '98 5,000
'99 79,551 '99 5,256

'00 81,563 '00 5,438

01 77,685 01 5,666

02 78,347 02 5,510 TOPICS

W Number of Employees (persons, FY)

M Number of Patents (patents, FY)
Japan W Outside Japan

Socially Responsible

Investment (SRI)

'98 282,153 40,526
'99 290,448 42,279 In recent years, the concept of
Socially Responsible Invest-
’00 292,790 44178 q q .
’ ment (i.e. investment taking
01 291,232 47037 into consideration social as-
pects such as environmental
’02 288,324

48,020

M Net Sales by Product Category
(100 million yen, FY’02)
Components and Devices

M Net Sales by Region
(100 million yen, FY’02)
Asia, China and Others

issues and human rights, in
addition to corporate financial
aspects) is rapidly spreading
mainly in Europe and the U.S.
For two consecutive years in

AVC Networks 15,275 3 ) A
iy Bos1 (i) Jepan FY'01 and FY'02, Matsushita
69%) i was selected for inclusion in
'E“;’u“ii'r’.ii'm FTSE4Good, the socially re-
2,852 Europe ! . .
(4%) 9,996 sponsible investment index

(13%)

created by the British FTSE
Group. Also in Japan, we were

Home Appliances Americas
12,102 14,208 ranked the top name (as of
(16%) (19%)

Note: e« Matsushita’s consolidated financial statements are prepared in conformity with accounting principles
generally accepted in the United States (U.S.GAAP).
* Reductions in line with the revision of the taxation system resulted in effects on net income (consolidated)

of ¥42.1 billion for FY’98 and ¥22.3 billion for FY’02.

* Beginning in FY’02, some companies of the Japan Victor Group, mainly overseas subsidiaries, are included
in the consolidated settlements of accounts. Figures indicated for FY’01 have been revised accordingly.

October 2002) in the “SRI So-
cial Contribution Fund — Wing
for Tomorrow” of the Asahi Life
Asset Management Co., Ltd.
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Economic Performance

Research and Development

. Research and development is the :
. lifeline of manufacturers. Compris-
. ing approximately 36,000 mem- :
bers, our R&D Divisions strive to
. contribute to a better future for :
. people around the world through
. the research and development of
. advanced technology, including
. nanotechnology, and product de-
. sign covering diverse areas from
. hardware to software.

Research and
Development Contributing to
Environmental Conservation

® Induction Fluorescent Lamp

In the field of bulb-type fluorescent lights,
we have developed and marketed a long-
life lamp based on a new lighting princi-
ple. Fluorescent lamps emit light when
fluorescent material is stimulated by ultra-
violet rays. With our new lamp, AC cur-
rent runs through an inside coil and indu-
ces an electric field to generate ultraviolet
rays, thus emitting light. Without an elec-
trode that can be easily degraded, lamp
life is extended to approximately 30,000
hours (rated value), 5 times that of con-
ventional bulb-type fluorescent lights and
30 times that of white lamps. When lit for
10 hours a day, it can be used for approxi-
mately 8 years, saving replacement.

M Luminescence Principle of Induction
Fluorescent Lamp

B
7
Electron
Fluorescent

Mercury atom material
b 4

Y
}

Ultraviolet rays
¥

Induced electric field

Y
}

Magnetic field

URL national.jp/product/conveni/lamp/
mpb/pfai5el/pfaiSel.htmi
(Japanese only)
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® Ultralow-power LSI

LSI stands for large-scale integrated cir-
cuit, an important component of electron-
ic equipment. Matsushita has undertaken
the development of an ultralow-power LSI
as a NEDO*! project. With the semicon-
ductor wrapped by an insulating layer,
this LSI operates at several mW, less than
one-tenth of power required in current de-
vices. As it works even with a faint ener-
gy, such as body heat, for example, its ap-
plication is expected in a wide range of
equipment, including information termi-
nals.

*1 New Energy and Industrial Technology
Development Organization (NEDO)

M Construction of Ultralow-power LSI

Embedded semiconductor
Gate electrode

A3 -

F
/

Oxide layer

Silicon substrate

Heat from the palm
" operates the ultralow-
power LSI, enabling it
t . to display information.

® Optimization of Energy
Consumption During Operation

As a NEDO*! project, we have developed
a system for optimizing energy consump-
tion of electric equipment during opera-
tion. With a human detection sensor and
control system that enables fluctuating
operations, TVs, air conditioners, and
electric bidets with showers control their
power or temperature settings automati-
cally. Energy savings of approximately
28% in TVs, 21% in air conditioners, and
26% in electric bidets with showers are
expected. e

—

|
i R
Control system

that attaches to
warm-water bidet

TV with a human detection sensor
and control device

® Atmospheric Remote Sensing
Instrument ILAS-TI

Earth Observing Satellite ADEOS-II laun-
ched by the National Space Development
Agency of Japan (NASDA) in December
2002 is equipped with the Atmospheric
Remote Sensing Instrument ILAS-II, de-
veloped by Matsushita on commission
from the Ministry of the Environment.
ILAS-II is an infrared spectrometer that
accurately monitors the vertical profile of
ozone and related trace gas concentrations
at an altitude of 10 to 60 km. This tech-
nology is expected to contribute to the
monitoring of the ozone layer and to un-
derstanding the mechanism of its deple-
tion, enabling forecasting with improved
accuracy.

M Earth Observing Satellite ADEQS-II

Courtesy of NASDA

(U] www-ilas2.nies.go.jp/en/

@ Automotive Air Conditioning

System Using CO: as a Refrigerant
In view of preventing global warming, we
have been seeking ways of switching re-
frigerants for automotive air-conditioning
from CFC substitutes (HFCs) to COz. Re-
cently, we have succeeded in developing a
high-performance internal heat exchange
cycle and heat exchanger, including an
evaporator and gas cooler, which employ
microchannel heat transfer tubes using
CO: as a refrigerant. With this new air
conditioning system, annual energy con-
sumption has been reduced by approxi-
mately 5% compared with a system using
CFC substitutes as a refrigerant.

o
- f,é't: =1
& /

ernal heat exchanger

External view of a vehicle equipped with an air
conditioning system using CO:z refrigerant



Economic Performance

Environment Solution Business

One of the newest growth areas
at Matsushita is in the field of the
Environment Solution Business,
whose objective is to contribute to
environmental conservation by in-
tegrating our technological re-
sources and engineering capabili-
ties.

Outline of Environment
Solution Business

Our Environment Solution Business con-
sists mainly of Energy Solutions, Eco Sol-
utions, and Environmental Service Solu-
tions. We offer a variety of energy solu-
tions for offices, factories and homes, in-
cluding the home-use fuel cell cogenera-
tion system. Environmental regulations
concerning water, air, and soil purification
and waste recycling have also prompted
us to expand into new businesses. For ex-
ample, we are working on kitchen waste
recycling to meet different needs from
households to plants, supporting the zero-
emission targets of the entire community.

Nickel Metal-Hydride (Ni-MH)
Rechargeable Batteries for
Eco-Cars

Panasonic EV Energy Co., Ltd. conducts
research and development of nickel metal-
hydride (Ni-MH) rechargeable batteries
for use as a power source of HEVs and
EVs. Our Ni-MH rechargeable batteries
have been adopted in the world’s first
HEV “Toyota PRIUS” and are being sup-
plied to automobile manufacturers around
the world. Moreover, attracting attention
as the next-generation clean energy, our
fuel cells have been adopted as key com-
ponents in a fuel-cell hybrid vehicle. In
December 2002, Toyota’s FCHV, equip-
ped with this fuel cell, began the first-ever
limited marketing of this type of vehicle
in Japan and the U.S.

" Fuel-cell hybrid vehicle “Toyota
FCHV” and Ni-MH rechargeable
battery

M Areas of Matsushita’s Environment Solution Business

. c onsewahon Water P"'iﬁcar
ﬁ‘\e‘g Energy solution Wastewater treatment 'O
service business, (demtr'lflcatlon)l, 4/},
energy management wese g (el A,
system business  Utization of recycled %,
wastewater  Measures for NOX/SOx, %
Q Fuel cell, solar battery, chemical cleaning, 9,‘
@ wind power, cogeneration dioxin measures, 6
-4 . road-related air purification £
° Matsushita <
O, Emissions trading Heavy metals, L
% organic chlorine solvent &
.6/« Envi | Reuse of waste '*;\{’
7Y """t‘,’“me“‘a X TR plastics (MK-MWood), y
%ZCCOU” NG SUPPOTtinformation,  Light and Trust Service, sg\\
w ISO consulting, kitchen waste treatment,
ki e-manifest lead-fi Ideri .
1t by, ; lead-free soldering “ee‘o\\‘\g
Tand Service ~ Wastes a

Highlights

st Fuel Cell Cogeneration Systems P.13

Highlights i H :
P Light and Trust Service P.15

Electric Hybrid Bicycles
Eco-Cycle System

National Bicycle Industrial Co., Ltd. took
part in the “Rent-a-Cycle & Mono-Ride”
demonstration carried out by Kitakyushu
City (Fukuoka Prefecture, Japan) from
August 2002 to January 2003. This was
implemented as part of the Transportation
Demand Management Demonstration
Project of the Ministry of Land, Infra-
structure and Transport. Approximately
200 citizens participated in this social ex-
periment aimed at alleviation of traffic
congestion and reduced emissions of ex-
haust gas and CO: by introducing a switch
from automobiles to a combination of
electric hybrid bicycle and monorail.

Making use of original technology, Mat-
sushita develops a lightweight easy-to-
ride electric hybrid bicycle that enables
long-distance traveling, thereby proposing
an Eco-Cycle System to create a more

comfortable town.

Electric hybrid bicycle
Excellent ViVi BE-EHE63

Kitakyushu City “Rent-a-Cycle & Mono-Ride”
monitor recruitment poster
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Environmental Sustainability

In 1991, Matsushita formulated the Environmental Management Basic Policy,
and subsequently established its Environmental Statement.
The Statement illustrates our belief in the law of nature that genuine progress
and prosperity cannot be achieved without the co-prosperity of all beings on earth.
The Statement also reflects our view that social responsibilities must be met with the awareness
that humankind has the obligation to use nature at its fullest in a caring and fair manner.
Based on this Statement, we must carry out environmental sustainability management in all division
working towards the fulfiliment of our “Environmental Vision” and “Green Plan 2010,”
both of which were drawn up in 2001.

Basic Business Philosophy

Basic Management Objective
Company Creed

Seven Principles

Code of Conduct

Environmental Statement

Fully aware that humankind has a special responsibility
to respect and preserve the delicate balance of nature,
we at Matsushita acknowledge our obligation to maintain
and nurture the ecology of this planet. Accordingly,
we pledge ourselves to the prudent,
sustainable use of the earth’s resources
and the protection of the natural environment
while we strive to fulfill our corporate mission
of contributing to enhanced prosperity for all.

Environmental Vision

Green Plan 2010




Basic Policy for

Based on Matsushita’s Manage-
ment Philosophy, we formulated
the Environmental Management
Basic Policy on June 5, 1991. Sub-
sequently, we established the
“Environmental Statement” and
“Code of Conduct” as part of our
environmental charter. These form
the basis upon which Matsushita
carries out environmental activities
worldwide. In 2001, we devised the
“Environmental Vision” and “Green
Plan 2010” in order to accelerate
environmental sustainability man-
agement and meet our responsibil-
ities as a 21st century-type corpor-
ation.

the Environment

Environmental Vision

In October 2001, we announced the En-
vironmental Vision, which was formula-
ted with a view toward contributing to the
realization of a sustainable society. We ex-
panded our environmental activities to
cover seven areas throughout a product’s
life cycle and set up specific targets in the
action plan. The Vision was drawn up us-
ing the scenario planning method*. It
gives a concrete and qualitative portrayal
of a sustainable society and lifestyle in
2025 and from this image of the future,
identifies the proper role that Matsushita
should fulfill. We will revise our Environ-
mental Vision and action plan as needed,
while devoting full effort to pursuing fur-
ther activities.

*k A method to understand the future business
environment through the creation of multiple
scenarios

M Scenarios for Society and Lifestyle in 2025

Environment and Community Oriented

Vertical Axis: People’s Environmental Awareness

Horizontal Axis: Green Economic System
Regress Progress

Pursuit of Materialism and Self-centered Lifestyle

URL Environmental Sustainability
Report 2001
matsushita.co.jp/environment/2001e/

The Matsushita Electric Group contributes to “Coexistence with the Global Environment”
through Environmental Technology and Ecological Thinking (ET?!).

New challenges for
“Green” Products

*Make all Matsushita products “Green”*

*Environmentally friendly products and services
made with environment-conscious materials
through efficient use of energy and resources

Environment and
energy business initiatives

*Make endeavors to develop sustain-
able energy such as fuel cells

Environmental

communication

*Use various means to communicate
Matsushita’s environmental activities
worldwide

*Take up future challenges by collab-
orating with internal members and
external parties

Environment

New challenges  New challenges for
for “Green” Products cvlvean Fact%ries

O

Environment :
and Strengthening
energy business of product
initiatives recycling
. . “Green”
Environmental Environmental marketing
communication management and
and distribution
human resources
development

&
OI//.

%)
“m,
én,

I [} O
/\\*\‘\\k\Q

t o
5/ Techno'ogy & ECO\OQ

New challenges for
Clean Factories

«Strive to achieve Zero Emissions*

*Minimize CO2 emissions and waste
generation

*Strive to develop environment-
conscious production methods
and systems

Strengthening of product
recycling

*Expand product categories for re-
cycling

“Green” marketing and
distribution

*Make commitment to conserve en-
ergy and resources

Environmental management and
human resources development

*Establish organizational structure
to facilitate speedy and autono-
mous decision-making procedure

*Establish indicators and evalua-
tion systems for environmental
management

*Cultivate environmental aware-
ness in employees

Matsushita Electric Group Sustainability Report 2003 4.8
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Target and Performance

Green Plan 2010

Item

New challenges for | Prevention of global warming

FY’05 Target
Increase energy use index*! by 30%

(Base year: FY’00, global targets formulated in October 2001)

FY’10 Target
Increase by 50%

Green Products Chemical substances

Lead, cadmium, hexavalent chromium,
and mercury

Discontinue use in products
shipped in April 2005 and after

Discontinue immediately Specified brominated flame retardants

(PBB, PBDE)

Discontinue by March 2006 | Polyvinyl chloride resin

3Rs
(Reduce,Reuse,Recycle)

Increase resource use index*! by 50%

Increase by 70%

Product development

Increase development of Green Products to more
than 70%

Increase to 90% or more

Prevention of

New challenges for )
global warming

Clean Factories

Reduce CO:2 emissions per unit of production by 5%

Maintain CO2 emissions at the same level as FY’90 (Japan)

Reduce by 10%

Reduce by 7% (Japan)

Chemical substances

Reduce the amounts of use, release and transfer by 40%

Reduce by 60%

Waste and by-products
with value

Reduce emissions per unit of sales by 10%

Reduce by 20%

Water

Reduce consumption per unit of sales by 5%
Promote effective use of water resources

Reduce by 10%

Production methods
and systems

Establish new production methods and systems
to enhance the efficient use of energy and resources

Strengthening of product recycling

Establish a system to expand product categories for recycling

Improve recycling rate

Establish recycling systems for
all householdelectric appliances

Environment and energy business
initiatives

Launch full-fledged marketing campaign for home-use
fuel cells cogeneration system

Strengthen energy management business

Make the system fully diffused

Expand the business

Green marketing |Conservation of resources

and distribution

Conserve resources by making use of the Internet in
marketing activities

Prevention of global warming

Promote modal shift and increase rail freight to 20,000
containers (Japan)

Increase rail freight to
30,000 containers

Environmental Information disclosure

communication

Develop the Environmental Report into a Sustainability Report
Publish the Site Report
Promote communication with a wide range of stakeholders

Green investment/
contribution to local
communities

Continue forest preservation activities

Increase greenery in factory sites and on rooftops
Promote green investment

Establish Green Fund

Corporate citizenship

Expand Love the Earth (LE) Citizens’ Campaign to
outside of the company

Increase LE families to more than 50% of all employee
households

Build an inter-company network
for LE activities

Increase to more than 80%

Partnership

Strengthen partnership and form networks with environmental NPOs

Actively cooperate toward and contribute to environmental activities of
international organizations, governments, and municipalities

Environmental
sustainability
management and
human resources
development

Organizational
structure

Strengthen the environmental promotion system of
Group companies throughout the world

Strengthen decision-making functions in each global region

Development of human
resources

Prepare environmental training curriculums for each
corporate level and division

Management evaluation
system

Establish a comprehensive environmental accounting system

Reflect the reductions in environmental impact of products
and operations in the performance evaluation

Incorporate the results of
environmental accounting in
the performance evaluation

*1 For the definition of indexes, see p. 64. *2 Revised in April 2003.
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FY’02 Performance

FY’03 Target

] = FY'03 Target
Increase energy use index*! by more than 12% | Achieved the target with 432 models (p. 64) @ |Increase energy use index*! by 18% or more
Complete the introduction of lead-free Achieved 100% in Panasonic and National [ ]
solder in all products N products (p. 64) Promote the Hazardous Substance
Investigate the amount of prohibited substance | Strengthened the systems for promoting A |Non-use Project
use and consider the use of substitutes substitutes and submitting non-use warranty
of substances listed for prohibition (p. 62)

Increase resource use index*! by more than 20% | Achieved the target with 402 models (p. 64) @ |Increase resource use index*! by 30% or more

Grasp the material balance of major products | Grasped the material balance of 10 major A |Grasp the material balance of 15 major
products (p.57) products

Increase the development of Green Products | Increased to 41% (583 models) @ |Increase the development of Green Products

to more than 28% - Target achieved (p. 64) to more than 42% of the total

Reduce CO:2 emissions per unit of production by 2% | Increased by 2.3% ( 5.8% increase in Japan, A |Reduce CO: emissions per unit of production by 3%
2.9% reduction outside Japan)

Control CO2 emissions to 3% increase from | Maintained the FY’90 level - Target achieved (p.59)| @ |Control CO2 emissions to 2% increase from

the FY’90 level (Japan)

the FY’90 level (Japan)

part of the performance of business divisions on a global basis

performance of business divisions on a global basis (p. 51)

Reduce by 22% outside Japan and 39% Amounts of use: Reduced by 65% in Japan Reduce by 459 )
; ; o b y 45% from the FY'98 level (Japan)
in Japan (from the FY’98 level) aRncIj by 46 /od otutS|dfe Ja:a(;] (p.dG;)) I a thee a;nn%upetlse gfse by 33% fom the FY'00 level(Asia and Oceania)
elease and transfer: Reduced by 43% in Japan ) % ) ;
and increased by 16% outside Japan andransfer by 11% from the FY'02 level (other regions)
Reduce by 4% Increased by 3.5% (14% reduction in Japan, A |Reduce emissions (including by-products with value)
22% increase outside Japan) per unit of sales by 6%
Achieve zero waste emissions (Japan) Achieved a recycling rate of 98.2% - Target achieved (p.61)| @ |Continue zero waste emissions (Japan)
Reduce by 2% Reduced by 3.4% (2.3% increase in Japan, ® |Reduce consumption per unit of sales by 3%
2% reduction outside Japan)
Investigate the current status of effective Completed status survey (80% of water ® |Formulate a water consumption reduction
use of water resources consumed in the device divisions) (p.61) plan at devices divisions
Investigate the environmental impact of Confirmed 50 to 70% energy-saving effect @ |Establish an energy-saving manufacturing
the introduction of cell production system management system
Igfgé%;is:éj ?osr rrf(ealg;lcr}%go expansion of product Studied measures to meet EU Recycling @ | Establish basic policies to deal with EU
. . Directive (about 90 product categories) (p. 69) Recycling Directive
Enhance activities for reduction and reuse
Promote the environmental business creation Implemented as planned. Promoted actively @ |Step up the development of home-use fuel
conference and energy management business project | through exhibitions, etc. cells cogeneration systems for practical use
Hold in-house Environmental Business Forum| Promoted actively through exhibitions, etc. (p.46)| A |Expand energy management systems for home and business use
Enhance the promotion of Green Products | Promoted Green Products on our websites (p. 70) | @ |Promote Green Products
by making use of the Internet
Develop a system to determine the Identified environmental impact using the environmental | @ | Promote the use of rail transport,
environmental impact of product transportation| performance data collection/calculation system (p. 63) increasing freight to 15,000 containers
Promote activities o enhance the credibility of Environmental | Enriched the disclosed contents such as by adding Environmental| @ | Develop the Report into a Sustainabilty Report and increase disclosure of information
Sustainability Report and plan for its early publication Data from Manufacturing Sites and published the Report in June Enrich the environmental pages of domain companies' websites
Hold stakeholder meetings Held stakeholder meetings (twice) (p. 70) @ |Hold stakeholder meetings
Introduce in-house CO:z emissions trading | Established an in-house COz emissions trading| @ |Conduct trials of in-house CO2
system (p. 60) emissions trading
Expand green purchasing Promoted the introduction of low-emission @ |Step up tree-planting activities
(e.g. introduction of low-emission vehicles) |vehicles as company vehicles (p. 63)
Expand the model activities of Love Promoted shopping bag reduction campaign @ | Conduct effective publicity through events such as
the Earth Citizens’ Campaign through Eco-bag Model Families Symposium for Love the Earth Citizens’ Campaign 2003
Increase LE families to 30,000 households |26,000 households (an increase of 5,000 A |Increase LE families to 30,000 households
households compared to 2001) (p. 81)
Propose household energy-saving measures | Recommended “Sensible Replacement” as P
to the government at the Conference on a measure to prevent global warming at [ J L?;?]g?: tﬁf‘:r:%?'csclgggztr:/g%n campaian
“Wa-no-Kuni-Kurashi” a household level P 9y paig
Carry out Green Plan 2010 Accomplished targets for Green Products, @ | Promote environmental sustainability management through
Clean Factory, etc. (pp. 51-52) the Corporate, Domain, and Regional Environment
Conferences and the Environmental Working Committee
Strengthen environmental management systems | Reorganized the environmental organization @ | Operate the environmental information system globally
structure to match the new business structure
Prepare and carry out Matsushita’s original Eevel%p%d elnvironmental educationllrnaterialls for emp:oyees Provide the on-line environmental education
environmental training curriculums aunched e-learning system, an on-line environmental ® | of e-learning system to all employees
education (p. 54)
Evaluate the progress of the Green Plan 2010 as Evaluated progress of the Green Plan 2010 as part of ° Increase understanding of the effects of environmental accounting

Reflect the result in performance evaluation on a business domain level

A : More than 80% of targets accomplished

X : Less than 80% of targets accomplished
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Environmental Sustainability Management and Promotion System

The strongest point of Matsushita’s en-
vironmental sustainability management
is the fact that the President himself
chairs the Environment Conference. In
line with the new business structure
established in FY’03, the existing En-
vironment Conference was renamed
the Corporate Environment Confer-
ence. At the operation level, the
“Domain Environment Conference”
was created for each domain company,
and the “Regional Environment Confer-
ence” for each region worldwide. These
changes were aimed at delineating the
roles of the corporate-level strategic
decision-making functions and regional
and domain-level executive functions
with respect to environmental sustain-
ability management.

Promotion of Environmental
Sustainability Management

The most important aspect in promoting
environmental sustainability management
is to faithfully practice the Plan-Do-
Check-Action cycle.

Our Environmental Activity Policy is for-
mulated yearly based on the Corporate
Management Policy announced every Jan-
uary, and on the decisions taken at the
Corporate Environment Conference. By
way of the Environment Activity Policy
Meeting, this policy is clarified with the
Environmental Officers of each domain
company and each functional division, as
well as with all employees. In FY’03, the
announcement was relayed via in-house
satellite broadcasting to 70 sites, an event

in which 1,500 employees participated.
According to this policy, domain compa-
nies map out their own activity plans in
line with the nature of their businesses
and implement concrete actions. Each do-
main company evaluates its achievements
according to the Group-wide Performance
Evaluation Criteria of Environmental Sus-
tainability Management, which are based
on the Green Plan 2010.

In keeping with the results of performance
evaluations, and global environmental
trends, and stakeholders’ feedback, all as-
pects of environmental sustainability
management are assessed for purposes of
further improvement.

W PDCA Cycle of Environmental Sustainability Management

Annual Corporate Management Policy

Corporate Environment Conference

Corporate Environment Conference

Environment Working Committee
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Committees and Projects

Domain Environment Conference
Regional Environment Conference
Environment Working Committee

W Performance Evaluation Criteria of Environmental Sustainability

Management (FY’03)
Indicator *! Criteria
orDevelopment of Super GP | 1model
. GP development rate 42% '
Performance Evaluaton . -------------------------~-~-~-~-~--"f-~-~-~-~-~--~-~-~-~-~--~-~~
Environmental Performance
Environmental Accounting Category Indicator Criteria
1 0,
Evaluation by Stakeholders Energy Energy-saving rate* ,[,)?YKE?S, segment 7.0%
Sets segment 3.5%
Use of reduction-ranked .
) substances 45% reduction®?
Chemical F--------""---"=-------"“|/-~-~---------------
substances | Release and transfer of
proper management-ranked 45% reduction®3
substances
Waste Reduction rate of emissions 2%
Water  |Consumption per unit of sales 3% reduction**

*]1 See p. 64. *2 See p. 59. *3 Compared to FY’98 level (Japan).

*4 Compared to FY’02 level.



M Environmental Sustainability Management Promotion System
Promotlon syStem — Green Procurement Subcommittee

— Product Design Subcommittee
The Corporate Environment Conference, :
_ Green Products Promotion

chaired by the President, is the most over- Committee —~ 3R Manufacturing Subcommittee
arching organ that deliberates and deter- | Lead-Free Bonding

mines plans and policies concerning en- Technology Subcommittee
vironmental sustainability management.
Based on the decisions made at this con- QL ClGer elEilee shlsamlis
ference, the Corporate Environmental Af- — Technology Subcommittee
fairs Division formulates environmental PErEGEE SUlsEnes

strategies, supports their implementation, Non-use Project ~~ Promotion Subcommittee

: et Corporate
and carries out verification of results. At || Envirgnment 1 " Information Systems Subcommittee
domain companies and functional divi- Conference
sions, Environmental Officers appointed — Factory Energy .

