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Increasing Female Sales Staff

Having a sales staff that more closely reflects the diversity of our customer base is
a top priority. In Nissan showrooms throughout Japan, for example, we are
stepping up efforts to increase the ratio of female sales staffers. Technical
advisors in our service department are also trained to carefully respond to
customer comments and needs, and we are increasing the ratio of our female
technical employees as well through training programs. We are working
continuously to make our showrooms more inviting and responsive to the needs of
our customers.

Showrooms Designed for a Diverse Customer Base

Nissan showrooms increasingly reflect the growing diversity of our customer base.
Special Nissan Life Care Vehicles designed for the disabled and elderly are now
making their appearance, along with commercial vehicle Pro Shops offering a
number of customizing options for light commercial trucks. These developments
are making Nissan more responsive to the varied needs of our customers. All of
Nissan’s dealerships throughout Japan also operate under our original
environmental management certification system, branded as the Nissan Green
Shop. Based on ISO 14001, Nissan Green Shop is an annual audit that ensures
we are in full compliance with all environmental laws, minimizing our environmental
impact, and that we engage our customers to share in our green efforts.

Customer POV—The Nissan Approach to Service

The customer’s perspective forms the foundation of Nissan’s
sales and service philosophy. Customers are always treated
as individuals deserving of the most informative sales
presentations and the fastest, most professional after-sales
service. This is clearly outlined in detail in the Nissan Sales
and Service Way (NSSW), a comprehensive approach to
upgrading the quality of our sales and service operations.
Through a variety of activities, we work to exceed customer
expectations, create attractive showrooms, establish Nissan
as a trusted brand, and improve customer satisfaction.

Managing CO2 Emissions: Curbing the Global Warming Effect

Global warming is caused by the release of CO2 into the atmosphere, therefore, it
is important for us to find solutions that can help reduce global emissions. Nissan’s
high-efficiency engines and continuously variable transmissions (CVT) are
extremely efficient to reduce CO2 emissions while simultaneously improving fuel
efficiency. We are also researching fuel cell vehicles and various other
environmentally favorable approaches. At Nissan factories and dealerships, we are
pursuing energy-saving activities using natural energy sources. In addition, we are
switching to ship and rail transport as more fuel-efficient alternatives to shipping
by truck. These and other shifts in the way we operate our business contribute to
significant reductions in our own overall CO2 output.

Protecting the Air, Water and Soil

Nissan was an early proponent of setting strict targets to help clean up exhaust
emissions, and we design and manufacture some of the cleanest-operating cars in
the world. In Japan, over 95 percent*1 of Nissan cars sold carry the U-LEV*2 or SU-
LEV*3 designation. In the manufacturing process, our painting line at the Kyushu
plant in Japan had switched to a water-based paint coating system that reduces
volatile organic compounds (VOCs) by 42 percent. Through many different
approaches, Nissan is working to minimize its footprint on the environment.
*1: As of September 2006
*2: Denotes exhaust levels reduced to 50 percent from the standard levels for 2005
*3: Denotes exhaust levels reduced to 25 percent from the standard levels for 2005

Recycling of Resources

All Nissan products are designed for easy recycling to the maximum extent
possible, effectively promoting the reuse of natural resources. In January 2005, an
automobile recycling law went into effect in Japan that called for an effective
automobile-recycling rate of 95 percent by 2015. Nissan plans to achieve this
level five years ahead of target by 2010, and intends to extend such recycling
practices at a global level.

Debuting Worldwide—The Infiniti Brand

Since its U.S. debut in 1989, Nissan’s Infiniti luxury brand has been introduced in a
growing number of countries worldwide. Currently, Infiniti models are available in
Canada, South Korea, Taiwan, and the Middle East, where they are recognized for
their sophisticated design and high performance. The Infiniti brand is scheduled to
make its first appearance in China, Russia, the Ukraine and Western Europe in the
near future, where Infiniti is expected to become a strong competitor within the
Tier 1 luxury brand segment.
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Our Environmental Theme: Achieving a Symbiosis of People, Vehicles and Nature

This is Nissan’s philosophy concerning the environment, and to
realize it, we have taken a comprehensive look at the lifecycles of
the cars we produce and how our operations can be in
synchronized harmony with the environment and its conservation.
In determining our mid-term operation plans we are placing more
importance on issues such as managing CO2 emissions;
protecting the air, water and soil; and recycling resources.
Customers are asking for more environmental-friendly vehicles,
and we are doing our share to promote them in line with our
efforts to create a society of “sustainable mobility.”

Environmental Initiatives

We plan to raise the ratio of female sales staff to 10 percent in

our showrooms throughout Japan by the end of 2007

Specially trained Life Care Vehicle sales staffers assist

customers at a dealership in Japan 

One of several Infiniti showrooms in South Korea

The 2005 Nissan X-Trail FCV

The March SU-LEV

Major recyclable components in the Note model

Polypropylene (PP) Parts

Polypropylene Bumpers Thermoplastic Parts

Reusable Parts


	Sales and Marketing