. ) Conservation Subcommittee
by company presidents and directors of
functional divisions are responsible for |_Clean Factories (CF) _|_ Chemical Substances
promoting the strategies. Promotion Committee Management Subcommittee
Also, for Group-wide themes, committees | Resources & Factory Waste
and projects are set up to assist in their Management Subcommittee
promotion. — Response-to-legislation Subcommittee
W Corporate Environment Conference —Recycling Committee —— Collection and Recycling Subcommittee
Function: Top decision-making organ of

environmental affairs — Overseas Response Subcommittee

Deliberation and determination
of environmental policies —Environmental Sustainability Management Innovation Committee

Chairman: President of Matsushita Electric
Industrial Co., Ltd.

Members:  Presidents of domain |_Soil Pollution Soil Pollution Countermeasures

companies and directors of Countermeasures Committee Taskforce

related functional divisions

(Total: 38 members) —Love the Earth Citizens’ Campaign Promotion Committee
Secretariat:  Corporate Environmental Affairs

Division f e e Integration of the Matsushita Electric Group’s promotion
Meetings: Twice annually; in the first and [ Corporate Environmental Affairs Division (CEAD) efforts for environmental sustainability management

second halves of the year

12 meetings held since 1997 Chaired by the CEAD’s Director to discuss and communicate

Environmental Working Committee environmental issues among Environmental Officers

Global Promotion System ) L

To respond to the increasing number of L

Energy Conservation Promotion Representative Conference

environmental laws and regulations in the Domain Environment Operation Sites in Japan
world, and to carry out the same high lev- S B
el of environmental sustainability man- - -
agement worldwide, the roles of the Re- [TiRomalniCompaniest| a
gional Environment Conference held in — Operation Sites outside Japan

each region were clearly defined. Starting

in April 2003, the Conferences integrated T

regional environmental efforts toward

.. . L ... [ ]
raising the overall level of environmental Sales Divisions a
activities and staying ahead as an environ- — A
. — R&D Divisions a . .
mentally leading company. Regional Environment Conference
— Overseas Division 3 —— Regional Headquarters :
L— Head Office 2 t0verseas Sales Companies

Organizational committees

Manufacturing and functional divisions

Global Environment Conference
held in Japan in October 2002

‘ Environmental Officers (Offlcers in charge of environmental sustainability management )

at manufacturing and functional divisions
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Acquisition of
ISO 14001 Certification

To support Group-wide environmental
sustainability management, an environ-
mental management system was estab-
lished at each site and acquisition of ISO
14001 certification was promoted. In No-
vember 1995, the Kadoma Site of Pana-
sonic AVC Networks Company became
the first to obtain ISO 14001 certification.
In FY’96, Matsushita announced its pol-
icy to acquire ISO 14001 certification in
all of its manufacturing sites worldwide,
and by the end of March 1999, this goal
was accomplished. Presently, we are pro-
moting certification of non-manufacturing
sites and affiliated companies that have
newly commenced environmental activi-
ties. For new manufacturing sites, the tar-
get set for the acquisition is within 3
years. As for recertification audits con-
ducted every 3 years, 91% of our manu-
facturing sites have already completed the
process, indicating that environmental
management systems have solidly taken
root at these sites.

M Acquisition of ISO 14001 Certification

FY Number of certified sites
End of FY’00 280
End of FY’01 257
End of FY’02 245

Acquisition rate: 99% of the manu-
facturing sites established more
than 3 years ago

IS0 14001 Certification Status
DATA = pp. 83-84

Environmental Audits

To verity the effectiveness of environmen-
tal management systems and actual results
of environmental performance, internal
audits according to ISO 14001 and exter-
nal audits by independent auditing firms
are conducted once a year. Based on audit
results, corrections are made wherever
necessary for continual improvement.

To conduct appropriate and strict internal
audits, Environmental Auditor Training
Seminars are regularly held for training
approximately 500 qualified auditors ev-
ery year.
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B Number of ISO 14001-certified Sites by Region

Manufacturing sites
Manufacturing sites

-- 3 years or more after certified / recertified

- Less than 3 years after certified

@ Non-manufacturing sites - 3 years or more after certified / recertified
Non-manufacturing sites -« Less than 3 years after certified
76 (72)
41 (39)
16 (14)
1(1
1 o
China and
N Northeast Asia 15 (9) 30(29)
1228
K0 Japan 1(1)
L 2
Americas

7(7)
e
t0000
Asia and Oceania

Compliance with Laws
and Regulations

Information on newly enforced laws and
regulations is collected through regional
headquarters. At each site, applicable laws
and regulations are reviewed taking into
account the nature of business and regio-
nal characteristics based on the ISO
14001. For daily operations, voluntary
standards are established. They are usual-
ly more stringent than those required by
laws and ordinances, and in case of viola-
tion, remedial measures are taken imme-
diately. In Japan during FY’02, there were
6 cases that exceeded the values stipulated
in laws, regulations or agreements, which
were all related to water quality. All cases
were reported to the government and re-
medial measures were implemented.

Figures in parentheses indicate the number of sites
completing recertification audits

Development of
Environmental
Information Systems

For proper operation of environmental
management systems, quick and accurate
collection, calculation, and analysis of en-
vironment data are essential. To this end,
environmental information systems are
being developed and trial operations are
being carried out. In the near future, the
systems will facilitate collection and ana-
lysis of global environmental performance
data.

M Outline of Environmental Information Systems

Chemical Substance
Management

Environmental
Performance

System for collecting and Chemical substance man-
controlling environmental agement system used in
performance data from all plants

sites in the world

Environmental
Information Database

G P t Electronic Manifest

reen Procuremen System
System for collecting and
controlling chemical sub-
stance data on purchased
parts and materials

Waste control system util-
izing GPS



Environmental Education and Awareness-raising

The foundation of environmental
sustainability management is the
“people” who support the business.
Only when employees in all func-
tions and at all levels develop an
environmentally conscious mind-
set, can eco-friendly products and
services be produced. In FY’02,
Matsushita established an e-learn-
ing system, which is an on-line en-
vironmental education infrastruc-
ture that enables all employees to
learn anytime, anywhere. The in-
house forum was a new endeavor
that brought together Matsushita
employees from all over the world.
The forum left a strong impression
on its many participants.

Environmental
Education System

The environmental education system is
divided into general education designed
for all employees, and professional educa-
tion designed for specific duties or opera-
tions. General education includes the gain-
ing of the basic environmental knowledge
required of a corporate employee, and also
the understanding of Matsushita’s princi-
ples, policies, and activities. All employ-
ees with overseas assignments are required
to attend environmental training before de-
parture. In FY’02, six training sessions

In October 2002, a forum titled
“Create Environmental Businesses
in Every Business Domain” was held
for employees, with about 1,800 at-
tending. Using the keyword
“sustainable development,” the for-
um provided a wide range of infor-
mation designed to raise environ-
mental awareness, including exam-
ples of progressive environmental
businesses undertaken by compa-
nies within and outside Matsushita,
seminars, and exhibits of about 130.

M Environmental Education

[ Total Employee Involvement ]
and Environmental Education

Personnel
R&D Accounting

Design Legal affairs
Participation by
employees of all

functions and levels
Production PR/

Manufacturing Facilities

engineering Environmentally cgnscious Advertising
products and services are
created by employees who
Purchasing have a keen sensibility to Citizenship
the environment.
; Information
Quality system

Environment Sales / CS
Others

Everyone must have an environmentally
conscious mindset.

were held, attended by 159 employees.

Emergency Training
At every site, operational procedures are
thoroughly enforced and emergency train-
ing is carried out covering the operations
that have a great environmental impact.

Training in retrieving spilled oil
at Panasonic Communications
Co., Ltd.

M Overview
Date: October 23 (Wed.)-25 (Fri.), 2002
Place: Matsushita Gymnasium (Osaka, Japan)
(1) Exhibition (4 zones)
Future World 2025 Zone
Inspiration Zone

Business Tomorrow Zone
Green Suppliers Zone

Contents:

(2) Seminar

* Panel discussion by top
management

* 4 lectures given by
environmentally progressive
companies outside Matsushita

* 2 lectures on environmentally

progressive activities at
Matsushita

[ Environmental Education System ]

General Education Professional Education
By Level
Employees Pre- Envi ' Environmental
with assignment nvironment| o diors
overseas training
assignments
Training Green
Promoted for newly Products
employees | appointed Design
supervisory Recyclable
staff design
New Introductory | | Production | Lead-free
employees | education engineering |  solder
Education for Education for
all employees specified
(e-learning) workers

Environmental Education Using

e-learning System
In March 2003, the “e-learning system”
using the Internet was launched to provide
a thorough and efficient environmental
education to every employee in Japan.
The system was tested at two operation
sites, with the participation of about 500
employees. It is scheduled to go into full
operation in FY’03.

Lecture on “Sustainable Businesses and
New Consumers” by British guest speaker,
Dr. Norman Myers

Representatives from engineering and sales
divisions discussing environmental busines-
ses
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Environmental Accounting

Identifying costs and benefits in
monetary terms is the first step of
business management. In this
sense, environmental accounting
is a tool that serves as the base
for environmental sustainability
management. In addition to the
environmental conservation costs
and the in-house economic bene-
fits, Matsushita has calculated in
monetary terms the environmental
conservation benefits, and the
electricity savings achieved as a
result of using energy-saving
products.

Principle of Environmental
Accounting

Environmental accounting consists of
“environmental conservation costs” and
“environmental  benefits.” In the
“environmental conservation costs,” capi-
tal investments and expenses are calcula-
ted separately for the fiscal year.

Until FY’00, only the “in-house economic
benefits (in monetary terms)” and the
“environmental conservation benefits (in
physical terms)” were calculated as
“environmental benefits.” From FY’0l,
the “environmental conservation benefits
(in monetary terms)” has also been calcu-
lated, in order to better understand the
benefits of environmental sustainability
management, which include benefits for
the global environment as well as in-house
economic benefits seen in easily under-
standable monetary values. In FY’01, the
benefits from reduction in CO2 emissions
were calculated in monetary terms. Addi-
tionally, in FY’02, the benefits from re-
duction in the release of chemical substan-
ces and reduction in water consumption
were also calculated.

Of the “environmental conservation costs,”
the environment-related R&D costs are in-
cluded in customer economic benefits be-
cause they contribute to a reduction in
electricity costs when the products are ac-
tually used.
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W Matsushita’s Environmental Accounting System

Raw materials
& parts

Society Customer economic benefits

when the products are used
[in monetary terms]
Products

Environmental conservation benefits
when the products are used
[in physical terms] — [in monetary terms]

Waste, COz, etc.

Environmental conservation benefits from business activities

[in physical terms] — [in monetary terms]

FY’02 Environmental
Accounting

In FY’02, the environmental conservation
costs totaled 48.9 billion yen, which in-
cluded 11.5 billion yen for capital invest-
ments and 37.4 billion yen for expenses.
(In FY’01, the total was 54.6 billion yen,
with 18.2 billion yen for capital invest-
ments and 36.4 billion yen for expenses.)
With the Group-wide decrease in overall
capital investments, Matsushita’s environ-
ment-related capital investments also de-
creased, which accounted for 4.6% of the
total capital investments. Environment-re-
lated R&D costs accounted for 3.1% of
the total R&D costs.

In terms of the environmental benefits, the
in-house economic benefits were 16.4 bil-
lion yen; the environmental conservation
benefits (in monetary terms) totaled 4.7
billion yen; and the customer economic
benefits (Japan) amounted to 36.9 billion
yen. Including contribution to the society,
the environmental benefits outweighed the
environmental conservation costs of 48.9
billion yen.

M Scope of Environmental Accounting

Accounting period: April 2002 - March 2003
Companies covered: Matsushita Electric
Industrial Co., Ltd., ten main subsidiaries, and
other subsidiaries inside and outside Japan

(p-1)

Environmental Accounting covers the same
scope as the environmental performance data.

W FY’02 Environmental Accounting by Business
Segment

Breakdown of In-house
Economic Benefits (million yen)

Breakdown of Environmental
Conservation Costs (million yen)

4

1,935

AVC Networks

[ Home Appliances
Industrial Equipment

I Components and Devices

] Head Office and Corporate
Management Divisions

Future Direction

Matsushita pursues information disclo-
sure, thereby aiming at transparent busi-
ness management. Environmental ac-
counting is an essential tool in the deci-
sion-making process, providing economic
information related to environmental sus-
tainability management. This is why we
think it is important to take, in addition to
operations carried out within Matsushita,
the entire life cycle of a product into con-
sideration. In each stage of a product’s life
cycle, the environmental conservation
costs and environmental benefits must be
accurately identified for energy efficiency,
management of chemical substances, and
resource conservation. Matsushita will
seek to develop indexes that can assess
the efficiency of environmental activities.



Category InV(égtpniwtths Expenses| Total Major Areas Addressed Reference Page
q . Pollution prevention
Pollution prevention 2,040 5,152 7,192 | (air, water, and soil contamination, noise, vibration, offensive odor, land subsidence, etc.) 53, 67-68
Costs Global environment f i i i
within SRR EE 3,626 1,523 5,149 | Global warming prevention, energy conservation, ozone layer protection, etc. 59-60
business . . I . .
RS Resource recycling 381 5,591 5,972 | Reduction, recycling, and proper treatment of wastes; reduction of water consumption 61
Subtotal 6,047 12,266 18,313
Upstream / downstream costs 628 679 1,307 g:lIf:éi}g?ih??gzmgFr?;':dofégﬁiezrattli'gﬁtsment of end-of-life products, and commissioning of 69
‘. . Development and implementation of the environmental management system,
Administration costs 727 8,778 9,505 information disclosure, environmental advertisement, employee education, etc. 53-54, 70-71
Technology development 3,950 12,718 16,668 E)f\i/teslopprrondeurgﬂoofnenwronment-orlented elemental technology and installation of facilities 45, 64-66
Packaging / Development and introduction of environmentally conscious packaging,
R&D costs distribution development 15 301 316 | R&D for reducing environmental impact in distribution 63,66
Subtotal 3,965 13,019 16,984
. - Donation to and support for environmental activities conducted by environmental
Social activity costs 0 38 38 conservation organizations and local residents 79,81
Environment remediation costs 107 2,635 2,742 | Studies on and measures against past contamination (groundwater, soil, etc.) 67-68
Total 11,474 37,415 48,889

Note: Expenses include labor costs but not the depreciation of capital investments. When the entire amounts of capital investments and labor costs cannot be regarded as environmental
conservation costs, differences or appropriate portions (divided proportionally) are calculated. R&D costs are limited to investments and expenses for environment-oriented technology
development, and do not include product development costs utilizing such technology.

Environmental Conservation Benefits

Environmental Conservation Benefits fin monetary term]3

Improvement in environmental performance (in physical terms) — direct environmental impact from business

o . X . . . Environmental conservation benefits (in monetary terms) to indicate
activities and indirect environmental impact from products in use — from the previous year

improvement in environmental performance (in physical terms) (million yen)

Category Reduced Amount Reference Page
CO:2 emissions 22,398 tons 59-60 212
Emissi f h
(e’;‘é?j;,‘i’,’,‘; 8&’)93" ouse gases (138,348 tons) 60 (1,307)
NOx emissions (Japan) 674 tons 61 45
Environmental .
conservation benefits | SOx emissions (Japan) 134 tons 61 7
from business activities | Emissions of controlled chemical
substances (Japan) 29.5 tons 60 2%
Industrial waste for final disposal 11,773 tons 61 -
Water use 1.45 million m* 61 52 5
Product‘st_envigonn}?ntal CO:2 emissions*2 (Japan) 606,000 tons 64-66 5,727
con_sen/a ion beneiits Packaging Corrugated cardboard 2,380 tons 66
during use materials used  Expanded polystyrene (237 tons) -
Note: *1: CO2 equivalent Total 4,738
*2: Estimated amounts of emissions from four major home appliances (TVs, refrigerators, air conditioners, and washing
machines) sold in Japan (Lifetime CO2 emissions when using FY’01 models — Lifetime CO2 emissions when using FY’02 models) X Number of units sold in FY’02 in Japan
*3: The coefficient used to convert physical terms into monetary terms is set based on the costs necessary for curbing 1 ton of environmental load in Japan. CO»=9,450 yen/ton is derived
from the costs necessary for curbing CO2 emissions in order to achieve the target specified in the Kyoto Protocol (amount of carbon tax estimated by the Ministry of the Environment).
The following coefficients are derived from the costs used to curb environmental load in the past: NOx = 66,315 yen/ton, SOx = 50,159 yen/ton, VOC = 50,090 yen/ton, underground
water = 36 yen/ton (using research data from Integrated Environmental and Economic Accounting, published by the former Economic Planning Agency).
*4: Volatile organic compounds (VOC), major chemical substances discharged
*5: Groundwater which does not incur any cost for the supply
*6: Figures in parentheses denote negative values.
Customer Economic Benefits
Economic benefits to customers, calculated in terms of
reduction in our products’ electricity costs during use,
Category Single Year Aggregate resulting from improved energy efficiency of products
Energy conservation at operation sites 2,085 6,813 Savings in electricity costs during product use (Japan)
Reduction of waste treatment expenses . . - .
Cost P 598 1,680 Savings in electricity |1,603.2 million kWh
savings | Reduction of water and sewage costs 139 572 Lo . -
Savings in electricity costs | 36.874 billion yen
Reduction of packaging materials and distribution expenses 1,000 2,864 Note:
Gain on sale of by-products with value, 4,130 (single year) * Estimated amounts of emissions from four major home
Gai resulting from waste recycled from operation sites ’ gle y! appliances (TVs, refrigerators, air conditioners, and
2lS Gain on sale of by-products with value, 291 (singl washing machines) sold in Japan (Lifetime electricity
resulting from recycling of end-of-life products (single year) consumption by FY’01 models — Lifetime electricity
consumption by FY’02 models) X Number of units sold
Total 8,243 16,350 in FY’02 in Japan
* Monetary conversion coefficient of electricity price: 23
Note: e Presumed benefits attributable to avoidance of potential risks and enhanced corporate image are not included in the figures. yen/kWh
« The aggregate (expressed in monetary terms) is derived from reduction effects obtained in FY’02 from capital investments Source: EDMC Handbook of Energy & Economic
made in the past three years and in FY’02. Statistics in Japan 2002
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Product Life Cycle and Environmental Impact

Matsushita uses a multitude of re-
sources for parts and materials,
and its manufacturing process it-
self also utilizes various resources
from earth, such as energy and
water. In environmental sustain-
ability management, it is essential
to accurately identify the environ-
mental impact resulting from the
entirety of our business activities.
Although limited in scope, our
studies have covered the product
life cycle from an environmental
perspective and calculated the en-

vironmental impacts. We will con- Metals*! 108,000 tons
tinue to assess the effects that our Plastics*! 56,000 tons
manufacturing activities have on Pt : : :: n g{f}iﬁ; fg’ggg Igg:
society in order to implement en- nnl o Packaging materials 45,000 tons

vironmental measures with great- N Chemical substances 64,000 tons I

er effectiveness.
Material Procurement (.c2

Approximately 5,500 companies

M Calculation Model
Region covered: Japan
Manufacturing (Input items)

Electricity: Amount of electricity purchased
from electric utilities

Qil: Amounts of fuel oil and kerosene
used
Gas: Amounts of city gas and LPG used

Water: Amounts of municipal water,
industrial water, and groundwater
used

Resources: Amounts of raw materials used for
the ten major product categories*!,
weight of packaging materials, and
amounts of chemical substances

used
Manufacturing (Output items)
COz: Emissions of carbon dioxide

associated with the use of
electricity, gas, oil, etc.
Metals 33,000 tons

NOx: Emissions of nitrogen oxides
resulting from the use of gas and oil Glass 11,000 tons

SOx: Emissions of sulfur oxides resulting CFCs 202 tons e
from the use of oil Others 10,000 tons

Resources collected and processed
into transferable states and subse-
quently delivered to contractors, for
free or for money, that use them as
product parts or materials

Chemical substances:
Release and transfer of chemical
substances into the air and water

Effluent:  Amount of effluent discharged into
the sewage system

Waste: ~ Amounts of waste generated and
finally disposed

Marketing and Distribution

Transportation from manufacturing sites to re-

tailers within Japan

Transportation within Japan of products impor-

ted from manufacturing sites outside Japan

Use

Calculated based on the electricity consumed
by each of the ten major product categories*!
shipped in FY’02

Collection and Recycling
End-of-life products in the four product cate-
gories designated by the Law for Recycling of
Specified Kinds of Home Appliances (TVs, re-
frigerators, air conditioners, and washing ma-
chines) collected in FY’02

*1 Ten major product categories (TVs, plasma dis-
plays, VCRs, DVD recorders, washing ma-
chines, microwave ovens, dishwashers, refrig-
erators, air conditioners, and cellular phones)
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Emitted into the air Emitted into the air Emitted into the air

CO2 1.36 million ton -CO2 CO2 98,000 ton -CO:2 CO2 7.86 million ton -CO2
NOXx 1:416 tons Calculated the amount of CO2 emis- Calculated the lifetime CO2 emissions
SOx 142 tons .

sions from the amount of fuel used throughout product use

Chemical substances 307 tons

Discharged into water

Effluent 6 million m*
Chemical substances 14 tons

Amount generated 172,000 tons
Amount for final disposal 3,000 tons

i

Marketing (.63
and Distribution

14 sites in Japan (for electric home appliances)

@

Electricity 2.12 billion kWh Fuel for vehicles 36,000 k£ Electricity ~ 20.75 billion kWh

Qil 61,000 k& ) - -
Gas 200 million m?® Fuel used for truck transportation Estlma.ted the lifetime electricity con-
sumption, based on hours of use and

Amount of water used 42 million m?

Use (pp. 64-66)

Consumers

Manufacturing (. s9-61)

147 manufacturing sites in Japan

End-of-life products
Amount collected 84,000 tons

Weight of the collected end-of-life
products in the four product cate-
gories designated by the Law for
- - Recycling of Specified Kinds of
Collection and Recycling (.9 Home Appliances

27 recycling points in Japan

HEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEGREDP
Recycling through various recycling channels

= ie
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Input to and Output from Production Activities

The basis of the Clean Factories
(pollution-free factories) initiative
is the zero-emission concept,
which aims at minimizing all input
to and output from manufacturing
sites in order to reduce environ-
mental impact and increase man-
agement efficiency. Matsushita is
making serious efforts to reduce
the environmental impact of its
activities in order to establish
“true zero-emission” factories that
are in harmony with local com-
munities and the global environ-
ment.

Global Warming Prevention

Promotion of the Three-year
Energy Conservation Plans

Energy conservation activities are an im-
portant means for strengthening manage-
ment as well as for preventing global
warming.

Matsushita’s energy conservation activi-
ties are implemented according to the
mid-term plan for reducing CO: emissions
formulated in 1998 in the wake of
UNFCCC/COP3. The plan aimed at re-
ducing CO2 emissions from all manufac-
turing sites in Japan by 7% from the
FY’90 level, to be accomplished by 2010.
To achieve this goal, site-specific targets
were set up and each site has carried out
measures according to its Three-year En-
ergy Conservation Plan. Beginning in
FY’02, an energy-saving rate*! has been
set up as an indicator of CO2 emissions
reduction. The reduction targets are deter-
mined based on the actual CO2 emissions
from the previous year. The target for the
devices segment is 7%, and 3.5% for the
sets segment.

*1  Energy-saving rate (%)
= Amount of energy saved in the current fiscal year
(amount of CO2 emissions reduced)
+ Amount of energy used in the previous fiscal year
(amount of CO2 emissions)
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M Aspiring to Become Clean Factories

Reduce

Energy consumption

Chemical

Amount of industrial waste
and by-products with value

FY’02 Performance (Japan)
CO: emissions in FY’02 were 1.36 mil-
lion tons (CO2 equivalents). This was at
the same level as in FY’90 and outper-
formed the FY’02 target of restraining
emissions to 103% of the FY’90 level.
This was accomplished despite a great in-
crease in production from FY’01. It shows
the effectiveness of the Group-wide im-
plementation of three-year energy conser-

substances

Reduce

CO:2 emissions

Release and transfer of
chemical substances

Final disposal of
industrial waste

Output

vation plans and the performance evalua-
tion system. The separation of the LCD
business from Matsushita for business
consolidation with another company was
also a factor contributing to this impres-
sive performance in FY’02.

M CO: Emissions per Unit of Sales
CO:2 emissions (10,000 ton - COz/year, FY)

Japan Qutside Japan

—e— CO:2 emissions per unit of sales (Japan), compared with FY’90 level (%)

100 101
95 —= 193 100
e P 98 188 89
183
147 150
143
136 136 = | || 136
100% 102% 108% 110% 105% 100%
Compared with
FY’90 level
b))
100 R ‘09 00 01 02 0

Note: Basis for calculating the Matsushita Electric Group’s COz emissions

* Calculation was based on the Environmental Reporting Guidelines issued by Japan’s Ministry of the Environment.
The CO:2 emission factor used was taken from the results of the Review of Methods for Calculating the Emissions
of Greenhouse Gases conducted by the Ministry of the Environment. The electricity factor in the Review was
announced only up until FY’00, which was then revised in August 2002 retroactive to 1990. The data was therefore
recalculated accordingly in this report using the new factor. Beginning in FY’01, the factor announced by The
Federation of Electric Power Companies Japan was adopted (both factors are based on the average of all power
sources at the receiving end).

* The amount of CO:2 reduction resulting from the use of a cogeneration system is based on a comparison with the
CO:2 emission factor of thermal power generation of the purchased electricity.

* The CO: emission factors of electricity for sites outside Japan were calculated based on the composition of fuels
used for power generation in those countries.

DATA COz Emission by Region = p. 85

Energy Consumption, Heavy Oil and Kerosene Consumption, City gas Consumption,
Purchased Power Consumption, Electricity Produced by Cogeneration, CO2 Emissions
per Unit of Joule (based on consumption), Renewable Energy Consumption = p. 86



FY’02 Performance (Global)
Matsushita set global targets to respond to
expansion in overseas operations. CO2
emissions per unit of sales increased by
2% from the FY’00 level, a result which
fell short of the reduction target of 2%.

Reduction in the Emissions of

Greenhouse Gases
Greenhouse gases other than CO: are used
by Matsushita, such as HFC as refrigerant
for air conditioners and PFC and SFs in
the production of semiconductors. Partic-
ularly in the semiconductor field, which
accounts for one-fourth of our greenhouse
gas emissions, Matsushita has formulated
voluntary action plans and works towards
the goal agreed upon at the World Semi-
conductor Council (WSC). In FY’02, a re-
duction of approximately 38,000 GWP
tons was accomplished as a result of re-
duction in the use of these gases, use of
substitute gases, and installation of pre-
treatment equipment.

M Composition of Greenhouse Gas Emissions
Sulfur hexafluoride (SFs), etc.

80,000 tons Hydrofluorocarbons
2% (HFCs)
Perfluorocarbons 40,900 tons
(PFCs) 1%
480,000 tons
Total
emissions 35%
3.89 million
GWP t-COz/year

o,
S Carbon dioxide
(CO2), Japan

(CO2), w2
outside Japan 1.36 million tons

1.98 million tons

Carbon dioxide

GWP: Global Warming Potential

In-house CO:2 Emissions Trading
Upon studying the implementation of in-
house CO: emissions trading, Matsushita
launched a test implementation of its orig-
inal method in FY’03 (using only virtual
trading rather than actual monetary trans-
actions in FY’03). This method uses Mat-
sushita’s energy-saving indicator, the
“energy-saving rate*!,” as its base, and is
not easily affected by the mode of busi-
ness or the volume of production.

Comprehensive
Management of
Chemical Substances

To develop environmentally conscious
products and reduce the risk of environ-
mental pollution, Matsushita set up the
“Matsushita Electric Group Chemical
Substances Management Rank Guide-
lines.” Based on hazard assessment, the
controlled chemical substances were cate-
gorized into three ranks, ‘“Prohibition,”
“Reduction,” and “Proper Management.”
The reduction plan for chemical substan-
ces, known as the “33/50 Reduction Pro-
gram*?”, is implemented on a global
scale.

#2 A program to reduce the use of reduction-ranked
substances and the release and transfer of proper
management-ranked substances by 33% in three
years and by 50% in six years. The base years used
for the activity are FY’98 in Japan, FY’00 in Asia and
Oceania, and FY’02 in other regions.

W Matsushita Electric Group Chemical
Substances Management Rank Guidelines,
Version 2.1 (for Factories)

s Substance
Rank Definition Group
Prohibition Prohibit use 33
. Reduce the amount
Reduction used 112
Proper Reduce the amount 361
Management | released / transferred
Total: 506 substance groups (1,413 substances)

Use and Release / Transfer of
DATA Chemical Substances (by Region)

= p. 85

Release and Transfer of Chemical

Substances, Material Balance of

Chemical Substances = p. 87

FY’02 Performance (Global)

The results of the 33/50 Reduction Plan at
our manufacturing sites within Japan are
as follows. Compared to the FY’98 level,
the use of reduction-ranked substances
was reduced by 65% and the release and
transfer of proper management-ranked
substances decreased by 58%, both sub-
stantially surpassing the 39% targets orig-
inally set for each category. In FY’02, in
particular, the introduction of lead-free
solder had a great effect on the reduction
of lead, which was a reduction-ranked
substance. The use of isobutane (not a
controlled substance) to replace CFCs as a
refrigerant for refrigerators contributed
greatly to reduction in the use of about 18
tons of HFC-134a, a proper management-
ranked substance. In terms of activities
undertaken outside of Japan, the Matsush-
ita Display Devices Company of America
used equipment to collect toluene, a re-
duction-ranked substance, and used de-
toxification technology that incinerates
the substance completely, successfully re-
ducing the release and transfer of the sub-
stance.

M Breakdown of Release and Transfer

Others Toluene
O, () o

Toluene 3% 25% Rmount 24%

transferrgd released

° into
- thear /Xylene

Xylene 3% 620, %’ o

Others PFCs
Manganese 15% 9%
and its

compounds 4%
Amount discharged
into the water
(Japan) 3%

M Use, and Release and Transfer of Chemical Substances

(tons, FY) Amount used
4,830 Amount released and transferred
39% Reduction o .
FY'02 target 50% Reduction
3,461
Final target in the 33/50 Reduction Plan
2,837
¥
2,057
1710
39% Reduction: 50%
762 816 680 FY’02 target iReduction
415 ‘},_‘ 7777777
318 ;
0 ’98 '99 ’00 01 02’03 04 '98 '99 ’00 01 02’03 04
\— Reduction-ranked Q \— Proper management-ranked
(Japan) substances substances
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Waste Reduction

FY’02 Performance (Japan)

To further reduce the amount of industrial
waste for final disposal, Matsushita has
set up a “zero waste emissions” target in
Japan as of the year 2000. It called for
“making every effort to reduce the
amounts of industrial waste and general
waste from business activities to zero by
the end of March 2003.” Thanks to meas-
ures taken to reuse and recycle wastes, the
target was achieved, with the recycling
rate reaching 98.2% in FY’02. In terms of
individual sites, 76% of the 147 total sites
achieved zero waste emissions.

M Definition of Zero Waste Emissions

Recycling rate: 98% or more

Recycling rate
Mass of recycled materials

Mass of recycled materials
+
Mass of waste for final disposal

FY’02 Performance (Global)
With the increasing establishment of man-
ufacturing sites outside Japan, Matsushita
has set up a global target of “controlling
waste generation” as the basis of waste re-
duction. Working towards the target of a
4% reduction using FY’00 as the base
year, Matsushita succeeded in achieving a
14% reduction in Japan, but failed to meet
the target outside of Japan, with an in-
crease of 22%. In future efforts, Matsushi-
ta is planning to set a new target of reduc-

ing over 2% of the waste from the previ-
ous fiscal year’s mark, irrespective of
changes in production.

M Amounts of Waste Generated and for Final
Disposal, and the Recycling Rate

Total waste generated

Final disposal
—e— Recycling rate
(1,000 tons, FY) (%)
9% 97 98
94
90
293 231
202 193
172
0 19 13 9—— 4~ 3~ 0
'98 '99 '00 01 02
(Japan)

Generated Waste and By-products
DATA with Value (by Region) = p. 85

Industrial Waste / By-products

with Value and Final Disposal

= p. 86

(IO Achieve Zero Waste Emissions p. 17
2002

W Management Flow for Industrial Waste and By-products with Value (Japan)

Wastes generated
171,780 tons (100%)

v

Direct final disposal
1,430 tons (1%)

v

Intermediate treatment 51,979 tons (30%)
In-house 4,676 tons (2%) Contractor 47,303 tons (28%)

v

Directly recycled
materials
118,372 tons (69%)

v

36,212 tons (21%)

Residual from treatment

1,300 tons (1%)

\ 4

Amount of waste
for final disposal
2,730 tons (2%)

Recycling rate

98.2%
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v v
Final disposal Recycled
< after treatment after treatment >

34,912 tons (20%)

v }

Reduction amount
15,766 tons (9%)

Recycled amount
153,284 tons (89%)

Effective Use of
Water Resources

All Matsushita sites are making efforts to-
ward the effective use of water and a re-
duction in its consumption. Water con-
sumption per unit of sales in FY’02, when
compared to FY’00 levels, experienced an
increase of 2.3% in Japan, a reduction of
2.0% outside Japan, and a reduction of
3.4% on a global scale, against the inten-
ded target of 2%.

W Water Consumption
M Groundwater
M Rivers, lakes
Municipal water, industrial water
(million m®, FY)

45 46

43 44

12 12 1° iz

‘98 99 00 01 ’02 ’00 01 ‘02

(Japan) (Outside Japan)

DATA Water Consumption by Region
= p. 85

Water Recycling Efforts

The devices segment, including semicon-
ductors and electronic components, ac-
counts for about 80% of the water used by
Matsushita. The Semiconductor Compa-
ny’s Okayama Plant has succeeded in
building a closed effluent system that uses
improved wafer cleaning and ion treat-
ment processes, eliminating the discharge
of effluent and achieving 100% recycling
of water resources. Together with other
measures, it has raised its overall water-
recycling rate to 66%.

Impacts on the Air
and Water

Environmental Performance Data
DATA (by Region) = p. 85



Material Procurement

Matsushita conducts its business
with the support of about 5,500
material suppliers. By ensuring
that every piece of material we
purchase is eco-friendly, we are
able to provide customers with
environmentally conscious prod-
ucts. Since the establishment of
the Green Procurement Stan-
dards for materials in FY’99, we
have examined the chemical sub-
stances contained in parts and
materials. In FY’02, we further
strengthened these standards
and promoted their enforcement.

Green Procurement

In FY’02, Matsushita made efforts toward
reshaping its environmental partnership
with material suppliers. First, Matsushita
requested suppliers to submit the Agree-
ment on Matsushita Electric Group’s En-
vironmental Initiatives. The Green Pro-
curement Standards were revised, requir-
ing the suppliers to acquire ISO 14001
certification and to disclose information
on hazardous chemical substances. Our
Chemical Substances Management Rank
Guidelines were also revised, reviewing
the substances in each rank (Guidelines
for Products). The prohibition rank was
divided into two levels: level 1 identifying
substances that require the suppliers to
submit a “Non-use Warranty” and
“Chemical Substance Content Survey

Sheet,” and level 2 for the remaining sub-
stances.

1st Green Suppliers Exhibition

It is necessary to have the cooperation of
material suppliers in order to comply with
the EU RoHS (Restricting the Use of
Hazardous Substances) Directive and to
abolish the use of the six substances an-
nounced in the Green Plan 2010. Mat-
sushita’s Corporate Purchasing Division
and the Corporate Environmental Affairs
Division jointly sponsored the “Green
Suppliers Exhibition” in October 2002.
Suppliers were asked to display and intro-
duce new materials that could replace the
six substances. Seventeen companies, in-
cluding manufacturers of electrical wires,
glass, and chemicals, exhibited their prod-
ucts.

Green Suppliers Exhibition

URL Green_ Procurement Standards, ver. 2
Chemical Substances Management
Rank Guidelines, ver. 2.1
matsushita.co.jp/environment/en/
suppliers/

M Chemical Substances Management Rank Guidelines, ver. 2 and ver. 2.1 (for Products)

Prohibition Substance
-rank group
33
S
Reduction 112
-rank
Lo
Proper 361
management
-rank |
ver.2

“Non-use Warranty”
for level 1 substances

Substance
group 22 v
20 = "
107
Chemical Substance
Content Survey Sheet
357

ver. 2.1 (for Products)

Green Purchasing

In FY’01, Matsushita formulated its
“Rules for the Promotion of Green Pur-
chase” for the active purchase of environ-
mentally conscious products. So far, cri-
teria have been set up for office supplies.
These criteria will be further expanded to
include more product categories in the fu-
ture.

M Performance of the Green Purchase of Office
Supplies (Japan)

Guideline Compliance
(Category) Purchase to guideline
c 163 million 98 million
Opy paper pieces pieces (60%)
; 236 million 140 million
Stationery yen yen (59%)

Printing paper
/ Equipment

Company
vehicles

Data gathered at the bulk purchasing section

Data being gathered

See p. 63

Recycling of Uniforms

Matsushita has studied the recycling of
uniforms since 1998. It became the first
company in Japan to use Teijin Fibers
Limited’s new material for female uni-
forms in July 2002. This material can be
recycled completely with Teijin’s fiber-to-
fiber recycling technology. For male uni-
forms, “Ecolog” offered by Ecolog Recy-
cling Japan was adopted to enable the re-
cycling of zippers and buttons. To facili-
tate this, Matsushita has set up an in-
house uniform collection and recycling
structure.

M Collection and Recycling of Uniforms (Japan)

Sites and offices
Return to
Matsushita Business Services Co., Ltd.

Matsushita
Business Services Co., Ltd.
40 service centers
Return to manufacturers
after temporary storage

Return directly to
manufacturers

Manufacturers
(Manufacturing using recycled materials)

* Compared to manufacturing using crude oil
as material, this recycling cuts energy con-
sumption by 30% and CO. emissions by 20%
(female uniforms).

¢ Compared to manufacturing using collected
PET bottles as materials, this recycling cuts
energy consumption by 73% (male uniforms).
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Shift to Green Distribution

“Distribution” plays an important
role in delivering products to cus-
tomers efficiently without affecting
their quality. Until recently, the
emphasis of our environmental
initiatives had centered on factor-
ies and products. In the throes of
expanding our efforts into the field
of distribution, we have started
the “Green Distribution” initiative.
Our new mid-term goal facilitates
a shift from trucks to various alter-
native transportation modes, in-
cluding railroads and low-emis-
sion vehicles, marking FY’02 as
the first year of Green Distribu-
tion.

CO:2 Emissions from
Transportation

We collect data on CO2 emissions from
product transportation within Japan as
well as import to and export from Japan.
Total CO: emissions in FY’02 reached
440,000 tons. CO:2 emissions resulting
from the product transportation within Ja-
pan were 98,000 tons, with trucks ac-
counting for 96%.

M Breakdown of CO2 Emissions from
Transportation (rough estimates, FY’02)

CO:2 emissions: 440,000 ton-CO:z

\j\gth'n Export from and import to Japan
pan o)
22% 78%

Trucks 96%

Note: Air 2% —J

« CO: emissions include some estimation. Sea 1%
« “Export from and import to Japan” Rail 0.5%
includes both products and materials.

Modal Shift

Modal shift (a shift of transportation
modes from trucks to railroads, ships and
others that exert less of an environmental
impact) is a major tool in the reduction of
CO:2 emissions. A shift to rail transporta-
tion can cut CO:2 emissions to approxi-
mately one-eighth. In FY’02, facilitating
the gradual shift in the national trunk line
transportation networks, Matsushita set up
eleven new railroad routes and one do-
mestic shipping route. As a result, the
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Large 31-foot rail freight container introduced in January 2003, created exclusively for Matsushita. Blue sky
and white clouds drawn on the container are meant to represent Green Distribution.

number of Japan Railway containers (cal-
culated on a 5-ton container basis) used
has reached 15,000 and CO: emissions are
estimated to decrease by approximately
7,400 tons.

M Reduction in CO2 Emissions Achieved by
Modal Shift

(no. of containers, FY) (ton-COz2)
No. of JR containers used
Reduction in CO2 emissions
7,400
3006 4107 4,655
15,000
2,143
8109 88333 9445
855
4,348
01785 0
'98 '99 ’00 01 ’02 ’03 Estimate
Note:

* The number of JR containers is calculated on a 5-ton
container basis.
* Reduction in CO2 emissions includes some estimation.

Introduction of
Eco-friendly Vehicles

Matsushita owns about 3,000 vehicles, in-
cluding vehicles for sales and business ac-
tivities and trucks for local delivery. In or-
der to switch these vehicles to eco-friend-
ly ones, Matsushita established the
“Environmental Policy for Company Ve-
hicles” in December 2002, determining to
replace all company vehicles with low-
emission vehicles by FY’10.

M Introduction of Low-emission Vehicles
(FY’02, Japan)
No. of company owned vehicles: 3,136
Low-emission vehicles 12%

Other vehicles 88%

3 Electric vehicles, 2 natural-gas vehicles, 9 hybrid
electric vehicles, and 349 low-emission vehicles

Matsushita has developed an
index of “transportation efficien-
cy” for the environmental as-
sessment of the transportation
it uses. The value of transporta-
tion is defined by the mass be-
ing transported, and the envir-
onmental impact is defined by
the amount of CO2 emitted from
the use of energy by a particu-
lar form of transportation. In
setting targets and assessing
measures, a “transportation
factor,” which compares this
transportation efficiency with
that of the base year, is used.
This index was developed in
conjunction with Hitachi, Ltd.
and was announced in April
2003.

M Environmental Assessment Index for
Transportation

Transportation efficiency
Transported mass

~ "CO: emissions from transportation

Transportation factor
_ Transportation efficiency for the current year
"~ Transportation efficiency for the base year




Environmentally Conscious Product Design

A product has a life cycle. In the
different phases of manufacturing,
use, and disposal, the environ-
mental impact resulting from the
use of a product is often much
greater than the impact from man-
ufacturing the product itself. For
this reason, Matsushita is using
life cycle assessment as a base
to discover when, where, and
what kind of environmental impact
is being generated.

Development of
Green Products

Matsushita calls products that feature en-
vironmentally conscious design “Green
Products” (GP), which are divided into
two categories. They are the “products for
improving environmental efficiency,”
which minimize the impact on the envir-
onment during the product’s life cycle*!,
and the “products for solving environmen-
tal problems,” which are developed with
the objective of addressing environmental
problems. In pursuit of a superordinate
concept for Green Products, Matsushita is
developing Super GP (Super Green Prod-
ucts). These products are acknowledged
in-house as “sustainability-oriented prod-
ucts,” which not only can dramatically
improve environmental efficiency but also
can create a dominant trend in facilitating
the realization of a sustainable society.

*1 Life cycle means all phases of a product’s life,
including the gathering of raw materials, manu-
facturing, transportation, use, recycling, and dis-
posal. The life cycle concept seeks a reduction of
environmental impact not just in one phase, but
in all phases.

FY’02 Performance

Matsushita aims at expanding the devel-
opment of Green Products to almost all
products it develops (90% in FY’10).
Among the products developed in FY’02,
583 models were accredited as Green
Products. The rate of Green Product de-
velopment was 41%, greatly exceeding
the target of 28%. This represents about
40% of the estimated annual sales value
of new products developed in FY’02.

M FY’02 Criteria for Accrediting Green Products and Performance

products

in the other categories

Category and FY’02 Plan
Sustainability-oriented

Products for improving
environmental efficiency
Achieve targets in one or more categories
indicated below and at the industry’s top level

FY’02 Performance

Accredited
—> 2 products
Green Product
~>  development rate

Energy use index:

Increase by more than 12%

41%

Green
Products

Chemical substances: Introduce lead-free
solder, discontinue the use of 6 substances

Resource use index:

(GP)

—

Increase by more than 20%

Products for solving
environmental problems

Percentage of Green Prod-
ucts to the total products
—> developed in FY’02

W Definition of “Environmental Efficiency”

Product life X Product function

Energy use index =

Indicates GHG*3

Resource use index =

CO:z emissions over the entire life cycle efficiency
Product life X Product function Indicates
- - — the resource
Non-circulating resources over the entire life cycle*2 efficiency

*2 Resources newly extracted from the earth + Resources disposed of =
2 X Mass of resources input over the entire life cycle — Mass of 3R resources — Mass of 3R applicable resources

M Definition of “Factor X”

GHG*3 factor =

GHG efficiency of an assessed product

*3 GHG: greenhouse gas

GHG efficiency of a reference product®4
Resource efficiency of an assessed product

*4 Generally 1990 core products

Resource factor =

Resource efficiency of a reference product*+

Environmental Assessment Index

“Factor X”
The use of the Energy Use Index and the
Resource Use Index to indicate environ-
mental efficiency is an original Matsushita
concept announced in October 2001.
Based on this concept, Matsushita joined
forces with Hitachi, Ltd. to develop the in-
dex “Factor X.” Announced in April 2003,
this index shows the improvement in en-
vironmental efficiency by comparing new
products with products developed in the
past. Factor X indicates the direction that
Matsushita seeks toward environmental
conservation and business development
through its products and services (p. 5).
The index will be used to indicate environ-
mental performance with simple figures,
thus delivering easy-to-understand messa-
ges.

“Factor X,” A measure of a product’s
ahility to achieve the “New Prosperity”
matsushita.co.jp/environment/
factor_x/ (Japanese only)

Initiatives towards the Abolition

of Lead Solder
Matsushita took initiatives aimed at intro-
ducing lead-free solder to all products
worldwide by the end of FY’02. Conse-
quently, the introduction of lead-free sold-
er to all Panasonic and National prod-
ucts—approximately 12,000 models (repre-
sentative models) produced at manufac-
turing sites and by business partners
worldwide-was completed in March
2003. However, there are exceptions to
some of the purchased units and OEM
products manufactured for other compa-
nies. In order to promote the introduction
of lead-free solder in these products, Mat-
sushita will make further efforts to step up
technological development.

W Number of Models Using Lead-free Solder

(%) Substitute technology under development 3
Supplied for OEM (not yet approved) 15

Supplied for OEM (approved) 9 “ W

Matsushita products 65

Purchased OEM 8
Approximately 12,000 models using lead-free solder
Note:
* OEM refers to a product manufactured under the
brand name of another party.
« Victor Company of Japan, Ltd. aims at completing
the introduction of lead-free solder in FY’03.

(e Accomplish the Lead-free Soldering
7 Project p. 7

Exceptions
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Environmental Sustainability

Natural Fluid (HC)

Refrigerator

- NR-E461U

These are refrigerators that use no
CFCs as refrigerant or foam insulation
material.

Employing a newly developed high-
performance vacuum insulation mate-
rial, Matsushita has already attained
Japan’s FY’04 energy-saving target by
220%. The product set a “CFC-free”
trend.

Power Devices for Switching Power Supply

Intelligent Power Device (IPD)

that reduces standby power consumption

-

MIP3EX Series,
MIP2EX Series,
and MIP2CX Series

Conventional electric power supplies
are energy-efficient at their rated op-
eration levels. When a machine is in a
standby mode using only weak cur-
rent, however, electricity supplied in
excess is wasted. With our intelligent
power devices, a new control function
is built into the power device to detect
the standby mode, thus drastically cut-
ting down on excessive electricity con-
sumption. As the IPD can be applied
to many electric appliances, it can
contribute to energy conservation in
our entire society.

GHG Factor

(%) Greenhouse gas emissions (comparison with ref. product)

CFCs used as a refrigerant
[T CFCs used as

114 an insulation material

28
(Ref.)
CO:2 equivalents of
the foaming agent as
refrigerant or insulation
. material
¢ 0.03

M Disposal / Recycling

["71n use (electricity)

I Manufacturing of
parts/materials, etc.

100

Factor
5.2

19

4 - 4
0 91 02

(%) Resources not recyclable (comparison with ref. product)

Resource Factor

100 100
—_—
Factor
1.0
0 91 02

Ref. product: Refrigerator manufactured in 1991
Product function: X 1.0, Product life: X 1.0

GHG Factor
(%) Greenhouse gas emissions (comparison with ref. product)
100

In standby mode (electricity)
[1n use (electricity)
Il Manufacturing of parts

/ materials, etc.

Factor
52

81

Conventional Control IC

(%) Resources not recyclable (Comparison with ref. product)
100

Resource Factor

Factor
3.9

IPD

Ref. product: Conventional Control IC
Product function: X 1.0, Product life: X 1.0

Conventional Control IC
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Air Conditioner

CS-XE283A

This air-conditioner has many func-
tions, including air purification using
an oxygen supply function and an ul-
trasonic ion air-cleaning function (pol-
len removal rate 99%). To upgrade en-
ergy efficiency, the high-performance
“e-scroll compressor” and “hybrid heat
exchanger” were developed, with
which Matsushita has already attained
Japan’s FY’04 energy-saving target by
121%.

GHG Factor

Ref. product: Air conditioner manufactured in 1990
Product function:
Heating capacity: X 1.6, Product life: X 1.0

Resource Factor

DVD Video Recorder

DMR-E50-S

The new video recorder is developed
based on the concept of “changing
picture recording from tape to disk.” It
has the capability to play back the
program currently being recorded
from the beginning while continuing to
record. Matsushita has put much effort
into integrating circuits to save energy,
while making parts smaller. Chrome-
free steel plate is used for chassis and
top panels.

GHG Factor

Resource Factor
Ref. product:

DVD video recorder manufactured in 2000
Product function: X 1.0, Product life: X 1.0



Heat Pump Water Heater
Using Natural Refrigerant

! |
One-third of the energy consumed by
a household is used for heating water.
This highly efficient and energy-saving
water heater has a heat pump that
uses natural refrigerant (COz). lts pri-
mary energy efficiency has reached
114% and CO:2 emissions are only
about half of the amount emitted from
a gas water heater.

GHG Factor

Ref. product: Heat pump water heater manufactured in 2000
Product function:
Water storage capacity: X 1.2, Product life:X1.0

Resource Factor

Newspaper Thermal CTP
“Plate Liner”

T
GX-9900
Newspaper publishing uses plates for
printing. The conventional printing pro-
cess requires a preliminary step of film
imaging, resulting in large amounts of
film and waste liquids from developing
and fixing to be discarded. In the thermal
CTP (computer-to-plate) “Plate Liner”
system, printing plates are made directly
from aluminum plates, eliminating this
filming step and thus cutting down on
waste. With this shorter printing process,
news can be more quickly delivered.

Resource Factor

Ref. product: Silver salt blotter system
Product function: X 1.0, Product life: X 1.0

GHG Factor

EFA13EL

Changing the luminescence principle
from filament heat to a fluorescent
lamp, this lamp has achieved high en-
ergy-efficiency and long product life.
Ilts newer models have become in-
creasingly small and applicable to
many appliances. Compared with in-
candescent bulbs, the lamp life is ex-
tended 6 times, reducing the need for
replacement.

GHG Factor
Resource Factor

Ref. product: Incandescent bulb
Product function: X 1.0, Product life: X 6.0

DC Brushless Motor with

Built-in Inverter

MBMAO83ABB i

This highly efficient DC brushless motor
with built-in inverter is used widely by
industries. Since it is structured like
conventional induction motors, simply
replacing motors can achieve high ener-
gy-efficiency, making the development
of appliances easy. The range of speed
control has increased tenfold, and posi-
tion control is possible. It is used for
conveyors and automatic doors.

Resource Factor

Ref. product: Multi-purpose induction motor
Product function: X 1.0, Product life:X 1.0

GHG Factor

Aiming at “Packaging 3Rs,” Matsushita is
promoting resource-saving packaging, re-
use of packaging materials, and use of re-
cycled packaging materials. Matsushita is
also working with its distribution divi-
sions to increase transportation efficiency
by reducing the volume of packaging and
is developing new packaging technology.

M Use of Major Packaging Materials (Fy)

[ Corrugated cardboard (1000 tons)
Expanded polystyrene (100 tons)

72
62
50
49 " i
32
21 18 21
08 99 00 0

01’02 Estimate

(Japan)

TOPICS

New Packaging

Material Made
of Corn

Matsushita is the first in the world to
adopt “biodegradable plastics” for
blister packs of dry batteries. Its
negative properties, once making it
inferior to conventional plastics,
have been overcome through vari-
ous technological improvements in
design, processing, printing and ad-
hesion. The material used for this
biodegradable plastic is polylactic
acid made from cornstarch, thus
economizing the use of the petro-
leum resources usually used for
making plastics. When burnt, this
plastic will not emit dioxins nor will it
affect the atmospheric concentra-
tion of CO2. Furthermore, it can be
degraded into water and COz2 in the
soil by the activities of bacteria.

Blister pack for dry batteries uses
“biodegradable plastics” for both
mat board and jacket.
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Environmental Risk Management

M Status of Cleanup at Sites that Failed to Meet the Standards for VOCs*!

Corporate business activities en- Reporing
. . . . . . jon | to local
tail a variety of potential environ- Site Location e “_:ezczar)
. A a Imes/y
mental risks. We re_a“Z? that envir- Arai Site, Semiconductor Company Avrai city, Niigata Redlored lodhelovelitin| AE | 4
onmental contamination caused Takatsuki Site, Matsushita Electronic Instruments Corp. Takatsuki city, Osaka Cleanup underway C 1
by hazardous chemical substan- Kameoka Site, Toyo Dempa Co., Ltd. Kameoka city, Kyoto Cleanup underway A 12
ces is the most serious of all. This Kagoshima Matsushita Electronics Co., Ltd. Hioki-gun, Kagoshima Cleanup underway | A,B 2
is why we assess the risk of all Moriguchi Site, Matsushita Electronic Components Co., Ltd. | Moriguchi city, Osaka Cleanup underway AE 4
g g Y,
such chemicals and, based on the Hokkaido Matsushita Electric Co., Ltd. Chitose city, Hokkaido Cleanup underway A 3
assessment, take the necessary Wakasa Matsushita Electric Co., Ltd. Obama city, Fukui Restored lolne lovelvitin| - | 2
steps to eliminate or reduce their Tsuyama Matsushita Electric Co., Ltd. Tsuyama city, Okayama | Cleanup underway AB 4
Moriguchi Site, Matsushita Battery Industrial Co., Ltd. Moriguchi city, Osaka Cleanup underwa AB 1
use. For those substances that 9 y 9 Y, y
are difficult to replace with substi- Kikusui Site, Panasonic Communications Co., Ltd. Tamana-gun, Kumamoto m%ﬁﬁ%ﬁ%}%}gﬁgg‘;g'sw'th‘” A 1
tute materials or to render harm- Taimei Site, Panasonic Communications Co., Ltd. Tamana-gun, Kumamoto | fesiored fofhe level wtin |- o 2
less at the present time, we are Oita Site, Panasonic Communications Co., Ltd. Usa city, Oita Cleanup underway AB 12
exercising thorough preventive Miyazaki Matsushita Electric Co., Ltd. Miyazaki-gun, Miyazaki Cleanup underway A 6
. . . Nara Site, Matsushita Home Appliances Company Yamatokoriyama city, Nara | Cleanup underway AB 2
control against accidental environ- . , : ———
. . Kusatsu Site, Matsushita Home Appliances Company Kusatsu city, Shiga Cleanup underway AB 2
mental pollution, in accordance , , — —
with the Manual for Prevention Kusatsu Site, Matsushita Refrigeration Company Kusatsu city, Shiga Cleanup underway AB 2
aM t of Envi Matsuyama Site, Matsushita Kotobuki Electronics Industries, Ltd. | Onsen-gun, Ehime feslored o he levelvithin| - A B 2
i an_ageme.n ot Environmen- Ozu Site, Matsushita Kotobuki Electronics Industries, Ltd. | Ozu city, Ehime Cleanup underway AB 2
tal PO||U.tI0n, which rep.rese'nts our Wakimachi Site, Matsushita Kotobuki Electronics Industries, Ltd. | Mima-gun, Tokushima Cleanup underway |A,B,C,D 6
cumulative knOW|edge in this area. Kagawa Matsushita Kotobuki Electronics Industries, Ltd. Mitoyo-gun, Kagawa Cleanup underway A 4

%

Trichloroethylene
Tetrachloroethylene
Dichloromethane

*2 Major restoration methods
A: Groundwater pumping
B: Vacuum gas extraction

*3 Ongoing monitoring
*4 After verification by the local govern-
ment, switch to monitoring.

Conservation of Soil
and Groundwater

Elimination of the Use of Volatile

Organic Compounds
Because of their outstanding properties as
detergents, VOCs (volatile organic com-
pounds) have been our choice to clean
components. In 1989, however, we deci-
ded we must not allow the compounds’ in-
filtration into groundwater, and in 1991
developed the Manual for Preventing
Contamination of Soil and Groundwater.
Using the Manual for guidance, we con-
ducted contamination surveys and imple-
mented restorative measures. By the end
of March 1996, use of VOCs was totally
eliminated.

Use of VOCs as Detergent
DATA - 0. 88

Restoration at Manufacturing

Sites that Failed to Meet the

Standards
In June 1998, based on voluntary notifica-
tion from Matsushita, local governments
announced incidents of soil and ground-
water VOC contamination that had occur-
red at 20 of Matsushita’s manufacturing
sites in Japan. We have since been en-
gaged in cleanup work. Today, the VOC
level at the sites where remediation is un-
derway has come down to almost within
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1,1,1-Trichloroethane
1,1-Dichloroethylene
Cis-1,2-Dichloroethylene

C: Iron powder mixing

E: Soil excavation

the limit set by the governmental stan-
dards. We will accelerate remediation,
while continuing groundwater monitoring
even after decontamination is completed.

Preventive Measures

Preventing pollution is a vital aspect of
risk management. To ensure that pollution
is prevented before it occurs, we have pre-
pared a manual that stresses the impor-
tance of preventive measures and spells
out emergency procedures, highlighted by
descriptions of accidents that have occur-
red or been avoided in the past.

W Examples of Pollution Prevention Measures

Plumbing inside a pit

Underground plumbing — pem—————
is suspended inside a gy !
pit, the surface of which
is treated with chemical
resistant material. In
case of pipe damage,
this structure prevents
the leaked liquids from © - =
infiltrating the soil. b !

Installation of a spill prevention dike
around chemical storage tanks

In the event of a chem- |

ical spill while the tank | |
is being replenished,
the dike serves as a
wall to contain the spil-
led liquids, preventing
them from infiltrating
the soil.

D: Groundwater pumping using a horizontal well

Ensuring Inspection and Implementation

of Countermeasures during FY’02
During FY’02, we conducted Group-wide
inspection and implementation of meas-
ures for the second time since 1998. In ac-
cordance with the guidelines established
by the Ministry of the Environment of Ja-
pan, we checked for substances newly ad-
ded to the list of substances subject to
control under the environmental quality
standards, examined the ground beneath
the buildings, which has not been exam-
ined thoroughly in the past, and conduc-
ted retroactive checks for on-site burial of
industrial waste. We have drilled monitor-
ing wells on the site boundaries (562
wells at 143 sites) and continue to per-
form regular monitoring.

Activities at Sites outside Japan
Since 1998, manufacturing sites located
outside Japan have been directing their ef-
forts toward inspection and implementa-
tion of measures. Some regions, however,
lack a fully developed legal system and
infrastructure, and this presents an obsta-
cle to progress. We will provide active as-
sistance to the endeavors outside Japan,
drawing on the experience in the inspec-
tion and checking of measures performed
in Japan during FY’02.



History and Future Course of Action
In the past, Matsushita manufactured ca-
pacitors that employed PCBs (polychlorin-
ated biphenyls) as insulation oil, for use in
electronic circuits and fluorescent light bal-
lasts. The toxicity of PCBs, however, be-
came a matter of social concern, which
prompted us to discontinue the production
of PCB-containing capacitors in 1972, in
response to the administrative guidance is-
sued from the then Ministry of International
Trade and Industry of Japan.
In 1998, while investigating the incidence of
groundwater contamination with VOCs that
occurred at some of our plants, we discov-
ered PCB contamination on the premises
of Toyonaka and Matsue Plants. With the
highest priority to prevent the off-site migra-
tion of contamination at both plants, we
conducted groundwater containment with
steel sheet piling as well as groundwater
purification by pumping, and have since
been engaged in ongoing monitoring of
groundwater in the area.
In April 2002, Toyama Matsushita Electric
Co., Ltd. made a public disclosure of the
burial of PCB-containing capacitors and ini-
tiated corrective measures for the problem.
We took this opportunity to urge all sites to
conduct surveys. Subsequently, we learned
capacitors containing PCBs had been bur-
ied at the Toyonaka and Matsue Plants and
at the former Tsukamoto Plant site. More-
over, field hearings suggested on-site burial
of end-of-life electric appliances containing
PCBs, such as light ballasts, at the Takat-
suki and Nagaoka Plants. In January 2003,
we reported these findings to local govern-
ments and made a voluntary public disclo-
sure, vowing to continue implementing the
optimum measures. Humbly acknowledging
our obligations and moving to fulfill them in
good faith, we established the Soil Pollution
Countermeasures Committee on February
1, 2003, chaired by Managing Director Ot-
suru in charge of environmental affairs, as
well as the Soil Pollution Countermeasures
Taskforce that reports to the Committee
(see p. 52). In the future, the Committee will
lead Matsushita’s all-out efforts to institute
corrective measures, including prevention
of off-site migration of contamination, re-
covery and proper storage of the buried de-
vices, reporting to authorities, and detoxifi-
cation and cleanup of contaminated soil, in
accordance with relevant laws.

L@. Public Disclosure
matsushita.co.jp/corp/news/
official.data/data.dir/
jn030131-2/jn030131-2.html

(Japanese only)

W Water Cutoff to Prevent Off-site Migration of Contamination and Groundwater Decontamination

(3) Groundwater decontamination

(Coagulation-sedimentation + Activated charcoal adsorption)

Note: 1.Steel sheet piles (sheet-shaped piles used
in civil engineering works) are driven into
the ground along the outer perimeter of the
affected site, so that they extend through the
surface soil into the clay layer. Enclosure of

(2) Pumping

Shallow & groundwater

Clay layer

(on-site pump)

the outer perimeter prevents off-site migra-
tion of the groundwater that may be contam-
inated with PCBs.

2.Groundwater is extracted with a pump on
the premises. Some of the steel sheet piles
are left undriven, allowing for openings in
the containment, so that off-site ground-
water in adjacent areas will be drawn into
the premises when groundwater is pumped
up.

(1) Cutoff wall (steel sheet pile)/

3.Extracted groundwater is decontaminated
through the coagulation-sedimentation and
activated charcoal adsorption methods, so
that it meets relevant environmental quality
standards. Treated water is then released
into a sewage system.

M Results of Surveys of Five Plants which Manufactured/Used PCB-Containing Devices

No. of spots . . Results of the site survey*!
Plant name suspected Buried devices (highest values recorded under the present condition)
of burial Soil (amount of elution) Groundwater
Toyonaka Plant, Capacitors containing PCBs
Matsushita Industrial 10 spots as insulation oil 0.0011 mg/e 0.18 mg/e
Equipment Co., Ltd. (Manufactured from October 1957 to March 1972)
Matsue Plant, Capacitors containing PCBs
Matsue Matsushita 5 spots as insulation oil 0.026 mg/L 1.1 mg/e
Electric Co., Ltd. (Manufactured from July 1966 to February 1972)
Former plant sie inSL:)r:edc?iE)n Capacggriiscjgiiagﬂig% POBs 0.19 ma/¢ *2 0.046 ma/e *
otri .19 mg/g * . mg/e *2
atthe Tsukamoto District (as %&;ne) (Manufactured from November 1952 to September 1957) 9 9
Takatsuki Plant, Light ballasts employing
Lighting Company 1'spot lhe above-mentioned capacitors Not detected Not detected
Nagaokoa Plant, Light ballasts employing
Semiconductor Company 3 spots |ihe above-mentioned capacitors Not detected Not detected

Note:

*1 Environmental standards for soil and groundwater pollution require that contaminants not be detected (0.0005 mg/£ or less).
#2 Data of the former Tsukamoto Plant site were those obtained in a preliminary survey of specific spots.

Toyonaka and Matsue Plants

Thanks to the water cutoff with steel sheet
piling and remediation pumping, we have
concluded, based on the survey results,
that there is no off-site contamination. We
will continue the containment efforts
through water cutoff and remediation by
pumping. We will also excavate buried devi-
ces for proper storage, reporting to authori-
ties and correct disposal. We held an expla-
natory meeting at the Toyonaka Plant in
March 2003, in which we outlined our fu-
ture course of action to community resi-
dents.

Takatsuki and Nagaoka Plants

A field hearing suggested that on-site burial
of light ballasts had taken place from 1977
to 1984. We believe due consideration was
given at the time of burial so that no disper-
sion, elution or underground seepage
would occur. No PCBs were detected in soil
or groundwater on the premises of both
plants, which pointed to the absence of off-
site contamination. However, because our
primary concern is safeguarding the sur-
rounding environment, we will continue to
monitor groundwater. In the future, we plan
to work on recovery of buried devices for
proper storage, notification to authorities
and proper disposal.

Former Tsukamoto Plant Site

We suspected that defective PCB-contain-
ing capacitors were buried before the 1957
relocation of capacitor production to the
Toyonaka Plant. Sampling surveys of spe-
cific spots found on-site contamination. We
are currently making a detailed investiga-
tion and a study of the best measures. In
the meantime, as an emergency contain-
ment measure, we will implement water
cutoff with steel sheet piling and remedia-
tion pumping that draws groundwater into
the premises. In
February 2003,
we held an expla-
natory meeting, in
which we outlined
our future course
of action to com-
munity residents.

J T Water cutoff work
= driving steel
ET 1 |-'E"." 1 sheet piles into
L

% the ground
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Recycling of End-of-life Products

Collecting and recycling end-of-life
products means increasing the
amount of resources we hand down
to the next generation. It represents
a new obligation and a challenge
that has emerged in the 21st centu-
ry. In April 2001, Japan became the
first country in the world to initiate
the recycling of home appliances.
To date, Matsushita’s recycling
plant has welcomed more than
18,000 visitors.

Recycling of
Home Appliances

Recycling System

Matsushita has constructed an efficient
decentralized processing system that
makes use of existing infrastructure. At
present, we are working on the collection
and recycling of the four home appliances
designated by Japan’s Law for Recycling
of Specified Kinds of Home Appliances.
Under a commission from the manufac-
turers (19 companies) who participate in
Matsushita’s home appliances recycling
network, we also undertake operations on
their behalf related to home appliances re-
cycling, facilitating the operation of a na-
tionwide network of 27 recycling centers
and 190 designated collection points.

FY’02 Performance
Recycled Matsushita products increased
by about 20%, to 2.11 million units com-
pared with 1.76 million in FY’01. We at-
tribute this feat to greater understanding
and cooperation on the part of our cus-
tomers.

Recycling of End-of-life Products
DATA 2528

W Number of Units Recycled and Weight
Percentage of Recovered Materials

(10,000 units, FY)

Air conditioners Refrigerators

TVs .Washing machines

Weight percentage of recovered
o114 materials during FY’02

Aluminum- -Other
176 1% | | by-products
Copper with value
60 Mixed
52 materials

15%
Iron

75 CRT glass 579%

63 21%
0 22 27
(Japan) ‘01 '02

Matsushita Eco Technology Center
Matsushita Eco Technology Center, which
serves as Matsushita’s home appliances
recycling demonstration and testing cen-
ter, not only undertakes recycling of the
four legally designated home appliances
but also researches ways to reuse recov-
ered materials, embracing a concept of
“from products to products.” A facility
open to the public, the Center has re-
ceived some 18,000 visitors since it began
operation in April 2001.

(LY Matsushita Eco Technology Center
2002 p 11

W Home Appliances Recycling System

Origin of discharge (Consumers)
Municipalities Retailers

Designated collection points (190)

Recycling centers (27)
including Matsushita Eco Technology Center

\

Contractor
Ecology Net Co., Ltd.

« 27 recycling centers throughout Japan
(as of March 31, 2003)

\

Matsushita
URL Eco Technology Center, CO., Ltd.
matsushita.co.jp/environment/en/

‘ metec/index.html

Matsushita ® ® ® ® Company A Company B Company C
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Recycling of Personal
Computers

Matsushita was designated as an operator
of industrial waste hauling and disposal
(designated for wide-area recycling and
reuse) by the Minister of the Environment
of Japan and is undertaking recycling
through Matsushita-commissioned haul-
ing and disposal companies. In FY’01 and
FY’02, collected units totaled about 2,700
and about 3,000, respectively. The recy-
cling rate was approximately 70% for
desktop PCs and approximately 20% for
notebook PCs.

URL Recycling of Personal Computers

panasonic.hiz/pc/recycle/recycle.html
(Japanese only)

M Personal Computer Recycling System

Contract Collection
signed Consumers and hauling
Collection

Collection point /
requested Fo paid Recycling center
Recycling /

Operator commissioned

to undertake the final disposal

Matsushita

Recycling of
Rechargeable Batteries

In Japan, Matsushita participates in the
End-of-Life Portable Rechargeable Bat-
tery Collection System managed by the
Japan Portable Rechargeable Battery Re-
cycling Center (JBRC) of the Battery As-
sociation of Japan, and is involved in col-
lection and recycling of portable recharge-
able batteries, which include Ni-Cd, nick-
el hydride and lithium ion batteries, as
well as some of the rechargeable sealed
lead-acid batteries. In FY’02, a total of
1,094 tons were collected (data released
by the Center). To address the future chal-
lenge of increasing the amount of portable
rechargeable battery collection, we en-
deavor to educate the general public,
while staging a variety of campaigns in
concert with manufacturers of battery-car-
rying devices.

JBRC
URL www.jbrc.com/ (Japanese only)



Environmental Communication

To Matsushita, environmental
communication is a signpost that
facilitates the advance toward a
sustainable society, together with
stakeholders from different sec-
tors. The feedback that we receive
on different occasions has a great
influence on our environmental
activities. Working together with
children, the leaders of the future,
has also been a precious experi-
ence that reminds us of the fun-
damental meaning of our activi-
ties.

Communication
Activities

The building of a sustainable society can-
not be carried out by a single company.
We must work with people in every sector
of society. We believe that environmental
communication plays an important role in
linking Matsushita with stakeholders from
different sectors. In FY’02, we took the
challenge of conducting communication
activities aimed at meeting the needs of
stakeholders from various sectors and cul-
tivating mutual understanding.

W Matsushita and Various Stakeholders

Employees

Shareholders Business

Investors partners
: Local

L communities
Various
Government organizations
organizations Academic
institutions
Consumers NPOs

Publication History of the Sustainability

DATA Report, Participation in Exhibitions,
Environmental Communication at
Local Sites, Major External Awards,
Awards by Category = p. 89

W Accomplishment in Environmental
Communication (Fy02)

Media / activities Results
Environmental Approx.
Sustainability Report 30,000 copies

Approx.

Website 1gg,000 accesses
TV commercials 2
Newspaper advertisements 7
Exhibitions 8
Lectures 20

News releases 12
Interviews response 12

Replies to questionnaires 20

E-mail inquiries 961

Publication of Sustainability

Report
The Sustainability Report is the core me-
dium of Matsushita’s environmental com-
munication. The name has been changed
from “Environmental Sustainability Re-
port” to “Sustainability Report” this year
because it covers not only environmental
activities but also a wide range of topics
on social responsibilities that are related
to our business activities. The Environ-
mental Sustainability Report 2002, pub-
lished in June 2002, was reported at the
general meeting of shareholders. The so-
ciety positively received the report. It re-
ceived numerous commendations, includ-
ing the Ministry of the Environment, the

6th Environmental Reporting Award. It
was ranked 22nd in the world by “The
Global Reporters” of SustainAbility, Ltd.

u [
Matsushita President Nakamura receives the 6th
Environmental Reporting Award from Mr. Suzuki,
Minister of the Environment.

Environmental Stakeholders
Meeting
The Environmental Stakeholders Meet-
ings have been held since FY 01 to build
mutual trust with stakeholders and to pur-
sue communication in a more direct man-
ner.

(LY The Second Environmental
<28 Stakeholders Meeting p. 21

(POny The Third Environmental
78 Stakeholders Meeting p. 23

Environmental Advertisements

(TV Commercials, Newspaper

Advertisements)
Advertisements are used to communicate
our environmental activities to the public
through various media such as newspapers
and TV. In FY’02, seven newspaper adver-
tisements and two TV commercials were
made to convey the eco-conscious features

of our products
using an easy-to-
understand ap-

RARKL/ALDBERDS.

proach.

The “&ECO series”
that won the
Readers’ Grand
Prize of the “Yomiuri
Advertising Awards”

surrazzasvavas, Domana

Environmental Advertisement
URL - : -

matsushita.co.jp/environment/

communication/ (Japanese only)

Participation in Exhibitions
Matsushita introduces its environmental
activities by participating in various ex-
hibitions. In FY’02, we focused on pre-
senting our environmentally conscious
products in an easy-to-understand manner.

The Matsushita booth is
ranked No. 3 by
exhibition visitors in the
.| Eco-Products 2002
Exhibition.

Many products on
exhibit at ENEX

Information Dissemination using

Website
Matsushita operates a website to report its
environmental activities. The Japanese
website is mainly for National products,
with online tools that calculate the differ-
ences in energy consumption (electricity
cost) between our new products and prod-
ucts manufactured in the past.

=
% - Differences in
; operation costs
- when replacing
= = home appliances

are calculated.

Replacement diagnosis
UBL national.jp/dbm/ (Japanese only)
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Environmental
Labeling

Beginning in 1997, Matsushita used the
Environmental Characteristic Sticker to in-
dicate environmentally conscious products.
It was replaced by the “Environmental
Label” in December 2002. The new label
will be used as Type II Environmental Lab-
els (self-declaration claims) on our prod-
ucts, catalogs, advertisements and com-

mercials, etc.

Matsushita’s
“Environmental Label”

Comments and
Suggestions

In FY’02, we received 961 comments and

suggestions.

M Opinions and Requests

(%) Web-based questionnaire 4
Questionnaire in the Environmental
Sustainability Report 147

Requests for the

Environmental 57 Inq;i&_:ies
Sustainability Report
Total: 961 T

Results of the Questionnaire in
the Environmental Sustainability Report (%)

1.Understandability Poor 2j
Excellent Average
38 60

Business partners 3
Matsushita employees or family members 3

Environmental NPOs 6
Environmental officers of a company

/ organization
2.Reader CategoI‘ Stude‘nts

C°”%“1me’5 27 14 11

Research / Education organizations J
Residents near Matsushita facilities 2
Shareholders/Investors 2

. _Mass media 1
3.Topics of Interest: Ranking

1: Recycling of End-of-life Products

2: Environmentally Conscious Product Design
3: Environmental Accounting

4: Target and Performance

5: Environmental Communication

6: Corporate Citizenship Activities

7: Product Life Cycle and Environmental Load

Based on the above findings, we devel-
oped the structure of this report. The
“Recycling of End-of-life Products,” which
attracted great attention, is introduced in
Highlights 2002 (p. 11) in an easy-to-un-
derstand manner for general readers who
are not specialists in the environmental

field.
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Matsushita Eco Technology

Center (METEC) Study Tour
In order to ensure that the younger
generation understands the impor-
tance of recycling, Matsushita organ-
ized a children’s study tour of Matsush-
ita’s recycling plant METEC on Octo-
ber 19, 2002. On that day, 23 pairs of
parents and children joined the tour.

e ] —

Corrugated Cardboard Recycling Workshop

Eco-Products 2002 Exhibition

“Study Tour for Children”
Eco-Products 2002 was held in Tokyo
in December 2002. At the Matsushita
booth, a study tour for children was of-
fered. A picture-card storytelling meth-
od was used to explain to the children
in an easy-to-understand manner the
relationship between familiar electric
appliances they see at home and envir-
onmental problems. About 150 children
participated.

Primary school students listen to an explana-
tion of the induction fluorescent lamp.

Battery Provided the

Opportunity for Learning,

Thinking, and Experiencing

“Mobile Battery Classroom”
To contribute to local communities and
to the “General Studies Hour” at pri-
mary schools, Matsushita Battery In-
dustrial Co., Ltd. offers a “Mobile Bat-
tery Classroom.” In December 2002, as
one of the Programs for Promoting
Communication-Technology Supported
Education with the Cooperation of Lo-
cal Businesses organized by the Cen-
ter for Educational Computing, we con-
nected two primary schools in Niimi
City, Okayama Prefecture, with a dis-
tant learning system and offered clas-
ses simultaneously, thus promoting the
use of information technology in class-
rooms.

A Matsushita em-
ployee teaching a
class at school

Children learning
' to make batteries

Mobhile Battery Classroom

URL h > h
www.mbi.panasonic.co.jp/study/
(Japanese only)

Eco Craft —

“Making of a Mecha-Bug”
As a summer event for primary and
middle school students and their par-
ents, an ecological craft workshop was
held at the Matsushita Hall of Science
and Technology in August 2002. It of-
fers a program to utilize end-of-life
miniature bulbs and batteries to make
an insect model, the “Mecha-Bug.” The
workshop lasted 15 days and attracted
1,035 participants in total.

N

=
i 1 &
The “Mecha-Bugs” and ,Ij e

.
participants are intro- > Wy
duced on our website. Ei ey

-
S

{7=70l matsushita.co.jp/exhib/event/
mecha_0805.html (Japanese only)



>
Social Responsibility

A company is entrusted by society with valuable resources for its business,
namely “manpower,” “materials,” and “capital.”
A company is a public entity of the society in which it exists.
It must utilize these business resources to contribute to the progress of society.
Both society and corporate activities are based on “people.”
We will now report how Matsushita’s business activities are related to people from
the following three perspectives: our employees, our customers,
and the people whom we encounter through corporate citizenship activities.

Employees




Relationship with Employees

The phrase “Developing people be-
fore making products” has always
represented Matsushita’s commit-
ment to developing human resour-
ces. Regardless of the business re-
sources it may have, a company
may never achieve its mission with-
out the right people to use these re-
sources. We are making constant
efforts to nurture a corporate cul-
ture that respects diverse values,
which is then reflected in our man-
agement practices. We also consid-
er the health and safety of our em-
ployees are part of the foundation
of our business activities. As mem-
bers of the manufacturing industry,
we must be fully aware of the dan-
gers that surround us and are make
steady efforts to ensure safety in
our workplace.

Personnel Principles

In addition to “autonomous management”
and “participative management with col-
lective wisdom,” Matsushita declares in its
Basic Business Philosophy that “people”
are the foundation of its business, and ba-
ses its Personnel Principles on the idea of
“developing people before making prod-
ucts.”

To put this into practice, Matsushita speci-
fies in its personnel principles that the role
of personnel administration is “to develop
personnel who understand the Company’s
Basic Business Philosophy fully and make
efforts to achieve tasks in consistent com-
pliance with this philosophy.” And the spe-
cific qualities required for Matsushita
Electric personnel in the coming age are as
follows: 1. Practice the Basic Business
Philosophy, 2. Independence and Aspira-
tion, 3. Top-of-the-field Expertise, 4. Rich
Personality, 5. Cosmopolitan View. The
employees and the company are striving
equally to accomplish the objective stated
in the Basic Management Philosophy. We
expect each and every one of Matsushita’s
employees to be truly professional.

Highlights

ttv7e Improve Management Quality p. 19

Number of Employees by Region
DATA _ . 90
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Organizational
Management

To speedily respond to the needs of di-
verse customers, frontline employees
must be able to make autonomous deci-
sions and take actions. Matsushita is in a
transition to a “flat & web-like organiza-
tion” with fewer organizational layers, us-
ing IT to create more flexible and speedy
coordination among sections. The hiring
and allocation of human resources are de-
termined based on ability and skills. In the
three years following April 2000, the
average age of division heads has de-
creased by 1.5 years and that of General
Managers by 2.6 years. In addition, the
number of female employees who are
Managers or above has more than dou-
bled.

Human Resources
Development

Training for Future Leaders

To pursue global business, it is important
to have a systematic way to develop lead-
ers for the future. In addition to providing
educational programs according to em-
ployees’ ranks and training on-the-job, we
offer in-house MBA courses as well as a
study tour to best practice companies in
the world to our employees selected from
different parts of the world.

M Training for Future Leaders
® M-EDC
(Matsushita Executive Development Course)
Target: Japanese General Managers who are
Executive candidates
Training contents: Management skills,
overseas training
® M-EDC-Jr.
Target: Japanese Managers who are future
Executive candidates
Training contents: Focus on management skills
® SEDP
(Senior Executive Development Program)

Target: Executive Officers of overseas
companies who are candidates for
president positions

Training contents: Same as M-EDC and may
hold jointly with M-EDC
® EDP
(Executive Development Program)

Target: General Managers of overseas
companies who are candidates for
Executive Officer positions

Training contents: Management skills and
training at the Head Office

e-learning System

To increase the opportunity for employees
to receive education, Matsushita intro-
duced the e-learning system using the In-
ternet. This learning method, which is not
restricted by distance or time, not only
saves time and money but also meets the
needs of employees wishing to improve
their skills in a wide variety of fields. The
number of employees who sign up is
showing a drastic increase.

Corporate Culture Reform for

Building Equal Partnership
Matsushita established the Corporate
Equal Partnership Division in FY’01 and
carried out various activities, mainly in
Japan, to build a “Matsushita where di-
verse employees can work vigorously re-
gardless of their gender.” Matsushita has
organized Group-wide forums, provided
various information to cultivate and raise
the awareness of employees, and suppor-
ted the reform of corporate culture to ac-
celerate the participation of female em-
ployees in business management.

MW Female Employees in Responsible Posts
(Supervisor or above)

(persons, FY)
1,400
e
1107
956 o
754 Do
636 Lo
Lo
v
! I
0 L
‘99 00 ’01 '02 ’03 Estimate
(Japan)

Work & Life Support Program
Matsushita introduced the Work & Life
Support Program to enable its employees
to achieve a balance between work and
home so that they can fully utilize their
abilities. Since this system was introduced
in 1999, 3,000 employees have already
taken the child care leave.

Work and Life Support Programs,
DATA Employment Rate for People with
Disabilities, External Awards = p. 90



The Charter of Matsushita
Electric Occupational
Safety and Health

Based on the “respect for mankind” pol-
icy, Matsushita aims at building a health-
ful, safe, and pleasant workplace. We im-
plement various kinds of activities in ac-
cordance with the Charter.

M The Charter of Matsushita Electric
Occupational Safety and Health

Occupational Safety and Health Declaration

To fulfill our corporate philosophy of “respect
for mankind,” we will make consistent efforts
to build a safe and pleasant workplace to en-
sure the physical and mental health of all
employees.

Guidelines for Occupational Safety and Health

1. Comply with legal requirements
2. Invest management resources

3. Establish and maintain an occupational
safety and health management system

4. Clarify responsibilities and authority, and
establish an organizational structure ac-
cordingly

5. Eliminate and reduce dangerous and
harmful factors

6. Set goals, and make and implement plans

7. Implement audits and carry out manage-
ment reviews

8. Provide education and training

Efforts to Eliminate
Labor Accidents

State of Occupational Safety and

Health Management
The occupational safety and health man-
agement system continues to take root,
enabling each Matsushita site to carry out
activities on their own initiative. As a re-
sult, labor accidents in 2002 dropped 17%
compared to 2001.
As a measure to prevent health hazards
caused by chemical substances, Matsushi-
ta set up its own standards and took meas-
urements of the workplace environment,
thereby making steady improvements to
the environment.

W Labor Accident Rate

(accidents / 1 million work hours)

—o-All industry average
Electric machinery manufacturing industry average
Matsushita Electric Group

./0——_0\0
1.72 180 182 1.79

0.36 0.34 0.38 0.34

012 0.13 0.15 0.14
0.21

99 00 o1 02

0 98
(Japan)

W Number of Workplaces by Management Category
and Breakdown of Measured Substances

(number) .
Category 3 Legally designated substances
Requires Matsushita designated substances
iri:g:gsgiﬁfm Measured substances
16321569 1589
T :‘10
Category 2 27 B 5o
Requires Organic
improvement solvents
709
1 Dust
Category 1 particulates
114~—
Properly Specified chemical
ted pecified chemical
operate substances 351
0 Lead 71—
(Japan) 00 01 02
Note:

* Scope expanded since 2002
(excluding Victor Company of Japan, Ltd.)
* Data collected from January to December

Stringent Equipment Safety

Inspection
In order to eliminate labor accidents, it is
important to enforce the safe design of
equipment in addition to taking safety
measures. Matsushita reviewed the Equip-
ment Safety Standards in 2001 to step up
the fundamental safety measures of equip-
ment (fundamental safety), based on the in-
ternational standards regarding safety of
machinery (ISO/TR 12100), guidelines is-
sued by Japan’s Ministry of Health, Labour
and Welfare, and case studies of past labor
accidents. Furthermore, Matsushita focuses
on eliminating the causes of accidents in
the early stages of manufacturing by con-
ducting a three-step safety inspection for
new equipment introduction.

M Equipment Safety Inspection Flow

Equipment Safety Standards
* ISO/TR 12100

¢ Guidelines of the Ministry of Health,
Labour and Welfare (Japan)
 Past labor accident cases

New Equipment

Introduction Flow First
assessment

Design

Non-conforming
Manufacturing ¢ (improvement)

.............. -y

and order H
Second
assessment! !

Completion o
Third E
assessment :

.

Installation
and trial operation

Full-scale operation

“Healthy Matsushita 21”

Two years have passed since the “Healthy
Matsushita 21” initiative started in April
2001 in Japan. It aimed at health enhance-
ment of each employee. The initiative has
steadily gained momentum and the num-
ber of employees voluntarily participating

has almost doubled in this period.

M “Healthy Matsushita 21”: Programs and
Participants

Lifestyle-related

diseases Smoking Mental health

¢ Health information

* Improved cafeteria menu

* Smoking cessation program
* Seminars

Participation
. of employees

40 FY'02 | 64,444 persons

FY’01 32,821 persons
Logo

DATA External Awards = p. 90

At the Semiconductor Company,
because various gases and
chemical substances are used in
the process of development and
production, risk management for
contingencies is extremely impor-
tant. The company has estab-
lished the occupational safety
and health management system
at seven manufacturing sites in
Japan.

Specific measures include the
posting of easily recognizable
safety signs to indicate the char-
acteristics of chemical substan-
ces and emergency escape
routes, and the establishment of
an Emergency Response Team
(ERT) to take speedy and appro-
priate actions.

ERT in training SCBA usage
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Relationship with Customers

The “Customer-comes-first” princi-
ple is the pillar of Matsushita’s
Management Philosophy. It is a
universal concept handed down by
the founder Konosuke Matsushita.
We maintain a close relationship
with customers through various
avenues ranging from the quality
of our products and services, to
the recycling of end-of-life prod-
ucts. Improving the quality of our
products, enhancing universal de-
sign to make products easier to
use for everyone, and paying at-
tention to our customers’ feedback
are all-important factors for Mat-
sushita’s manufacturing.

The Concept of
Quality

Quality refers not only to the functions
and performance of products and services
but also to the ability to satisfy the needs
of customers and society in terms of style,
economical efficiency, serviceability, ease
of installation, safety, and environmental
friendliness. In other words, quality mir-
rors business activities. In order to offer
good quality, we have to establish an ef-
fective total management system and en-
sure its smooth operation. Before shipping
products from our factories, we evaluate
those products from the customers’ view-

point.

Quality Assurance
System

Matsushita supplies quality-guaranteed
products only. Regardless of the region or
manufacturing site, these products are de-
signed and manufactured in compliance
with a quality system that is based on our
stringent regulations. In particular, Mat-
sushita assures product safety by enforc-
ing its own high standards and regulations
such as the “Rules for Safe Design,”
“Safety Standards of Matsushita Electric
Industrial (MEISS),” and “Matsushita In-
dustrial Standards (MIS).”

M Quality System

Product Plan review
planning Competing product study
Design review
Product assessment
Desi d Reliability and safety assessment
dgvselglj: ?r?ent Safety standards
P Compliance with legal requirements
Ease of installation
Serviceability
Product Quality assessment from
evaluation a customer’s viewpoint
. Inspection of mass-produced
Production products
‘ Market Confirmation of quality for customers‘
‘ Services After-sale services ‘
‘ Recycling Product assessment ‘
‘ Disposal Product assessment ‘

W “Checkpoints for Product Evaluation” — From the viewpoints of buyers and users

1. Product design that meets requirements

. Assurance of safety and security

. Compliance with legal requirements

. Reliability and durability assured for all use conditions

. Precautions against misuse

. Appearance and quality befitting a Matsushita product

2
3
4
5. No noise, odor, or electromagnetic waves that harm or affect others
6
7
8

. Superiority to competitors’ products

9. Ease of use and maintenance

10. Ease of use with other equipment or as a system

11. Easy-to-understand operation instructions or status displays
12. Easy-to-understand cautions and model number

13. Quality and consumer information reflected in the product

14. Ease of installation and repair services

15. Energy and resource efficiency

16. Consideration to the global environment

17. Common and interchangeable parts and components
18. Easy-to-understand and useful operation manual

19. Ease of unpacking and repacking

20. Packaging that considers transportation, handling, warehousing, and disposal
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Formulated in March 1964 and revised in April 1992

W Quality Elements Requiring Assurance

Fire, electric shock, injury, burn,

Safety poisoning, etc.

Product functions, input, output,

Performance applicability into systems,
impact on others

Save (energy-saving),
Environment Clean (reduced use of chemical
substances), 3Rs

User-friendliness (operations,

Easy ) . ) .
. cleaning), nice feel, time-saving,
handling . f
and malfunction prevention
Appearance Design, color, style, flaws,
unevenness, cracks, texture, etc.
EEbEEss Resistance to and security
against abnormality
- Time span in which quality is
Durability maintained

Installation and

; Ease of connection or installation
construction

Serviceability Speed, cost, responsiveness

Response to Quality Issues
Despite our best effort in assuring quality,
quality issues that might lead to more ex-
tensive damage do occur in rare occasions.
In such cases, we put our highest priority on
assuring the safety of customers while pre-
venting damage to customers’ properties by
providing information through the retailers,
pamphlets, newspapers, and our website. In
order to ensure that the products can be
used safely, we take every possible measure
such as exchanges of parts and components.

Important information for customers
URL - -
matsushita.co.jp/ (Japanese only)

» When taking the iron out of the stand, a user
may accidentally touch the power supply ter-
minal. In order to prevent the user from re-
ceiving an electric shock, a shutter is installed
on the iron.

* The case is designed so that the iron can be
stored immediately after use while still hot.

* The case is designed so as not to release the
iron if the user accidentally pushes the case
detach button when carrying the iron in the
case by holding the case handle. When the
iron case accidentally receives physical shock
by hitting furniture or falling on the floor, it will
not release the iron.

Cordless steam iron
NI-CL501



Promoting Universal
Design

“Universal design” is a concept or initia-
tive that aims at making a society com-
fortable to all people, irrespective of their
differences in physical ability, age, sex,
nationality, and language. Against the
backdrop of the trends toward multi-func-
tional products, increasing sophistication
of technology, and a rapidly aging popula-
tion, there is increasing demand for the
universal design initiative.

Matsushita strives to incorporate universal
design into its product manufacturing.
Putting ourselves in the position of a cus-
tomer during the product planning and de-
velopment stages, we take measures to

9

improve the “operability,” “efficiency,”
and “amenity” of products by seeking
overall satisfaction (usability) of products.
Universal design products in FY’02
amounted to 476 models, incorporating
775 improvements and other considera-

tions.

M Three Aspects of Usability

User-

malliees Make the product easier to use

Eliminate inconveniences for the
Barrier-free elderly and physically challenged
people

Turn “unusable” products into
Accessibility “usable” products for physically
challenged people

M Products Incorporating Universal Design
(number, FY)

Models
Considerations/improvements
775
722
630
564
47
438 6
324 366

059 00 01 02
(Japan)

DATA External Awards = p. 90

Example of Universal Design

Products: Audible Remote

Control for Air-conditioner
This air-conditioner remote control is the
first in the industry to have voice response
capability. For the development of this
product, Matsushita interviewed elderly
and physically challenged individuals and
visited the homes of the elderly to con-
duct research. Because this product has
simple functions and is easy to operate, it
is user-friendly not only to the elderly and
physically challenged but also to children.
The sales of this product far exceeded
original expectation.

M Features

1.Every time a button is pressed, a voice will
inform the user of the current setting, such
as heating/cooling temperatures.

2.Braille is inscribed on the buttons and body
of the remote control to enable people with
visual impairment to easily operate the
equipment.

3.The panel surrounding the buttons is
designed to be higher than the buttons so
that someone who needs to use the mouth
to hold a stick to press the buttons can do so
with ease.

Audible
remote control
CZ-RR5

Lis

. -

IT=TA Audible remote control
national.jp/appliance/ace/product/
proi15.html (Japanese only)

The “Universal Design Exhibition”
was held in March 2003 at the
Panasonic Center in Ariake, Tokyo.
The results of Matsushita’s re-
search and development of univer-
sal design were introduced under
three themes: “Let’s enjoy house-
work,” “Let’'s have a communica-
tion,” and “Let’s spend a healthy
life.” Visitors had the opportunity to
experience universal design by
“looking” and “touching.” Matsushita
will continue to propose various
universal designs and to reflect
customer feedback in its products.

Example of Universal Design

Products: Water-less Rice Washer
The water-less rice washer is Matsushita’s
original product that can prepare rice for
cooking without using water. The benefit
of eliminating the rice washing process
that uses cold water is far greater than ex-
pected, as it lessens burden on the body.
Thus, the product received high recogni-
tion from wheelchair users during the
home monitoring test. This environmen-
tally conscious product was commended
with the “Lake Biwa Eco Life Award
(FY’01)” because it eliminates wastewater
from rice washing and helps lessen water
pollution.

M Features

1.A simple touch of the buttons can “measure”
and “wash” rice without using water.

2.Braille is used on the buttons to make it
easier for the visually impaired to operate.

Water-less rice washer
SN-KT12B

URL Water-less rice washer
prodb.matsushita.co.jp/products/
national/SN/SN-KT12B.html
(Japanese only)

‘BT
LA

Exhibition introducing research efforts
and products

Visitor trying out the goggles for experiencing
cataracts
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Increasing Customer
Satisfaction

Guided by the spirit of “true service” put
forward by the founder, Konosuke Mat-
sushita, we conduct business activities
aimed at gaining customer satisfaction
through products and services. We have
set up a system to gather comments and
suggestions from a wide range of custom-
ers and incorporate their opinions into our
products.

TRUE SERVICE
Service is an integral part of any business.
A business that does not provide service is
10 business at all.
Service, therefore, is the duty and obliga-
tion of any businessperson. But there’s
nothing more aggravating than service pro-
vided only out of a sense of duty. Custom-
ers can sense it.
Service means satisfying customers, and
when we satisfy our customers, we in turn
[find satisfaction in a job well done.
Satisfied customers and satisfied employees.
This is what constitutes true service.

Konosuke Matsushita

Customer Care Center

Matsushita operates a year-round Custom-
er Care Center in Japan to answer any
questions that customers may have con-
cerning Matsushita products. In FY’02,
the Center received 1.73 million inquiries,
51% of which concerned product usage
and operations.

M Inquiries from Customers
(10,000 inquiries, FY)

173 __Others
16
148 151 Repair
131 29
116 Purchase
- 40
Usage
88
0 ) ) g 0 0
98 99 00 01 02
(Japan)

7—.' Customer Care Center (Japan)
[®X®] 120-575-365
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Meeting with Consumer

Representatives
Since 1995, Matsushita has held gather-
ings with representatives of consumer
groups and consumer life centers to ex-
change information at eight places in Ja-
pan. Management officers from our Cor-
porate CS Division supervising the Cus-
tomer Care Center, and from various dis-
tricts attended these gatherings to intro-
duce Matsushita’s customer-oriented ini-
tiatives and topical products. These gath-
erings aim at enhancing the understanding
of Matsushita’s activities and feeding
back consumer opinions to our pertinent

divisions in order to improve business ac-
tivities.

The Corporate CS Division Director explaining
Matsushita’s initiatives

—

Consumer representatives listening to a product
explanation with interest

Personal Fax is one of the products
that had many post-purchase inquir-
ies regarding their usage and opera-
tions.

We received valuable comments
such as “l got turned off by too much
explanation in the user’s manual;” “l
could not figure out where to find
what information.” etc. We utilize
these customer comments in new
product development and make spe-
cific improvements. For example, the
user's manual was completely re-
vised by summarizing the original
240 pages into 100 pages. This
made the manual more readable
and helped economize paper re-
sources. Furthermore, for the WiLL

Global Customer Support System
Matsushita has been building a “global
customer support system” in order to pro-
vide uniform services to customers
throughout the world. As part of this ini-
tiative, our website was drastically revam-
ped in October 2002 to provide easier-to-
understand information. On the new web-
site, contact information for Service Cen-
ters in various countries can be located
more quickly, and the content of FAQs
and downloadable software has been im-
proved. Matsushita will continue provid-
ing useful information to service the
needs of each region.

T T — o
e mmm e =
bl v b = -
e P = B mEnm

Pl s,
N
TR — S
N
= PR T TR L W M R
e i e bt il kgl
ileitidind

Contact Qur Service Canier

e

URL Global Customer Support Website
www.panasonic.co.jp/cs/global/

Series (KX-PW100CL), a cover was
added to the feed tray, which helped
improve the design.

M Improvements Made from Customers’
Feedback

* Reduce the number of words

» Switch to visual explanation by adding
illustrations and pictures

* Omit overlapping explanations

* Refrain from referring to other pages in
the middle of an explanation

* Set the date and time before shipping

* Move the position of less frequently used
buttons

* Provide dust prevention measures for
feed tray

gy

Personal
Facsimile
KX-PW100CL



Repairs and Services

In Japan, Matsushita offers product repair
services through retailers and service cen-
ters run by Matsushita Technical Service
Co., Ltd. throughout the country. The
number of repairs in FY’02 totaled 5.9
million, a decrease of 370,000 from the
previous fiscal year. The decline was at-
tributable to the increasing number of cus-
tomers who have opted to replace their
products rather than repairing them. Im-
provement in product quality and energy-
efficiency, a significant drop in product
prices, and the relatively high repair costs
have encouraged customers to purchase
new products.

M Number of Repairs
(10,000 cases, FY)

720
700 660 o7
590

0
(Japan)

‘98 ‘99 ’00 ‘01 02

Initiative to Reduce Repair Cost
We consolidated our repair operations to
increase efficiency with the aim of reduc-
ing repair cost and time. We also take an
upstream approach by incorporating re-

pair time-saving measures into the prod-
uct design.

The Central Technical Repair Center has the ca-
pacity of repairing 600,000 units per year.

Providing Information to Enable
Longer Product Life
Information on how to obtain a longer

product life is introduced on the website.
T T

i

URL “Better Ways to Use Your Home
Appliances” introduces ways to take
care of the appliances
www.panasonic.co.jp/cs/japan/css/
(Japanese only)

M Repair Service Centers (Japan)

®Pana Service Ko-bo

Service counters at the retailers that meet the requirements for repair and consultation services as well

as after-sale follow-up (number of stores)

National/ Panasonic

. Retailer

00000000000000 )
"8 with Pana

Service

.J' Ko-bo

Matsushita Technical Service
Co., Ltd.

Repair service counters
(number of service counters)

Chugoku / Shikoku District

Kyushu / Okinawa District

®400 M10

N I

Hokkaido District

Tohoku District

Chubu District

Kinki District

@672 (6

Tokyo Metropolitan
District

Navidial (Japan)
0570-087-087

Please call Navidial when it is difficult to consult the retail-
er where you have purchased your product. This number
will connect you to the nearest repair service counter.

CFCs are used as refrigerant for
home air conditioners. Currently
manufactured models have increas-
ingly used HFC (R410A), a non-
ozone-depleting CFC substitute, to
replace the specified HCFC (R22).
There is concern about the impact
of specified CFCs depleting the
ozone layer, and also about CFC
substitutes causing global warming,
although they might have little effect
on the ozone layer. For these rea-
sons, it is necessary to pay close at-
tention when installing or repairing
home air conditioners so that the re-
Piping
(allows refrigerant
to go through)
|

—_—

=

Heat exchanger

Heat exchanger / compressor

frigerant (CFCs) does not leak out.
The Matsushita Marketing Training
Institute offers an Air Conditioner
Servicing Technology Training and
Seminar for CFC Recovery Techni-
cians to retailers, distributors, and
repair service companies. From
1996 to March 2002, these pro-
grams fostered L

some 11,000
CFC Recovery
Technicians.

CFC recover skill training
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Relationship with Society and Communities

As industrialists, our mission is to
bring satisfaction to customers
around the world through our
business activities. In addition,
our role as a corporate citizen in-
volves cooperating as a member
of the society in the development
of a vibrant society friendly to the
earth and its residents. This be-
lief underpins our concept of
“social contribution activities as a
corporate citizen.” Our contribu-
tion is especially focused on the
“development of human resour-
ces” We have also supported
programs for promoting multi-cul-
tural understanding and volun-
teer activities to help build a col-
laborative and supportive society.
We are doing our share as a glo-
bal citizen to tackle environmen-
tal issues in order to promote a
peaceful coexistence among all
stakeholders.

Volunteer Activity
Funding Program

This program was established in 1998 to
lend support to our employees so that they
can actively participate in the civil society.
It supports financially some of the activi-
ties carried out by non-profit organiza-
tions (NPOs) in which Matsushita em-
ployees, their spouses, or retired employ-
ees continuously participate in Japan. In
FY’02, 55 organizations received funding
(eleven of them were related to environ-
mental conservation).

M Funding in FY’02 by Field (cases)
Art and culture: 1 Education: 1
Sports: 3—‘ —] . Education:

Environmental

conservation: 11 Total: 55 Social
13.134 welfare:
Disaster millionyen 27
relief: 1 —=
International

exchange and
cooperation: 11

Accumulated total: 376 cases (82.616 million yen)
since the program’s establishment in 1998

M Environmental Conservation Organizations
Supported by Matsushita
* (N) Ecoken (Fukuoka Prefecture)
« Society of Citizens to Protect the Virgin Beech
Tree Forests of Hanamaki (Iwate Prefecture)
* Urban Development Study Group for the Vicinity
of Kamoi Station (Kanagawa Prefecture)
* Commune with Koide River Club
(Kanagawa Prefecture)
* Recovering White Beaches and Green Pines of
Chikuzen Shingu Club (Fukuoka Prefecture)
¢ (N) Konan Environment (Shiga Prefecture)
* (N) Soft Energy Project (Kanagawa Prefecture)
¢ Furukawa River Fan Club (Hiroshima Prefecture)
* Myokenzaka District Urban Development
Committee (Osaka Prefecture)
* Katano Bamboo Charcoal Making Volunteers
(Osaka Prefecture)
* Uyun Reforestation Volunteer Association
(Tokushima Prefecture)
Total funding for the above eleven organizations:
2.67 million yen
(N): Specified non-profit corporation
Ecoken
Zero emissions cannot be
achieved unless everyone
reduces the environmen-
tal impact resulting from
his/her daily life. Ecoken
“promotes its idea through
practice.”
(Representative: Fumiko Shimizu)

Uyun Reforestation Volunteer

Association
The Association was founded by volunteers in
support of the idea advoca-
ted by Tamami Tachibana
(Mongolian name: Uyun(] a
Japanese orphan left behind
in China at the end of WWII,
to “return favor to China by
planting trees.” To date, a to-
tal of 100,000 trees have
been planted by 443 partici-
pants on 19 occasions.
(Representative: Mutsuo Takizawa)

M Concept of Corporate Citizenship Activity

Management Philosophy

Development of
human resources

AT . Global
Industrialist Corporate citizen B orment
Respond to customer needs Contribute to society
with electronics and fulfill social responsibilities
Research, product development, NPO support and partnership, .
manufacturing, sales, service, donations, independent activities, Social
and recycling and foundation activities welfare
Contribution to the society Art
and culture
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Support for Major
Environmental Conservation
Organizations (Japan)

In the environmental conservation field,
Matsushita supports organizations in Ja-
pan that carry out socially significant ac-
tivities, participates in their activities as a
corporate member, and cooperates in the
implementation of programs.

M Japanese Environmental Conservation
Organizations Supported by Matsushita
* (F) Japan National Trust
* (F) OISCA-International
(F) Nature Conservation Society of Japan
* (F) Wild Bird Society of Japan
(F) World Wildlife Fund Japan
* (I) Keidanren Committee on Nature Conservation
(
(
(
(
(

* (I) National Land Afforestation Promotion Organization
* (I) Japan Environmental Education Forum
* (F) Japan Environment Association

N) The Children of Earth’s Club
* (N) Nature Film Network
* (F) Ecosystem Conservation Society — Japan
* Earth Day 2002 Steering Committee
* Action for Greening Sahel
* (F) Institute of Urban Traffic Research
* (F) Osaka City Promotion Association
* (I) Flower Society
* (1) Corporation to Protect Verdant Pine Trees in Japan
* pico (Kansai Environmental Information Station)

(I) Incorporated association (F) Foundation
(N) Specified non-profit corporation

Funding for FY’02: 22.77 million yen

Citizenship Collaboration College
This is an interactive study program, which guides
participants to think and learn about various is-
sues (such as global environment and interna-
tional understanding) facing them as global citi-
zens. The program is offered two or three times a
year and is
open to the F
public.

Visit to the Matsushita Eco Technology Center (METEC)

Showing of Films from Japan
Wildlife Festival

Award-winning works from one of the three world-
renowned wildlife film festivals, “Japan Wildlife
Festival,” supported by Matsushita, were shown at
the Panasonic Center. Mr. Shoichi Sengoku, who
is highly popular among children, was invited to
give a lecture. On that day, 600 people including
primary school students and their families partici-
pated. Children with hearing impairment also en-
joyed the event with the help of sign language in-
terpreters and computer-aided real-time transla-
tion. This event was held jointly with WWF Japan
as an event to support the “Green Power Week”
aimed at promoting environmental protection and
dissemina-
tion of the
use of natu-
ral energy.




Major Corporate
Citizenship Activities

Children’s SupportersyrMatching

Fund
In cooperation with the Japan Initiative for Youth
Development (specified non-profit corporation),
Matsushita has operated the fund since 2001 to
create a donation culture that helps strengthen
the activity base of non-profit/non-governmental
organizations that are working to facilitate the
healthy growth of children.

M Organizations that Received Grants in FY’02
(6 projects, 6.663 million yen)
(N) The Institute of Education for The 21st Century (Tokyo)

Programs to create a national data map of new
venues for learning

(N) kodomoNPO (Aichi)

Programs to promote the participation of children
in city planning

Tokyo YMCA “Liby” (Tokyo)

Establishment of a membership system and
member support system

Tatsunoko Learning Center for Deaf Children (Tokyo)
Staff training programs
(N) Kyoto Children Center (Kyoto)

Strengthening of the operation of “Child Telephone
Line Kyoto”

Youth Rehabilitation Support Association “Olive” (Osaka)
Programs to train staff on collaborative management

Environment’s

SupportersyrMatching Fund
In cooperation with the Eco Future Fund (speci-
fied non-profit corporation), Matsushita has oper-
ated this fund since 2002 to create a donation
culture that helps strengthen the activity base of
non-profit / non-governmental organizations that
are working to promote ecological life.

M Organizations that Received Grants in FY’02
(6 projects, 4.359 million yen)

Akanoi-Biwako Environmental Citizens’ Initiative (Shiga)

Construction of a portal site for networking

(N) Citizens Environmental Foundation (Kyoto)

Projects to upgrade infrastructures, such as
operation efficiency

(N) Kiko Network (Kyoto)
Development of website and pamphlets on the organization

Japan Center for a Sustainable Environment
and Society (Tokyo)

Update of website for information disclosure

Oumi Junior Field (Shiga)

Development of supporter training programs

(N) Tsukuba Environment Forum (lbaraki)

Update of website and improvement of accounting system
(N) stands for specified non-profit corporations.

Bird-watching with the Visually

Impaired
Since 1999, Matsushita has hosted nature-watch-
ing gatherings for people with visual impairment
twice a year (spring and fall) at gardens in the To-
kyo Metropolitan Area. With the cooperation of
the Wild Bird Society of Japan and the Japan
Braille Library, many Matsushita employees par-
ticipated as volunteers to enjoy bird watching with
visually impaired pggg EEE
people by listen-
ing to bird calls
and admiring
plants in gar-
dens together.

The Japan Prize Award Ceremony
The Japan Prize was established by the founder
Konosuke Matsushita’s advocacy. The 19th Japan
Prize Award Ceremony was graced by the pres-
ence of the Emperor and Empress of Japan at
the National Theater, Tokyo. The Japan Prize laur-
eates this year included Dr. Benoit B. Mandelbrot
and Dr. James A. Yorke in the field of the science
and technology of complexity, and Dr. Seiji Ogawa
in the field of visualizing techniques in medicine.
The Japan Prize is awarded to people who have
made original and outstanding achievements in
science and
technology and
contributed to
the peace and
prosperity of
humankind.

Kid Witness News (KWN)

This is a program launched by Matsushita Electric
Corporation of America in 1989 to support educa-
tion for mainly primary and middle school stu-
dents to nurture their creativity. Today, the pro-
gram provides video equipment and production
know-how to approximately 200 public schools in
the USA and Canada in order to support their ex-
tra-curricular activities in video production. Mat-
sushita employ-
ees also volun-
teer their time
to provide sup-
port seminars.

A primary school student from Hawaii interview-
ing Mr. Zenji Abe, a Japanese navy officer who
fought at Pearl Harbor

National Tour of the

Shakespearean Play for Children
The Shakespearean Play has been performed in
a form that can be enjoyed both by adults and
children, touring in Japan during the summer va-
cation every year since 1995. Matsushita spon-
sors the event in collaboration with local Matsush-
ita companies. As an activity aimed at enriching
the spirit of children, Mat- —— o
sushita actively creates
opportunities for the chil-
dren to come in contact
with the stage, by hosting
workshops for middle and
high school students and
inviting them to watch &
stage construction, etc. Y

Friendship Concerts
As a corporate citizenship activity for the com-
munity, Matsushita has sponsored touring con-
certs by members of the New Japan Philharmonic
symphony orchestra since 2002, visiting facilities
for children with intractable diseases, schools for
the disabled, and hospitals. These children sel-
dom have the opportunity to be in contact with
music. The concerts are named “Friendship
Concerts” be- s
cause they are
seen as a link
to connect peo-
ple together.

Support for Japanese Traditional
Art Crafts

The founder Konosuke Matsushita was profound-
ly interested in Japanese traditional art crafts, and
became the head of the Kinki chapter of the Ni-
hon Kogeikai in 1960. Since then, he has lent
support, hoping to pass on and invigorate Japa-
nese traditional art crafts. Today, Matsushita is of-
fering a wide range of support to promote tradi-
tional art crafts, which can be said to be the origin
of manufacturing. For example, Matsushita coop-
erates in filming successor development pro-
grams presented by those who harbor important
intangible cultural heritage (living national treas-
ure), helps the production and operation of the
on-line gallery “Museum of Japanese Traditional
Art Crafts,” and sponsors the Exhibition of Japa-
nese Traditional |

Art Crafts by of-
fering the Mat-
sushita Award
(Kinki Region),
etc.

OBP Arts Project
Matsushita supports young artists by providing
them with a venue for artistic expressions such
as music, fine art and creative dance at the Osa-
ka Business Park (OBP)—representative high-
rise buildings in western Japan. Today, it has de-
veloped into a venue of art management training
for mainly university students. The Arts Project
has turned into programs for discovering the so-
cial function of
art by integrat-
ing business
and art, and
exchanges
among  stu-
dents, working §
people and citi-
zens.

K. Matsushita Foundation of
Expo ’90

In order to facilitate the realization of the Expo’90
philosophy of “Coexistence of Mankind and Na-
ture,” the Foundation gives Commemorative and
Encouragement Prizes every year to individuals
and groups residing in Japan in recognition of
their distinguished academic studies and practical
activities. In March 2003, concurrently with the
11th Commemorative Award Ceremony, a lecture
was given by Dr. Muneo Yoshikawa, professor
emeritus of the University of Hawaii. The theme of
the lecture was
“Let Sky have
Stars, Ground
have Flowers,
and Man have
Love-Ways to
Lead Life in
Harmony with
Nature.”

Panasonic Scholarship Inc.

As an event to commemorate the 80th anniver-
sary of the founding of Matsushita, the Panasonic
Scholarship Program was established in 1998 to
nurture leaders of Asia in the 21st century. This
year marks the fifth year of the scholarship. Stu-
dents from Asian countries are locally recruited
and selected to attend science and engineering
graduate schools in Japan. Adding the newly se-
lected 19
candidates
for FY’03, a
total of 160
students
have been
awarded the
scholarship.
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Love the Earth
Citizens’ Campaign

Matsushita started the Love the Earth Cit-
izens’ Campaign (LE activities) in 1998.
In the campaign, employees and their
families actively participate in environ-
mental activities at home and in their
communities. We believe that changing
the awareness, action, and lifestyle of in-
dividuals can contribute to the transition
to a sustainable society. In FY’02, we
shifted the emphasis of our activities from
awareness enhancement to participation,
and have started model activity in each re-
gion to form the core of activities.

(mrny Love the Earth Citizens’ Campaign
2002 p 25

The Environmental Household

Budget Ledger
In Japan, the increase in energy consump-
tion by the household sector has become a
serious issue, and people are encouraged to
enhance their awareness of energy saving
and to put it into practice at their homes. As
a company that supplies electric home ap-
pliances, Matsushita encourages employees
to pursue ecological life by popularizing
the use of the Environmental Household
Budget Ledger at their homes.
Families having adopted the use of this led-
ger are called “LE Families.” “LE Family
Certification” is given to those who submit-
ted the data from their ledgers. We are step-
ping up our efforts to enhance employees’
participation in the campaign. In FY 02,
there were 26,000 LE Families.

M LE Families and Reduction in CO: Emissions
(no. of households, FY) I No. of data submitted

26,000
20000 21,000
Currently
3,300 4,000 being
0 15200 1ﬂ0 2-0 2-0 col!ected
98 99 00 01 02

(Japan)y

-15.3%) [ -1.5% | | -2.8%

Environmental Household Budget Ledger
matsushita.co.jp/environment/
kakeibo_site/ (Japanese only)
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M The Goal of Love the Earth Citizens’ Campaign

Reforming corporations and society by changing the awareness, behavior, and lifestyle of individuals

As the member of society

Logo

VAT Y
I ummy E
A\ [ /4
A\ /4

Participate actively in volunteer activities

As the member /™,
of a family

Pursue ecological life

Love the Earth

g:; As the member
£ of a company

Make efforts to become an
environmentally advanced
corporation

Awareness enhancement of and support to employees and their family members

Employees’ Environmentally

Conscious Lifestyle Survey
Defining the specific contents of an
“environmentally conscious lifestyle,”
Matsushita carried out an environmentally
conscious lifestyle survey of their 10,255
employees (at 22 sites) from June to Octo-
ber 2002. Matsushita also identified po-
tential leaders of the ecological life cam-
paign and registered them in the LE Per-
sonnel Database. The information is
meant to be used to create a Group-wide
network to facilitate and promote LE ac-
tivities.

M Results of the Environmentally Conscious
Lifestyle Survey (percentage of those participating)

Participated Did not participate

Public
transportation
Environmental

volunteer

Recycling
Long-term use

|
|
) |
Eco-cooking
| | These two
Eco-bag 46% areas need
‘ |_further

Green purchase 96% imprqvement

Energy-saving

\
\ \
\ . \
0 20 40 60 80 100%

Model Eco-bag Users

As an act in support of an environmentally
conscious lifestyle, we advocate the Eco-
bag Campaign, which promotes the use of
one’s own bags to do grocery shopping.
With the goal of popularizing the practice
in local communities, in FY’02 we imple-
mented an initiative to reduce the use of
shopping bags for three months with 340
families (at 19 sites). We summarized the
results and made a recommendation to Ja-
pan’s Ministry of the Environment at the
Conference on “Wa-no-Kuni-Kurashi,” an
Eco-society through Partnership participa-
ted in by Matsushita.

Matsushita Green
Volunteer (MGV) Club

The Matsushita Green Volunteer (MGV)
Club was established in 1993 with funds
contributed by approximately 70,000 of
Matsushita’s current and retired employ-
ees and the Labor Union. In support of the
Club, Matsushita also donated almost the
same amount as a matching gift. The Club
has carried out various activities, includ-
ing cleanup of the Osaka Tsurumi Ryoku-
chi green areas, photo contests, and fixed-
point observations of cherry blossoms. In
FY’02, 10,000 people took part in these
activities together with their families. In
February 2002, a hand-made biotope*!
was created in a space of 500 m? in the
Labor Union premises. The construction
involved 400 volunteers and took about
one month to complete. It has served as a
nature spot for employees to enjoy rice
farming experiences such as transplanting
rice seedlings and harvesting.

*1 Riparian space and green area inhabited by
diverse species of animals and plants

- L .- i-'. — .-
Employees and families harvesting
rice in October 2002
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Facts & Figures

.ISO 14001 Certification Status

; Sites of Business Domain Companies ; Date of ; Sites of Business Domain Companies ; Date of
Region and Affiliated Companies Major Products Registration Region and Affiliated Companies Major Products Registration
Japan  Semiconductor Company Japan  Matsushita Ecology Systems Co., Ltd.

(L ZRAEEITg Multiple-site Certification Group (4 sites) Semiconductor 1997.11 ((ZAEERTg) Multiple-site Certification Group (2 sites) Ventiating fan, Kitchen-hood, Ventiating equipment 1996.12

Matsushita Electronic Instruments Corporation Semiconductor, Magnetron  1997.6 Osaka Site Air purifier, Humidifier, Dehumidifier 1998.2 *
Toyo Dempa Co., Ltd., Kyoto Site Diode, Transistor, Micro components 1997.6 Fujisawa Site Bath dryer, Heat exchanger unit 1998.8 *
Toyo Dempa Co., Ltd., Kameoka Site Matsushita E and Air-Conditioning Engineering Co,, Ltd. ~ Air conditioning system, Clean system 2001.3

Kagoshima Matsushita Electric Co., Ltd. LED, LCD module 1997.3
Kumamoto Dempa Co., Ltd. Diode, Transistor 1997.9
Display Devices Company/Lighting Company

Matsushita Kotobuki Electronics Industries, Ltd.
Multiple-site Certification Group (5 sites) AV equipment, Computer peripherals 1998.3 %
Victor Company of Japan, Ltd.

*
*
*
Lead frame, Circuit components 1997.9 %
*
*

Multiple-site Certification Group (3 sites) Fluorescent lamp, CRT, PDP 1996.9 * Headquarters Multi-layer circuit board 1998.11 %
West Electric Co., Ltd., Nagatano Site  Flashtube, Backlightlamp ~ 1998.3 % Hachioji Site Monitoring equipment 19971 *
Inai Electronics Co., Ltd. Bulb, Glow starter 1998.1 * Rinkan Site CD 1997.4 %
Matsushita Battery Industrial Co.,Ltd. Yokosuka Site Camcorder 1997.9 *
Multiple-site Certification Group (3 sites) Batteries 1998.9 * Mito Site DVC tape 1998.3 *
Moriguchi Site A Block Alkaline manganese battery 1998.4 * Yamato Site Card printer, DVD 1998.8 *
Moriguchi Site B Block Lithium battery 1998.7 * Maebashi Site Office equipment, Car stereo 1998.8 *
Matsushita Electronic Components Co., Ltd. Fujieda Site PC motor 1999.1 *
Multiple-site Certification Group (15 sites) Electronic components 1996.12 % Oyama Site Deflection yoke 1999.10 %
High Frequency Products Business Unit Digital tuner 1997.11 % Victor Isesaki Electronic Co., Ltd. Circuit board assembly 1998.12 %
High Frequency Products Business Unit, Motomiya Site - Hybrid 1C 1997.11 % Matsushita Electric Industrial Co., Ltd.

Matsushita Nitto Electric Co., Ltd. Dielectric filter 1998.1 * Electronic Circuit Capacior DivisionMatsue Matsushita Electic Co, Lid. -~ Film capacitor 1998.4 *
Motor Company Matsushita Fujisawa Factory Center Magnesium alloy chassis 19974 %
Daito Site Industrial motor, Controller  1997.8 * Matsushita Eco Technology Center Co., Ltd. Recycling for home electric app 2002.3
Takefu Site Home appliance/air conditioner motor 1998.2 % National Bicycle Industrial Co., Ltd. Bicycle 1999.5 *
Yonago Site IT equipment motor 1997.12 % Shinto Co., Ltd. Pumps, Electric motor, Control panel 2001.1
Matsuzaka Electronic Circuit Co., Ltd. Industrial compact geared motor 1999.2 % Japan Matsushita Electric Industrial Co., Ltd., Headquarters 19989 %
Panasonic Factory Solutions Co., Ltd. manlg;ioc':l;ring) Matsushita Electric Industrial Co., Ltd., Tokyo Site, Multiple-site Certification Group (2 sites)  1998.8 %
Kofu Site Electronic chip mounter 1997.12 % Matsushita Electric Industrial Co., Ltd., Kyobashi/OBP Twin21 N Tower 1999.5 %
Tosu Site Electronic chip mounter 1997.8 * M ita Electric Industrial Co., Ltd., Engi Group, Multiple-site Certification Group (4 sites) ~ 1998.8 %
Matsushita Industrial Equipment Co., Ltd. Matsushita Electric Industrial Co., Ltd., Corporate Manufacturing Innovation Division ~ 1998.3 %
Multiple-site Certification Group (4 sites) FA equipment, Capacitor, Power distributor 1998.3 % Matsushita Electric Industrial Co., Ltd., Corporate Industrial Marketing & Sales Division ~ 2000.12
Panasonic AVC Networks Company Matsushita Electric Industrial Co., Ltd., Human Resources Development Company, Hirakata Site 2000.11
Multiple-site Certification Group (10 sites) TV, VCR, Audio equipment, DVD 1995.11 % Panasonic Communications Co., Ltd., Fukuoka Headquarters 1997.12 %
Panasonic Communications Co.,Ltd. Panasonic Communications Co., Ltd., Meguro Site 2001.12
Chikugo Site Cordless phone 1997.11 % Panasonic Mobile Communications Co., Ltd., Research Laboratory, Muttiple-site Cerfication Group (3 sites)  2002.3
Saga Site Printer 1997.7 * Matsushita Home Appliances Company, Mikuni Site 2001.1
Kikusui Site CD-R/RW, COMBO drive 1998.3 * Victor Company of Japan, Ltd., Kurihama Engineering Center 1999.2 *
Taimei Site Deflection yoke 1997.10 % Matsushita Marketing Training Institute 1999.12 %
Oita Site Electric motor 1998.3 * Matsushita Industrial Sanitary Science Center 2000.3 *
Joshima Site Well pumping equipment 2002.2 Matsushita Logistics Co., Ltd. 2000.7
Nagasaki Site Facsimile 1997.10 % (Tﬁjira-Saer&or Kibi Matsushita Co., Ltd. VCR 19989 %
Utsunomiya Site Laser scanning unit 1998.3 * Companies) Katano Matsushita Co., Ltd. Micro cassette tape 1999.1 *
Niigata Site Facsimile, PPC 19975 % Americas Matsushita Electric Corporation of America, Motor Company - Electric motor 19995 %
Nagano Site Toner cartridge 1998.4 * (Manufactuing)"y ey shi Electric Cory of America, PASNA - Car audio 1998.11 %
Shonan Site Press reporting equipment  1998.12 % Matsushita Electric Corporafion of America, Home Appliance Co., Lid.  Vacuum cleaner 1999.2 *
Miyazaki Matsushita Electric Co.,Ltd. Ceramic capacitor, Fixed resistor 1997.12 % Matsushita Display Devices Company of America CRT 1997.12 %
Panasonic Mobile Communications Co.,Ltd. Matsushita Battery Industrial Corporation of America (LD) ~ Lithium battery 1999.1 *
Multiple-site Certification Group (2 sites) Communications network system 1997.12 % Matsushita Battery Industrial Corporation of America (MD) Battery components 1999.1 *
Hanamaki Site Cellular phone, PHS 1998.10 % Matsushita-Ultra Tech. Battery Corporation Battery 1999.1 %
Shizuoka Site Cellular phone 1997.12 % Matsushita Electronic Components Corporation of America ~ Electrolytic capacitor 1997.8 *
Panasonic Automotive Systems Company Panasonic Disc Manufacturing Corporation of America  DVD disc 1999.4 *
Matsumoto Site Car navigation system, Car audio equipment 1997.6 * Matsushita Avionics Systems Corporation (Lake Forest) ~ Avionics equipment 2001.1
Panasonic System Solutions Company Matsushita Avionics Systems Corporation (Bothell) Avionics equipment 2002.3
Shirakawa Site Microphone, CCVE camera 1995.12 % Matsushita Kotobuki Electronics Industries of America Inc.  TV-video combo unit 1999.2 *
Home Appliances Group JVC Magnetics America Co. Videotape 2000.3 *
<Matsushita Home Appliances Company> JVC Disc America (Tuscaloosa) CD 2000.8
Home Utility Appliances Division Automatic washing machine, Dishwasher 1998.7 % Panasonic de Mexico, S.A. de C.V. TV, Stereo set 1999.2 %
Ecology & Cleaning Products Division Vacuum cleaner, Garbage disposer 1998.6 % Matsushita Battery Industrial de Mexico, S.A. de C.V.  Rechargeable sealed lead-acid battery 2001.12
Cooking Systems Division, Yashiro Site IH rice cooker, Rice cooker 1998.4 * Matsushita Battery Industrial de Baja Califomia, SA.de C.V. Ni-Cd battery, Ni-HM battery 1998.4 *
Cooking Systems Division, Kobe Site |H cooking heater, Electric pot 1998.6 % Matsushita Electronic Components de Baja Calfomia, SA.de CV. ~ Electronic tuner 1998.4 *
Nara Site Microwave oven, Gas/kerosene equipment 1997.11 % Matsushita Electronic Components de Tamaulipas, SA.de CV. Car speaker 2000.1 *
Kusatsu Site Air conditioner, Compressor 1997.10 % Panasonic AVC Networks de Baja California S.A.de CV. TV, STB 1997.12 %
Kofu Site Compressor 19975 * Panasonic Communications de Mexico, S.A. de C.V. Deflection yoke, Cordless phone 1998.2 *
<Matsushita Housing Equipment & Systems Corporation> Panasonic Automotive Systems de Mexico, S.A.de C.V. Car audio 1997.12 %
Kitchen and Bath Products Group Kitchen system, Bath system 1998.7 % Matsushita Home Appliance de Mexico, S.A.de C.V. Vacuum cleaner, Microwave oven 2002.5
<Matsushita Refrigeration Company> JVC Industrial de Mexico, S.A.De C.V. TV 1997.4 %
Refrigerator Division, Kusatsu Site Refrigerator 1997.2 * Matsushita Electric of Puerto Rico, Inc. Speaker box 1999.3 *
Fujisawa Site Refrigerator, Refrigerator compressor 1997.4 % Panasonic Centroamericana S.A. Battery 1999.3 *
Cooling Device Division Refrigerator heat exchanger 1997.10 % Panasonic Peruana S.A. Battery 1998.11 %
Food Solution Business Vending machine, Food industry-related equipment 1997.10 % Panasonic de Brasil Ltda. Battery 1999.3 %

Mana Precision Casting Co., Ltd. Cast metal components 1998.12 % Panasonic da Amazonia S.A. TV, Microwave oven, Audio equipment 1998.10 %
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Region |Ses of Busitess Domain Companies | wajorProccts |p e Sl Region | 165 O Busiese Domai Companies)  wgor products |p 28
) Panasonic Componentes Electionicos do Brasil Lida.  Electronic components 1999.3 * Asia/  Indo Matsushita Carbon Co., Ltd. Carbon rod for battery 1998.7 *
Europe  Matsushita Electronic Magnetron Corporation (UK.) Ltd. Magnetron 19975 % ‘Pc‘ean[a Matsushita Television & Audio India Limited TV, Audio equipment 2001.2
(e Matsushita Electronic Components (U.K.) Ltd. Speaker, Transformer, Coil 1999.4 % Indo Matsushita Appliances Co., Ltd. Rice cooker, Blender 1998.12 %
Matsushita Electric (U.K.) Ltd. TV, FBT, Microwave oven ~ 1997.7 % Matsushita Washing Machine India Pvt. Ltd. Washing machine 2001.1
Panasonic Communications Company (U.K.) Ltd. - PBX, Telephone-related equipment 1996.9 * China/  Beijing Matsushita Color CRT Co., Ltd. CRT 1996.12 %
JVC Manufacturing U.K. Limited TV, Monitor 1998.4 * l\f?ﬂhs‘east Asia Beijing Matsushita Electronic Components Co., Ltd. Tuner 1998.5 *
Matsushita Display Devices (Germany) GmbH CRT 1999.4 % Panasonic Putian Mobile Communications Beijing Co., Ltd. Cellular phone 1998.11 %
A ita Electronic Components (Europe) GmbH  Tuner, Power supply unit 1999.1 % Beijing Matsushita Lighting Co., Ltd.  Fluorescent lamp 2002.12
Panasonic AVC Networks Germany GmbH DVD player, Audio equipment 1997.12 % Beijing Matsushita Seiko Co., Ltd. Air-handling unit, Fan coil 1998.11 »
Panasonic Automotive Systems Deutschland GmbH. Car audio 1997.2 % JVC Beijing Electronics Industries Co., Ltd. VCR 1999.9 %
JVC Video Manufacturing Europe GmbH VCR 1999.12 % Beijing Matsushita Precision Capacitor Co., Ltd. Film capacitor 1998.12 x
Matsushita Battery Belgium N.V. Battery 1998.11 % Tianjin M: ita Electronic Components Co., Ltd. Fixed resistor, Capacitor 1999.1 %
Matsushita Electric Espana S.A. Vacuum cleaner, Audio equipment 1998.5 * Tangshan Matsushita Industrial Equipment Co., Ltd. Welding equipment 1998.11 %
Matsushita Battery Poland S.A. Battery 1998.11 % Shenyang Matsushita Storage Battery Co., Ltd. Rechargeable sealed lead-acid battery 1998.12 %
Panasonic AVC Networks Czech s.r.o. TV, FBT 1998.11 % China Hualu Matsushita AVC Co., Ltd. VCR, DVD-related equipment 1998.6 *
Panasonic Mobile & Automotive Systems Czech s.r.o.  Cellular phone, Car audio 2003.2 Panasonic Automotive Systems Dalian Co., Ltd. Car audio 1998.12 %
Matsushita Electronic Components (Slovakia) s.r.o. Tuner, Power transformer ~ 2000.7 Anyang Matsushita Carbon Co., Ltd. Carbon rod for battery 1999.2 *
/-\Sia/_ Matsushita Semiconductor Singapore Pte. Ltd. Semiconductor 1997.12 % Shangdong Matsushita Television and Visual Co., Ltd. TV 1998.11 »
(MC; ri?a:t?rliﬁg) Matsushita Electronic Components (S) Pte. Ltd. Electronic components 1998.4 % Qingdao Matsushita Electronic Components Co., Ltd. Touch switch 1997.12 %
Matsushita Electric Motor (S) Pte. Ltd. Micro electric motor 1998.11 % Qingdao Matsushita Electronic Components (Free Trade Zone) Co, Lid.  Touch switch 2000.8
Matsushita Technology (S) Pte. Ltd.  Electronic chip mounter 1997.12 % Wuxi Matsushita Refrigeration Co., Ltd. Refrigerator 1998.10 %
Panasonic AVC Networks Singapore Pte. Ltd. Mini component stereo 1997.2 % Wuxi jta Refri on Compressor Co., Ltd. Refrigerator compressor 1998.10 %
Matsushita Refrigeration Industries (S) Pte. Ltd. Refrigerator compressor 1996.11 % Hangzhou Matsushita Motor Co., Ltd. Compact home appliance motor 1998.9 *
Matsushita Kotobuki Electronics Industries Singapore Pte. Ltd. HDD 1998.9 * Hangzhou Matsushita Home Appliance Co., Ltd. Washing machine 1997.12 %
JVC Electronics Singapore Pte. Ltd.  Car audio 1998.12 % Hangzhou Matsushita Kitchen Appliances Co., Ltd. Rice cooker 1999.12 %
Matsushita Electric Co., (M) Bhd. SA1 TV, Battery 1998.11 % Hangzhou Matsushita Gas Appliances Co., Ltd. Gas cooker 1998.11 %
Matsushita Electric Co., (M) Bhd. SA2 Vacuum cleaner, Electric fan 1996.12 x Shanghai Matsushita Semiconductor Co., Ltd. Semiconductor 1998.12 %
Matsushita Electric Co., (M) Bhd. BNG Washing machine, Refrigerator 1997.8 % Shanghai Matsushita Electronic Instrument Co., Ltd. Magnetron 1998.6 *
Matsushita Electric Co., (M) Bhd. PK Electric iron base 1998.12 % Shanghai Matsushita Battery Co., Ltd. Battery 1998.4 %
Toyodempa Malaysia Sdn. Bhd. Semiconductor, Micro components 1998.12 % Shanghai Matsushita Microwave Oven Co., Ltd. Microwave oven 1998.6 *
Matsushita Display Device Corporation (M) Sdn. Bhd. CRT 2000.6 JVC Shanghai Electronics Industries Co., Ltd. DVD 1998.6 *
Matsushita Electronic Components (M) Sdn. Bhd.  Electronic components 1998.10 % Matsushita Audio (Suzhou) Co., Ltd. CCVE camera 1998.10 %
Matsushita Electronic Devices (M) Sdn. Bhd. Electronic components 1998.10 % Matsushita Audio (Xiamen) Co., Ltd.  Rado cassette recorder, Personal headphone stereo 1997.12 %
Matsushita Electronic Motor (Malaysia) Sdn. Bhd.  AV/OA motor 1998.4 * Matsushita-Wanbao (Guangzhou) Electric Iron Co., Ltd. ~ Electric iron 1998.12 %
Panasonic AVC Networks Kuala Lumpur Malaysia Sdn. Bhd. - TV, FBT 19971 % Guangzhou Matsushita Air-Conditioner Group ~ Air conditioner, Compressor 1998.8 %
Panasonic AVC Networks Johor Malaysia Sdn. Bhd. Radio cassette recorder, VCR 1997.2 % JVC Guangzhou Electronics Co., Ltd. Electronic components 1999.11 %
Panasonic Communications (Malaysia) Sdn. Bhd. Deflection yoke 1997.10 % Guangzhou Matsushita Ecology Systems Co., Ltd. Ventilating fan, Ceiling fan ~ 1998.9 %
Matsushita Industrial Corporation Sdn. Bhd. Window-type air conditioner 1997.6 * Xinhui Matsushita Industrial Equipment Co., Ltd. Capacitor 1998.12 %
Matsushita Air-Conditioning Corporation Sdn. Bhd. Separate-type air conditioner 1997.12 % Zhuhai Matsushita Battery Co., Ltd.  Alkaline storage battery 1998.9 *x
Matsushita Compressor and Motor Sdn. Bhd. 1 Compressor 1997.12 % Zhuhai Matsushita Electric Motor Co., Ltd. AV/OA motor 1998.10 %
Matsushita Compressor and Motor Sdn. Bhd. 2 Motor 1997.12 % Matsushita Electric (Taiwan) Co., Ltd. TV, VCR 19975 *
Matsushita Compressor and Motor Sdn. Bhd. 3 Compressor 1997.12 % Panasonic AVC Networks Taiwan Co., Ltd. Personal computer 19974 %
Matsushita Foundry Industries Sdn. Bhd. Precision casting components 1998.7 % Taimatsu Industrial Co., Ltd. Carbon rod for battery 1998.7 %
Matsushita Refrigeration Industries (M) Sdn. Bhd. Refrigerator compressor 1998.5 % Kuang Yuan Co., Ltd. Deflection yoke, FBT 1998.4 %
JVC Video Malaysia Sdn. Bhd. Camcorder 1999.5 % Matsushita Electronic Components (H.K.) Co., Ltd. Electronic components 1999.4 %
JVC Electronics Malaysia Sdn. Bhd.  Audio equipment 1999.5 * Outside Matsushita Electric Asia Pte. Ltd. 1999.5 *
Matsushita Precision Capacitor (M) Sdn. Bhd. Film capacitor 1998.12 % J(aN;‘))na.n Panasonic Singapore Laboratories Pte. Ltd. 1999.3 *
National Thai Co., Ltd. Group TV, Electronic components, Electric fan 1998.7 % manufacturing) Matsushita Industrial Corporation Sdn. Bhd., Technology Center 1997.12 %
Matsushita Battery (THAILAND) Co., Ltd. Dry battery, Storage battery 1998.7 * Matsushita Air-Conditioning R&D Centre Sdn. Bhd. 1998.10 »
Matsushita Home Appliance (THAILAND) Co., Ltd. Washing machine, Rice cooker 1998.7 % Matsushita Compressor & Motor R&D Centre Sdn. Bhd. 1999.12 %
Matsushita Refrigeration Company (THAILAND) Ltd. Heat exchanger 1998.7 % Siew-National Co., Ltd. 1999.9 *
JVC Manufacturing Co., Ltd. FBT 1999.4 % A.P. National Sales Co., Ltd. 1999.9 %
JVC Components Co., Ltd. AV motor 2000.1 % Matsushita Seiko Hong Kong International Manufacturing Co., Ltd.  1999.2 %
Matsushita Electronic Philippines Corporation TV, Refrigerator, Air conditioner 1998.5 * Matsushita Electric Corporation of America 2000.3 *
Panasonic Communications Imaging Corporation of the Phiippines  PPC 2002.7 Panasonic Mobile Communications Development Europe Ltd. 1996.7 *
Panasonic Mobile Communications Corporation of the Philippines ~ Cellular phone, FDD, ECM (Microphone) 1997.12 % Note: Sites that have been updated by 3rd year audits are marked with % (as of March 2003).
P. T. National Gobel TV, Refrigerator, Air conditioner 1998.1 %
P.T. Matsushita Semiconductor Indonesia Semiconductor 2000.7
P.T. Matsushita Gobel Battery Industry Battery, Battery application equipment 1997.2 %
P.T. Batam Matsushita Battery Ni-Cd battery, Solar battery 1998.1 %
P.T. Panasonic Gobel Electronic Components  Electronic components 1999.3 %
P.T. Matsushita Lighting Indonesia Fluorescent lamp 1999.12 %
P.T. Matsushita Kotobuki Electronics Industries Indonesia  VCR, Camcorder, Optical disc drive 1998.6 %
P.T. Matsushita Kotobuki Electronics Peripherals Indonesia  HDD magnetic head 1999.11 x
P.T. JVC Electronics Indonesia Car stereo, Audio equipment 1999.5 *
Panasonic AVC Networks Vietnam Co., Ltd. TV, Audio equipment 2001.10
JVC Vietnam Ltd. TV, Audio equipment, DVD  2001.4
Panasonic AVC Networks Australia Pty. Ltd. TV 1998.12 %
Indo National Ltd. Battery 1998.2 *
Matsushita Lakhanpal Battery India Ltd. Battery 1998.2 *
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Facts & Figures

Environmental Performance Data (by Region)

MW CO: Emissions
(ten thousand tons-COz, FY)

142.6 135.6
77.8
0
01 ‘02 01 ‘02 01 02 01 02 01 02
Japan Americas Europe Asia/Oceania China/Northeast Asia

M Generated Waste and By-products with Value

(thousand tons, FY) . Reduction Recycling Final disposal
193.4
171.8
3.6107.8 1%7/9.1
172.8 80.2
153.3 = 11.6
0.9.50.1 754 69.2 48566
33.61. 7 64.3
33.3 d
20.5 140\@ 9 176/132 | - 43.8
ol 42 27 1569 114 5. 32 8.0 4.3
01 ‘02 01 ‘02 01 ’02 01 ’02 01 02
Japan Americas Europe Asia/Oceania  China/Northeast Asia

W Use and Release/Transfer of Chemical Substances
(Designated Substances in the Matsushita Electric Group Chemical Substances Management Rank Guidelines)

(thousand tons) Use in FY'01 M use in FY'02
Release/Transfer in FY’01 Release/Transfer in FY’'02
66.6
63.9
59.4
39.1
27.928.7
17.3 16.3

o 07 05 B 09 04 B 02001 3.1 3.2 1115

Japan Americas Europe Asia/Oceania  China/Northeast Asia

Note: Improvements in the accuracy of the FY’02 examination (intensive examination in accordance with the Matsushita Electric Group
Chemical Substances Management Rank Guidelines) have resulted in a considerable reduction in the amount of chemical
substances used and released/transferred in some areas.

W Water Consumption
(million m®, FY) Municipal water, industrial water (M) .Rivers, lakes (R) Groundwater (G)
442
40.1
12.2
1.1
32.0
29.0 M
B:g 8.7 85 70 82
G) 35 G) (R R) (G) 8.0 7.8 (G) (G 8.0 (G
. 6383 838%& ng R 930 BOf
01 ‘02 01 ’02 01 ’02 01 02 01 02
Japan Americas Europe Asia/Oceania  China/Northeast Asia
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M NOx Emissions (Fy’o2)
(tons)
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W SOx Emissions (Fy’02)
(tons)
142
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2 1 ||
Japan Americas Europe  Asia/ China/
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W COD Load (Fr'02)
(tons)
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M Nitrogen Load (Fy'02)
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M Phosphorus Load (Fy’02)
(tons)
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Facts & Figures

Environmental Performance Data (by Subject)

Prevention of Global Warming

M Energy Consumption M Heavy 0il and Kerosene Consumption M City Gas Consumption
(10"°MJ, FY) (thousand kl, FY) Heavy oil Kerosene (million m®, FY) 1352
80.2 1
3520 3.589 3.676 3.502 3.365 77.9 73.4 123.8
i 66.6 106.0
100%, | 102%|  104% | 99% | & 96% 903 96.4
Base year: 51.9
2 100%, | 104%]| [ 115%] | 134% | 146%
FY'98 100%| | 97%] | 92%] | 83% | | 65% Basey car 8 ° 8 8
Base year: X ’
FY'98 FY’98
Crude oil equivalent (million kl)
091 0927 095 0904 0.869 67 | 79 | 82 | g9 | 95
09 '99 '00 01 02 g8 '99 '00 01 02 08 '99 '00 01 02
(Japan) (Japan) (Japan)
M Purchased Power Consumption M Electricity Produced by Cogeneration M CO: Emissions per Unit of Joule
based on consumption)*2
(million kWh, FY) (million kWh, FY) 510 ( ption)
2425 2435 2406 472 499 (kg-CO=/100MJ, FY)
2,198
2,116 7.44
372 799
100%| | 100% | 99% | | 91% | & 87% 330 K

Base year: 100%

d i Base year: : 6.93
Percentage in total FY'o8 9% 95%
power consumption*!

12% 18% 16% 19% 19%
0— ; ; ; ; 0— ; ; ; ; 6—; ; ; ; ;
98 99 00 01 02 98 99 00 01 02 98 99 00 01 02
(Japan) (Japan) (Japan)

Note:
In Japan, we work to curb the consumption of energy such as heavy oil by implementing cogeneration systems powered by city gas, and
by utilizing exhaust heat. As a result, energy consumption in terms of CO2 emissions per unit of joule has decreased.
*1  Percentage of Cogeneration in Total Electricity = Cogenerated Electricity/(Purchased Electricity + Cogenerated Electricity)
FY’02 *2  COz Emissions per Unit of Joule (based on consumption)
(Japan) 96,000 kWh An index showing the amount of CO2 emissions per 100 MJ of heat based on energy consumption by calculating 1 kWh of
electricity as 3.60 MJ (860 kcal). As for Energy Consumption, 1 kWh of electricity is calculated as10.26 MJ (2,450 kcal) input base.

W Renewable Energy Consumption

Waste Reduction

M Industrial Waste/By-products with Value and Final Disposal (Japan)

(Unit: tons)
- Generation Recycling Final disposal

FY’00 FY’01 FY’'02 FY’00 FY’01 FY’02 FY’00 FY’01 FY’02
Metal 70,505 57,005 52,964 70,302 56,691 52,478 60 112 109
Plastics 22,284 21,923 23,241 14,315 17,717 19,125 3,064 1,237 1,046
Sludge 21,762 16,510 20,535 16,969 13,103 18,124 3,221 1,894 921
Acid 65,146 44,371 19,506 63,683 41,912 17,559 35 104 19
Paper 18,696 18,597 18,642 15,572 16,364 16,630 532 208 191
Alkali 8,161 11,721 14,840 7,545 7,200 10,684 79 52 18
Glass / Ceramics 8,845 7,821 7,535 7,482 7,389 6,817 898 338 210
Oil 6,936 5,841 5,966 5,504 4,987 5,314 107 78 79
Others 9,024 9,549 8,551 6,724 7,388 6,553 967 199 137
Total 231,359 193,338 171,780 208,096 172,751 153,284 8,963 4,222 2,730
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Facts & Figures

Chemical Substances

HRelease and Transfer of Chemical Substances (Japan) (Unit: tons)
» PRTR*? Release and transfer o » " "

SRS gL substances fotl Released into air|Released into water| Released into soil L';‘“Wﬁg{gi? Subtotal Sliminated Byt Consumed
Toluene Class 1 914.220 119.656 0.105 0.000 14.709 134.470 356.900 415.985 6.865
Xylene Class I 138.772 67.608 0.000 0.000 16.243 83.852 30.085 21.785 3.051
Hexafluoroethane, Perfluoroethane 50.903 36.231 0.000 0.000 0.000 36.231 1.382 0.000 13.290
Hydrogen fluoride and its water-soluble salt| Class I 217.216 1.459 11.253 0.000 14.985 27.698 19.581 169.010 0.928
Manganese and its compound Class I 8,420.847 0.062 0.090 0.000 19.117 19.269 0.005 245.200 8,156.374
Boron and its compound Class 1 48.510 2.892 1.288 0.000 14.310 18.491 0.420 10.754 18.845
Ethylbenzene Class 1 18.590 10.548 0.000 0.000 3.023 13.571 2.744 1.290 0.986
Copper water-soluble salt Class 1 521.380 0.000 0.009 0.000 11.452 11.462 0.000 411.597 98.321
Hydrogen chloride (gas) 11.265 10.373 0.000 0.000 0.115 10.488 0.768 0.000 0.009
Other brominated flame retardants 333.135 0.184 0.000 0.000 10.277 10.461 0.000 26.366 296.307
Dinitrogen monoxide 14.713 10.183 0.000 0.000 0.080 10.263 0.944 0.000 3.506
Lead and its compound Class 1 37,901.392 0.261 0.091 0.000 7.869 8.222 0.079 1,205.142 36,687.949
Tetrafluoromethane, Perfluoromethane 11.103 8.115 0.000 0.000 0.009 8.124 0.092 0.000 2.888
Antimony tetroxide Class I 234.344 3.810 0.001 0.000 3.362 7.173 0.048 29.170 197.952
Tetrahydromethylphthalic anhydride Class I 91.397 0.000 0.000 0.000 6.837 6.837 0.000 0.000 84.560
Bisphenol A type epoxy resin*’ Class I 128.725 1.581 0.000 0.000 4.091 5.672 0.000 0.151 122.903
Barium sulfate 76.575 0.000 0.000 0.000 5.114 5114 0.001 2.254 69.206
Formaldehyde Class I 12.684 1.010 0.257 0.000 3.414 4.681 1.224 0.002 6.777
Dichloropentafluoropropane Class 1 4.644 4.642 0.000 0.000 0.003 4.644 0.000 0.000 0.000
Ethylene glycol Class 1 973.406 1.094 0.059 0.000 3.363 4.515 0.000 485.774 483.116
Methylenebis (4,1-phenylene) diisocyanate Class II 1,798.283 0.091 0.000 0.000 4.068 4.158 0.000 0.000 1,794.124
Styrene Class 1 91.415 4.083 0.000 0.000 0.018 4.100 0.000 0.147 87.168
Sulfur hexafluoride 4.487 3.408 0.000 0.000 0.017 3.424 0.016 0.000 1.047
Tetrahydrofuran 4.801 3.205 0.000 0.000 0.054 3.259 0.000 0.185 1.357
Zinc oxide 492.896 0.001 0.017 0.000 3.134 3.151 0.004 51.298 438.443
1,1,1,2-tetrafluoroethane 97.382 1.710 0.000 0.000 1.205 2.915 0.238 1.034 93.195
2-aminoethanol Class I 20.396 0.605 0.014 0.000 2.006 2.625 17.448 0.298 0.025
Barium carbonate 19.848 0.000 0.000 0.000 2.561 2.561 0.000 0.434 16.853
Nickel compound Class I 985.471 0.060 0.013 0.000 2.419 2.492 0.013 515.369 467.597
Trifluoromethane 3.422 2.477 0.000 0.000 0.005 2.482 0.001 0.000 0.939
Bis (2-ethylhexyl) phthalate Class 1 38.785 0.259 0.000 0.000 2117 2.376 0.001 0.100 36.308
Chlorine 2.284 0.423 0.000 0.000 1.181 1.604 0.265 0.000 0.415
Arsenic and its compound Class 1 9.646 0.000 0.000 0.000 1.573 1.574 0.083 0.049 7.940
N,N-dimethylformamide Class 1 47.190 0.350 0.638 0.000 0.432 1.421 0.005 43.849 1.915
1,3,5-trimethylbenzene Class 1 3.050 0.848 0.000 0.000 0.513 1.361 0.833 0.000 0.856
Ethylene glycol monoethyl ether Class 1 1.497 1.268 0.000 0.000 0.008 1.276 0.000 0.172 0.049
1,1-dichloro-1-fluoroethane Class 1 42.243 1.031 0.000 0.000 0.103 1.133 0.000 0.307 40.803
Silver and its water-soluble compound Class I 56.907 0.000 0.001 0.000 1.029 1.029 0.772 14.295 40.810
Others (111 substance groups) 10,066.082 7.272 0.319 0.000 9.787 17.379 48.511 3,637.628 6,362.563
Total 63,909.906 306.801 14.155 0.000 170.603 491.557 482.463 7,289.644 55,646.240

Note: The table shows substance groups that are released and transferred
more than 1 ton.

Totals may not match the sum of individual items due to rounding.

*]  “Substance group” includes those listed in the Matsushita Electric Group
Chemical Substances Management Rank Guidelines (Version 2)
covering all substances listed in the Japanese PRTR Law.

*2  Substances designated by the Japanese PRTR (Pollutant Release and
Transfer Register) law

*3  “Transferred as waste” includes the mass of substances transferred as
waste, as well as wastewater discharge into the sewage system.

#4  “Eliminated” refers to the mass of substances that turned into other W Material Balance of Chemical Substances (Japan/Unit: tons)
substances through neutralization, decomposition, or chemical reaction

treatments. — - —

#5  “Recycled” includes paid recycling, as well as free and inverse onerous Total Eliminated Recycled Top figures: FY'02

contract. 63,910 482 7,290 Bottom figures: FY’01
753

*6  “Consumed” refers to the mass of substances which are contained in or
66,616 6,117

accompanying products shipped out of factories. 4
=7 Polymer of 4,4’-isopropylidenediphenol and 1-chloro-2,3-epoxypropane
1= Shipped as products
L 55,646
59,039

Transferred as waste
170
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Environmental Risk

Management

H Use of VOCs as Detergent

M Emissions of Hazardous Air Pollutants

M Use of In-house Incinerator

(tons, FY) (%, FY) (units, FY)
3,605 100.0 100 71
3 2 2 2
0 21 1.0 1.7 0
0 ‘91 92 '93 ‘94 ‘95 ’'96-'02 0 ‘96 97 98 99 00 01 02 0 97 ‘98 99 '00 01 '02
(Japan) (Japan) (Japan)
Shift to Green Distribution Environmentally Conscious
Products
M CO: Emissions from Import/Export (rough estimates) | ;ruduct_s wgich C%mpliy]( with the Law on
(tons) Export (Sea) . Export (Air) Import (Sea) Import (Air) romoting Green Purchasing
11,155 8,689 Refrigerator 16 Printer 9
Washing machine 1 Facsimile
1,524 Air conditioner 83 | Personal computer| 13
86,858 ‘ 13137 5006 875 991 v 25 || Paper (officeuse) | 1
3,464 40725 ‘ 3,688 672 ‘ 157 1,185 320 Lighting apparatus | 4 | Garbage disposer | 7
1,581 37,876 3,235 ‘51213 3,177 34 Photocopier 33 | Solar power generator| 1
0 L 118 J 1 4 414 *1 The number of models which comply with the Law on
Europe/Africa/ Asia China North America  Latin America Oceania Promoting Green Purchasing (Japan) as of October 2002
Middle East

Recycling of

The status of overall recycling conducted by Matsushita Electric Industrial Co., Ltd.
during April 1, 2002 to March 31, 2003 under the Japan’s Law for Recycling of

M Collected Materials by Product
. Iron

Copper

End-of-life Products

Specified Kinds of Home Appliances*

**Appliances subject to the law are air conditioners, TVs, refrigerators, and washing machines.

M Overview of Recycling for Specified Kinds of Home Appliances

(Numbers after the decimal point are truncated.)

Air conditioner Television Refrigerator Washing machine
Collected units at designated points (thousand units)*! 27 754 600 499
Treated units for recycling (thousand units)#!#2 270 751 598 497
Treated amount for recycling (tons)*? 12,318 21,158 36,421 15,018
Recycled amount (tons) 9,446 14,517 21,742 8,871
Recycling rate (%) 76 68 59 59

#1 “Collected units at designated points” and “Treated units for recycling” do not include wrongly delivered units whose responsible manufacturers are unknown.
#2 “Treated units for recycling” and “Treated amount for recycling” refer to the total number of units and total weight of specific household appliances that have

been treated for recycling in 2002.

M Total Amount of Materials Treated for Paid or Free Recycling to Be Reused

(Unit: tons) (Numbers after the decimal point are truncated.)

Air conditioner Television Refrigerator Washing machine
Iron 4,957 1,772 16,650 7,685
Copper 458 658 251 54
Aluminum 449 71 111 18
Nonferrous metal and iron mixture 3,429 77 3,874 827
Cathode ray tube glass — 11,384 — —
Other by-products with value*? 152 551 854 285
Total 9,445 14,513 21,740 8,868

*3 “Other by-products with value” refers to printed circuit boards and other plastics.

M Total Amount of Collected Refrigerants

(Unit: kg) (Numbers after the decimal point are truncated.)

Air conditioner Television

Refrigerator

Washing machine

Total

144,542 57,771

Aluminum

Nonferrous metal

and iron mixture

Other by-products

with value Cathode ray tube glass

48 48— — 16 (%)

%60

4522 ]—o05 °°

A 78.4
3.95”

17.8
9.3%‘] 0z 06

0.5
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Facts & Figures

Environmental Communication

M Publication History of the Sustainability Report M Participation in Exhibitions M Environmental Communication at Local Sites

_ _ e
Energy and Lifestyle Show Hiroshima | Jul. 2002
97 | 17,000 | 8,000 24 Feb. 1998
JCCI, Young Entrepreneurs Osaka | Nov. 2002
'98 | 10,000 | 10,000 | 28 | Mar. 1999 Group’s National Conference | 2Sk@ | NoV- Factory tour
99 | 18,000 | 5,000 40 | Sep. 1999 Inter BEE Chiba | Nov. 2002 456 18 ‘ 43 ‘ 107 ‘ 225
00 | 22,000 | 5,000 56 Sep. 2000 Pollutec 2002 Paris | Dec. 2002 Collaboration with local community
‘01 20,000 | 5,000 66 Sep. 2001 Eco-Products 2002 Tokyo | Dec. 2002 246 ‘ 18 ‘ 8 ‘ 44 ‘ 10
‘02 | 25,000 | 5,000 78 Jun. 2002 CES 2003 Las Vegas | Jan. 2003 Briefing for local residents
ENEX2003 Tokyo,Osaka | Feb. 2003 109 ‘ 3 ‘ ] ‘ 5 ‘ ;
Water EXPO Osaka | Mar. 2003
W Major External Awards (FY’'02) W Awards by Category (FY’02)
Environmental
A R Sustainability
Environmental Sustainability Management Management
Japan | Japan Industrial Journal, “Global Environment Award” | Grand Prize Matsushita Electric Group 9%
India | Environmental Agency of Andhra Pradesh éﬁ’\i:gr:ﬁ: ei)igle:\l/? :ﬁ:glg ment Indo National Ltd.
Japan | Green Purchasing Network, “Green Purchasing Award”| METI Minister’s Prize Matsushita Electric Group Total
X i . i X ISO 14001 Compliance Shenyang Matsushita 90 awards
China | Liaoning Environmental Protection Agency Model Company Award Storage Battery Co., Ltd. Environmental
S c Award Wi Matsushita Refricerat Communication
. ) ) . reen Company Awar uxi Matsushita Reftigeration 279
China | Wuxi Environmental Protection Agency for first half of the year 2002 | Compressor Co., Ltd. °
Taiwan| Environmental Protection Administration g:gfee cE::'ng:gmal M.:;fvl;';'goﬂel_%nc
Prevention of Global Warming .
EPA Matsushita Electri Protection of
, atsushita Electric the Environment
US. “Energy Star Partner of the Year Award” Partner of the Year Corporation of America
e D U-series Natural Fluid
METI Minister’s Prize (HC) Refrigerator
Energy Conservation Center, - o - o
Japan| “Grand Prize for Energy Conservation” ANRE Director-General’s Prize | Hybrid Air Purifier
Energy Conservation XE series Air Conditioners, =
Center Chairman’s Prize | HID Lamp “Panabeam H” Green PurChaS|ng
METI Minister’s Prize Panasonic AVC Networks Award
METI, “Factory E M t (Electricity Division) Company, Sendai Site .
Japan _ractory Energy Mlanagemen In November 2002, the Matsushita

Excellence Award”

ANRE Director-General’'s
Prize (Electricity Division)

Panasonic AVC Networks
Company, Tsuyama Site

Resource Conservation and Recycling

Electric Science Technology Promotion

Development of High-Efficiency Driving

Line and Design for Batteries

Note: The most prominent awards out of the 90 we won in 2002 are listed.
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Electric Group won the Minister of
Economy, Trade and Industry Prize

U.S. | EPA, “eCycling Program” Partner of the Year i
ycling Prog : Matsushita Electric at the 5th Green Purchasing sz-:lrd
US. |EPA, “WasteWise Program’ Electronics Challenge Corporation of America presented by the Green Purchasing
Partner of the Year . .
- = Network, Japan. The Prize was giv-
Environmental Communication

en for our commitment to enhancing

J Ministry of the Environment, Minister of Matsushita Electric Group . .
aPaN | «Environmental Reporting Award” the Environment Prize Eg‘gé?{'%%rgal Sustainability various environmental programs,
Japan | The Yomiuri Shimbun, “Yomiuri Advertising Awards”| Readers’ Grand Prize Newspaper Advertisement ‘4ECO Series” SUCh_aS the promgtlon of green pur-
Japan Dentsu Advertising Awards Screening Dentsu Advertising TV Commercial “Electric chasmg and environmentally con-
P Committee, “Dentsu Advertising Awards” | Grand Award Appliance Recycling” scious products.
Japan Regional Exchange Center and Nihon Keizai '\Eﬂg\‘,iiféirn‘]’;gt‘gl i’é‘\/’ié?t?sngﬂ‘érﬁrize Advertisement “Natural TG
Shimbun, “Contest of Environmental Advertisement Award, Poster Section Fluid (HC) Refrigerator
. Television and Advertising .
US. | The New York Festivals Gold WorldMedal TV Corr_lmermal
- — - — “Leave it to Wool”
UK. | Cannes International Advertising Festival |Finalist
Environmental Technology

Japan | Ohmsha Technology for Inverter Air-conditioners
P Avrd (OHM Technology Avard) | Dig% Pover Contl
Japan | Japan Packing Institute (JPI) Kinoshita Award Klrra gﬂct?elrﬁ%pgimiﬁ; System
Asia | Asia Packaging Federation (APF) Asia Star Award Development of New Packaging President Nakamura receives the prize from

Mr. Hideki Nakahara, Chairman of GPN.




Facts & Figures

Social Performance Data

Data Related to Social Issues

B Number of Employees by Region

China /
Northeast
Asia

11%

Europe
and Others
5%

Note: Victor Company of Japan Ltd. not included
(As of March 2003)

M Employment Rate for People with Disabilities
(%) Matsushita (FY)

Statutory employment rate
—e— Private sector average
1.94
1.88 1.91 1.90 1.91
1.80 1.80 1.80 1.80
1.60
1.48 1.49 1.49 1.49 1.49
00— 7 , , ;
98 99 00 01 02
(Japan)

M External Awards (FY’02)

Equal Employment Opportunity

Excellent Female Employee and Excellent

elaysia Employee Welfare Enterprise Award

Kyushu Matsushita Electric

Award for Excellence (Malaysia) Sdn. Bhd.

Health and Safety

Japan | Hyogo Labour Bureau Director’s Award for Excellence in Health

Panasonic AVC Networks Company,
IT Products Division, Kobe

Ministry of Manpower

Indoresia| - - 4 Transmigration

P.T. Matsushita
Gobel Battery Industry

Accident-Free Safe
Enterprise Award

Healthcare

Japan | Minister of Health, Labour and Welfare Award (For health promotion)

Matsushita Electric Industrial Co., Ltd.,

Tokyo Branch
Usabilit
Japan METI, Award for Exemplary Consumer | Minister of Economy, Matsushita Electric Industrial Co., Ltd.
P Focus Enterprise Activity Service Award | Trade and Industry Prize Masaharu Matsuoka, R&D Planning Office
Design

Japan | METI, Good Design Award

72 awards (40: Panasonic products,

Good Design Award 32: National products)

Universal Design Prize Seated body shower

2 awards

Long-seling Good Design Prize Turntable (record player), Microwave oven

W Work and Life Support Programs

(As of March 2003)

Child Care Leave

Applicable until the end of March after the child reaches 1 year old

Child Care Flextime

Applicable until the end of March after the child reaches
3 years old and for the child’s first year of elementary school

Family Care Leave

A total of 1 year during a period of 2 years

Family Care Flextime

A total of 1 year including family care leave

Nursing Care Leave

Maximum of 5 days for nursing children

Work and Life Support Program

* Work at home, 2 or 3 days/week, core-time, half-day work, etc.

« Child care: Applicable until the end of March after the child reaches
3 years old and for the child’s first year of elementary school

* Family care: A total of 1 year including family care leave

Information Disclosure on
the Web

Provide governmental and corporate information about work
and life support and information designed for managerial staff

Development of Chat Rooms on the Web

Share and solve work and child-care-related issues

Communication Tool for
Supervisors

Interview before/after taking leave,
information exchange report for staff on leave

Corporate Contract with
Nursery Agent

* Use child minding services and temporary child-care centers
* Support elementary school children

Contract with Home Care
Coupon Administration

* Dispatch home help or caregiver
* Apply to employees and their family

GRI Content Index

M Global Reporting Initiative (GRI) Sustainability

Reporting Guidelines

1 Vision and Strategy

1.1 1.2 3,4,94
2 Profile
21 22 23 24 26 28 1
2.9 70
2.10 94
2.1 2
2.12 89
2.13 1,2
2.14 1,4
2.18 55,56
2.19 5,6,64
2.20 2,53
2.22 2,94
3 Governance Structure and Management Systems
3.1 43,51,52
34 36 52
3.7 41,42,47,48
3.9 70,72
3.10 89
3.11 3.12 21-24,70,71,77
3.13 44,67
3.16 62,64
3.19 43,44,53,54
3.20 53,83,84
4 GRI Content Index
4.1 90
5 Performance Indicators
Integrated Indicators 5,6
Economic Performance Indicators
Customers EC1 EC2 44
Public Sector EC10 79,80
Environmental Performance Indicators (57,58)
Materials EN1 EN2 57,58
Energy EN3 EN4 57,58,86
EN17 86
Water EN5 EN21| 57,58,61,85
Emissions, Effluents, and Waste EN8 59,60,85,86
EN10 85,88
EN11 61,85,86
EN30 57,58
Products and Services EN14 65,66
EN15 69,88
Compliance EN16 53
Suppliers EN33 62
Transport EN34 63
Overall EN35 55,56
Social Performance Indicators
Employment LA1 LA12 90
Health and Safety LA5 74
Training and Education LA16  LA17 73
Diversity and Opportunity LA10  LA11 73
Strategy and Management HR1 42
Non-discrimination HR4 42
Disciplinary Practices HR9  HR10 42
Community SO1 79,80
S04 89,90
Customer Health and Safety PR1 75
PR6 30,34,89
Products and Services PR8 77
Respect for Privacy PR3 42
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Third Party Comments

Sustainability Analysis by The Natural Step

The Swedish Sustainability Organization The Natural Step has provided a sustainability analysis in Matsushita’s last two envir-
onmental reports. Since then, Matsushita has received comments from many people on this. Among the comments we heard
were “Very interesting,” “This is rather different from the reality of the situation” and “This is just too difficult to understand.” In this
section, we would like to explain how we use these comments and the sustainability analysis to try to explain Matsushita’s think-
ing more clearly.

Q What is a sustainability analysis? How is it different from a third party verification?

Whereas the purpose of a third party verification is to assure the reliability of disclosed information, a sus-
tainability analysis is a process of verifying whether the principles of Matsushita’s environmental initia-
tives, its specific measures taken, and the products created as a result are consistent with the goal of creat-
ing a sustainable society.

Q Why did Matsushita partner with The Natural Step?

Matsushita chose The Natural Step as its partner because The Natural Step clearly lays out the conditions
necessary for achieving a sustainable society and is very positive about creating social change through cor-
porate activity. Additionally, the act of analysis has taught us much about environmental policy in northern
Europe, one of the most environmentally progressive parts of the world. Complementing this knowledge
with Matsushita’s ideas and technology has potentially huge benefits for developing new strategies.

Q Why dose Matsushita disclose the contents of the analysis?

Matsushita feels it is important to share with every member of society the issue of what industry, citizens,
and government should be doing to achieve a sustainable society. As a public entity, Matsushita believes in
doing business for the benefit of society. This means doing business with society’s support and providing
products and services in return. It is extremely important, therefore, that we disclose our ideas and actions
as well as assessments of our efforts to the broader world. We feel that disclosure is our responsibility. We
want our initiatives to be meaningful to our stakeholders.

Q What specific process dose Matsushita use for the analysis?

» Matsushita has performed analyses for the past two years. The first time, in FY’01, the analysis focused on
company environmental initiatives in general, while the analysis for FY’02 examined products representative of
Matsushita, namely TVs and refrigerators. In each case, the results were included in our Environmental Sus-

1. Determining what tainability Report.
to verify * Results from the survey included in the Environmental Sustainability Report 2002 indicated that readers have a
strong interest in the recycling of home appliances.

* Reflecting this interest, we decided to subject the home appliances recycling plant Matsushita Eco Technology
Center (METEC) to analysis.

* Matsushita received a recycling plant questionnaire from The Natural Step.

2. Writing EHBES « At this point, it was important that the officials from units writing our answers really understood The Natural Step’s
(concept sharing) way of thinking. Together they shared ‘Backcasting from the Four System Conditions for a Sustainable Society”*!
and applied this way of thinking to Matsushita’s efforts when answering.
W

* Matsushita’s response was confirmed through interviews with responsible unit officials, site observations, and
monitoring of information released to the outside world.
Ramg T

3. Confirming basis
of logic, visiting
sites

The Natural Step Japan’s Sachiko Takami observes at METEC in February 2003.

¢ At The Natural Step’s Sweden headquarters, Dr. Karl-Henrik Robért performs the analysis based on Matsushita’s
response, its communications to the outside world and site observations.
4. Analyzing * A “pbackcasting” analysis technique is used, in which one looks back on present efforts from some point at which a
sustainable society has been achieved i.e. when the Four System Conditions are complied with. This technique
gives a longer-term, more substantial third party view.
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Hidetsugu Otsuru April 2, 2003
Managing Director, Member of the Board

Matsushita Electric Industrial Co., Ltd. the NATORAL)STEP

Sustainability Analysis Report of Recycling Plant
Matsushita Eco Technology Center

[Outline] The Natural Step has analyzed the operations of the recycling plant Matsushita Eco Technology Center (METEC) in
terms of sustainability. The analysis consists of three parts, each performed in accordance with The Natural Step frame-
work: analysis of human needs, analysis of major products and processes, and analysis of applications of products and
processes in society.

[Analysis]

1. Vision for the Future

METEC has a vision based on the sustainability concept and has set
corresponding goals. The fundamental needs for satisfying the Four
System Conditions may be defined as follows.

1) Recovery rates of products and substances must be increased and
these recovered materials must have the same functionality as new
materials in new products when they are used.

2) All waste must be recycled and as little waste as possible must be
created, i.e. even recycling itself must be minimized as far as possi-
ble.

3) Heavy metals and persistent substances that are foreign to nature
posing high risks of pollution must be banned from applications
other than circulating technical systems that are limited to the in-
dustry.

4) METEC should play the role of educating society in general, which
includes ordinary citizens, materials suppliers, and governments.

. Putting Words into Action

METEC has already made concrete changes putting it on the road to

sustainability.

1) Employee health and safety
METEC has policies and specific measures in place concerning
employee health and safety and is making sufficient efforts in this
area.

2) Banning of hazardous substances
METEC is systematically removing substances that should be re-
moved as far back as the production stage. It also publicly discloses
its timeframes for doing so. Substances included in this effort are
heavy metals like lead, cadmium and hexavalent chromium as well
as CFCs used in refrigerators.

3) Recycling R&D
METEC has a conscientious and systematic approach to designing
products so that they are recyclable and certain substances are re-
moved. Specifically, METEC has established an R&D department.

4) Recycling technology and results
Following its “from products to products” concept, METEC develops
leading-edge recycling technology and is already producing recy-
cled metal and plastic materials with weight and functionality equiv-
alent to virgin materials.

5) A social basis for recovering products
With the cooperation of retail stores around Japan, METEC is es-
tablishing efficient and convenient ways of transferring materials
with social systems for recovering products.

6) Other-company products
METEC is recycling not only Matsushita’s products but also those
from competing companies.

7) Talking to the public
METEC is actively appealing to the public with plant tours and infor-
mation provision over the Internet and has had excellent results.
Plant visitors to date number more than 18,000 people and have in-
cluded government and industry officials, school groups, and visits
from Europe, China and other nations.

8) Relationship with the local community
METEC has established an environmental conservation council
with the local community, and this council is actively discussing the
surrounding environment (noise, pollution, traffic, etc.).

3. Honesty Regarding Remaining Issues

METEC demonstrates honesty in regard to remaining issues in order
to put its sustainability convictions into action. Issues that cannot be
resolved with current strategies are listed below.

1) Labor conditions
There is always room for improvement, and continuous efforts are
needed. Generally, people tend to work with a positive attitude
when they are in a new workplace. It is important to further clarify
issues needing improvement.

2) Product recovery rates and costs

METEC does not currently identify its product recovery rate. Prob-
ably this is because there are no targets for these under Japan’s
Law for Recycling of Specified Kinds of Home Appliances, but for
society as a whole to be sustainable it is important that a large ratio
of end-of-life products be recovered from the market. As a long-
term strategy, Matsushita should take steps to increase product re-
covery rates, such as by including the recycling fee within the prod-
uct price.

3) Recovering high-purity resources
There is room for further improvement in the technology for recover-
ing high-purity materials from products. If the ultimate goal is to re-
cover 100% of materials, then there must still be a 10% improve-
ment in iron, 30% in mixed metal fractions like copper and alumi-
num, and 50% in plastic.

4) Communicating with suppliers

Matsushita should better clarify its policies on working with material

suppliers in relation to its mid- and long-term targets. Each firm has

responsibility for its business activities of the entire supply chain.

Suppliers work in the upstream portion of the supply chain, includ-

ing their extraction of virgin materials, transportation, design, which

has an impact on sustainability. If one can affect this portion of the
chain, it can greatly contribute to the sustainable development of
society in general. For example:

* The environmental and social burden from mining ore is a serious prob-
lem. This is a problem that the wealthy developed countries force onto
developing countries by the act of importing ores. Matsushita should
promote dialogue to solve this problem and take action against the so-
cial cost.

* As energy sources used in factories and for transportation, oil and nu-
clear power are contrary to “the system conditions™*!.

* Matsushita needs to make strenuous efforts to eliminate the use of cer-
tain scarce substances and persistent chemicals that are foreign to na-
ture.

5) Communicating with customers

Communicating with customers on the subject of Matsushita’s mid-

and long-term targets is critical to appealing to the public and ach-

ieving long-term economic change.

6) Communicating with government agencies
Japan'’s Law for Recycling of Specified Kinds of Home Appliances
sets product recycling rates, but it does not establish standards for
the purity of resources recovered. Would it .
be to METEC’s disadvantage in terms of
competitiveness if it were able to recover
highly pure resources? This point should be
clarified.

] The Natural Step Framework In & sustainable society, nature is not subject to systematically increasing:
The Four System Conditions 1) concentrations of substances extracted from the earth’s crust;
2) concentrations of substances produced by society;
3) degradation by physical means through overharvesting, introductions
and other forms of modification;
and, in that society
4) human needs are met in our society and worldwide.

URL The Natural Step
www.naturalstep.org/

Matsushita Electric Group Sustainability Report 2003 92

daig [einieN 8yl Aq sisAjeuy Aljiqeureisng @ sjuswwo) Aped paiyl



Third Party Comments

Q How is Matsushita addressing The Natural Step’s concerns?

* Matsushita takes The Natural Step’s concerns very sincerely. We wish to address these concerns one-step at a time.

* Regarding the improvement of the work environment, we will continue our efforts following the slogan “Build factories
where we show all and all can be seen.”

* Matsushita is striving to increase the purity of resources recovered. We are, for example, developing washing technology
that will allow us to recover plastic in a purer state. Also, we are developing technology that detects and separates materi-
als by color. Our ultimate goal is to achieve superior recycling that completes the “from products to products” loop.

* Matsushita’s policy on materials suppliers is to get them to eliminate hazardous substances from their products (p. 62).
Matsushita will work globally to remove substances targeted by the European Union’s RoHS Directive (p. 49) and strive
for supplier understanding of this policy.

* To increase product recovery rates, Matsushita is working to educate users to dispose of products properly and is dis-
couraging illegal dumping.

Have Matsushita made use of the results of the previous analysis?
What efforts is Matsushita making with these?

In FY’02, The Natural Step performed a product sustainability analysis on refrigerators and TVs. The results were presen-
ted to our Environmental Officers as feedback and included in our Environmental Sustainability Report. Subsequently
Matsushita held an in-house seminar on the analysis to share the content with many of our engineering staff. Matsushita is
actively using advertising and environmental labels (pp. 70-71) to promote eco-friendly products to consumers.

About 120 engineers take part in an “eco-design seminar” in July 2002. They
listen to a detailed sustainability analysis report, offer ideas, and ask questions.

A display booth at an in-house forum in
October 2002 explains the sustainability
analysis.

(IITLY The Third Environmental Stakeholders Meeting U

2002 p. 23

Panasonic Center

An integrated information hub of the
Matsushita Electric Group, the Pana-
sonic Center has two core missions:
“Realizing a Ubiquitous Network Soci-
ety” and “Coexistence with the Global
Environment.” The center includes dis-
plays on Matsushita’s environmental
initiatives and hosts “eco tours” (by res-
ervation) at working environmental fa-
cilities.
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N’s Eco Project

national.jp/eco/ (Japanese only)

“Kazekamome” lighting
system powered by wind
and sun

Ll

-

The Green Products Corner in-
troduces the latest eco-friendly
products.

M Information

Hours: 10:00 AM — 6:00 PM
(closed Mondays but open on Mon-
days that are national holidays or
make-up holidays)

More information:
Panasonic Center
2-5-18 Ariake, Koto-ku, Tokyo
TEL: +81-3-3599-2500

www.panasonic-center.com/en/
URL main.html

This center contains
300 examples of
leading-edge prod-
ucts and technolo-
gies, including envir- | =
onmental initiatives

and digital networks. F’ R |

(V]S {H matsushita.co.jp/exhib/eng/index2.html

Matsushita Electric House of History

This facility presents
the life, ideas, and
personality of the a
founder Konosuke
Matsushita.

(VIS {1 matsushita.co.jp/rekishikan/en/



Publication Notes

Hidetsugu Otsuru

Managing Director,
Member of the Board
Matsushita Electric Industrial Co., Ltd.

Matsushita’s vision for the start of the 21st century can best be summed up as “Realizing a
Ubiquitous Network Society” and “Coexistence with the Global Environment.” This centu-
ry, we understand that a corporation cannot exist unless it coexists with the environment.
Contributing to this coexistence through our business activities and achieving this sustain-
able society are among a company’s most critical missions.

In October 2002, I had the fortune to talk with Dr. Norman Myers at our Environmental
Forum. Dr. Myers’ guiding principle is that companies have to work harder on behalf of a
three-part bottom line: the financial bottom line of course, and also the environmental and
social bottom lines, aiming to develop into Gaia companies that can learn a lot from Earth
working as a living super organism. Moreover, he mentioned that Matsushita is already
headed in this direction; it just needs to pick up the pace.

The guiding policy of Matsushita’s FY’03 environmental initiatives is to make “Each of Us
Acting with the Spirit of a Founder — practice environmental sustainablility management
at the global level to establish an ‘environment-based enterprise.”” Matsushita believes in
further strengthening its efforts for its three-part bottom line around the globe. This idea is
the basis for our decision to include more economical and social information in the old En-
vironmental Sustainability Report and change its name to the more encompassing expres-
sion “Sustainability Report,” beginning this year. We hope this report will inspire our stake-
holders to share their comments with us. Matsushita accepts the challenge of transforming
itself and achieving a sustainable society.

Dr. Norman Myers of England converses with
Hidetsugu Otsuru, Managing Director (center) and
Sukeichi Miki, Special Technology Advisor.

Contacts concerning this report

Matsushita Electric Industrial Co., Ltd.
Corporate Environmental Affairs Division

1006 Kadoma, Kadoma City,

Osaka 571-8501, Japan

TEL: +81-6-6908-1243

FAX: +81-6-6909-1163

E-mail: pex00131@pas.mei.co.jp

URL: http://matsushita.co.jp/environment/en/

Matsushita Electric Corporation of America
Corporate Environmental Department
One Panasonic Way

Afterword

Matsushita believes that for a corporate re-
port to be credible to its readers, the report
must clear certain hurdles in order to offer
definite values to society. This year's Sus-
tainability Report includes the new High-
lights 2002 section as a means of providing
these values. This section was designed to
make Matsushita’s corporate vision more
realistic and put the spotlight on the ideas
and actions of its employees. Every theme it
addresses presents the story of another
struggle, another sign of the transformation
we are undergoing to achieve sustainability.
Matsushita hopes to receive your com-
ments and constructive criticisms in order to
help us create reports that will adequately

Matsushita Electric Europe (Headquarters) Ltd.
Frankfurt Office

Environmental Affairs, Europe

Hagenauer Strasse 43

D- 65203 Wiesbaden-Biebrich,

Germany

TEL: +49-611-235-209

FAX: +49-611-235-292

E-mail: environment@ panasonic-europe.com
URL:  http://www.panasonic-europe.com/

WTEREE (hE) BRAF
HRRIPESR
PEALRTHEAX S FRAS

Secaucus, NJ 07094 USA
TEL: +1-201-271-3486
FAX: +1-201-348-7686

URL:  http://www.panasonic.com/environment/

MFAECE7E iR 1100026

TEL: +86-10-65832153

FAX: +86-10-65832450

E-mail: pan74588 @ pas.mei.co.jp

Jingzhong.cai@cmc.panasonic.com.cn
(Chinese only)

URL:  http://www.panasonic.com.cn/

convey the social vision Matsushita seeks
to achieve.

Published by Nobuo Sonoda, Director, Corporate
Environmental Affairs Division

Published August 2003

(Next publication August 2004)

Produced with the cooperation of Cre-en Co., Ltd. O
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Satsuma Kiriko, a cut crystal from Kagoshima
on the main southern island of Kyushu, Ja-
pan, is renowned for its unsurpassed trans-
parency. Clear glass is covered with colored
glass and cut at a slight angle that brings out
unusual gradations of color. The bokashi col-
or gradation technique is unique to Satsuma
Kiriko and imparts a soft, warm feeling that is
unusual for glass.

Behind this gemlike art form lie the tenacious
efforts of skilled craftsmen. Created and
developed by Nariakira Shimadzu, the 28th
lord of the Satsuma domain in the last days
of the Edo Period, Satsuma Kiriko’s reputa-
tion as an example of a fine cutting technique
became established far and wide. The factory
producing it was destroyed after only a few
years, however, during an armed conflict with
the British in 1863.

Over a century later in 1985, the time was
ripe to restore the craft based on the few
remaining pieces and references in docu-
ments. A process of trial and error by crafts-
men led to the “restored Satsuma Kiriko” with
all the once-lost skill now recovered. In 2001,
an even more advanced form emerged using
two different colors of glass.

The craftsmen’s spirit has always been in
demand and always will be.

This report is printed on 100% post-consumer paper, with 85%

whiteness for the cover and features section and 70% for the ‘

main report. Vegetable soy ink is used to conserve oil resources PNSree{“ - RS P RINTEDIWITH =
and reduce air-polluting volatile organic compounds. This report Ntaoriae: gvf,g’h';’;n‘gigee" EZI SOY INK e
was printed at an ISO 14001-certified plant. . EHRY-ER | printing services e
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Sustainability Report 2003

Thank you for reading
the Sustainability Report.
We look forward to
receiving your opinions.

We have tried to inform you about our
environmental philosophy and activities in the
Sustainability Report 2003 in an easy-to-
understand format, but we know that there is
always room for improvement. Your kind
advice is an important asset for us to review
our environmental activities and reporting.
Please take the time to write down your
opinions, impressions, or comments on the
back of this form and send it to the address
below.

August 2003

Communication Sheet

Corporate Environmental Affairs Division
Matsushita Electric Industrial Co., Ltd.

1006, Kadoma, Kadoma City, Osaka 571-8501
Japan

Tel: +81-6-6908-1243

e-mail: pex00131@pas.mei.co.jp

FAX: +81-6-6909-1163

Communication Sheet is also available on our website.

http://matsushita.co.jp/environment/2003e/



Communication Sheet To: Corporate Environmental Affairs Division (FAX: +81-6-6909-1163)
®What do you think about this Report?

Understandability Number of pages you looked at
Excellent Average Poor Ten or fewer About half About all
(] (] (] (] (] (] (] (] (] (]

®Which article(s) interested or impressed you?

[ICorporate Profile, Editorial Policy [JAsia and Oceania [IShift to Green Distribution
[JAiming for Coexistence with the Global Environment [IChina and Northeast Asia [_JEnvironmentally Conscious Product Design
[JAchieving a “New Prosperity” Economic Performance LJEnvironmental Risk Management
Highlights 2002 [ICorporate Ethics and Compliance [JRecycling of End-of-life Products
[LJAccomplish the Lead-Free Soldering Project [ICorporate Governance and Finance [JEnvironmental Communication
[[IMatsushita Eco Technology Center [IResearch and Development Social Responsibility
LIFuel Cell Cogeneration Systems LIEnvironment Solution Business  [JRelationship with Employees
[Light and Trust Service Environmental Sustainability [IRelationship with Customers
[JAchieve Zero Waste Emissions [[IBasic Policy for the Environment [JRelationship with Society and Communities
[llmprove Management Quality [ITarget and Performance Third Party Comments
[IThe Second Environmental Stakeholders Meeting [ JEnvironmental Sustainabilty Management and Promotion System ~ [1Susstainability Analysis by The Natural Step
[IThe Third Environmental Stakeholders Meeting [JEnvironmental Education and Awareness-aising ~ * = e e e sececcececcecocccaocccaann
[lLove the Earth Citizens’ Campaign LJEnvironmental Accounting LlFacts & Figures
Global highlights [IProduct Life Cycle and Environmental Impact  [JPublication Notes
[ JAmericas [JInput to and Output from Production Activities  [_JFront cover / Back cover
[IEurope [IMaterial Procurement

®Please feel free to comment or make suggestions on this report.
N N

About contents on which you need more information. About the best way to express carbon dioxide emissions
(used as an indicator of global warming)? (See p.24)

About specific issues to be covered besides the environment you
think should be covered.

\ AN %

®Which of the following best describes you?
[ IConsumer [JBusiness partner  [JShareholder/Investor [JEnvironmental officer of a company/organization
LJEnvironmental NPO [JResearch/Education organization [IStudent [IMass media [JGovernment agency
[IResident near a Matsushita facility [LIMatsushita Electric Group employee or family member

®The following information is optional.

Name Sex Age

[ [Female [ IMale

Address TEL FAX
[JHome
[JOffice
Occupation (Company or School Name) e-mail address
@
How often have you read the Matsushita Electric Group’s Sustainability Report? [ JFirst time [JAt least once before DEvery year

Would you like to receive next year's report?

[lYes [INo

Thank you for your cooperation.
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