
Mazda has been implementing the initiatives of the Structural 

Reform Plan, which was announced in February 2012, to over-

come an adverse external environment and set a steady 

course for future growth. Business innovation through 

SKYACTIV has proven successful, with a steady pace of growth 

in sales and profit since 2012. Nevertheless, we believe there 

is still room for improvement in each of the key areas.

 With this in mind, Structural Reform Stage 2, the new mid-

term plan that will cover the three-year period beginning with 

the March 2017 fiscal year, is intended to take the initiatives of 

the Structural Reform Plan to the next stage, to maintain 

steady growth in unit sales and achieve “qualitative growth” 

through improved business efficiency in each of the areas of 

products, sales, production, and finance, to fully enhance our 

brand value. Specifically, we will continue to evolve SKYACTIV 

products and introduce new models to maintain volume 

growth, while strengthening our business base in areas includ-

ing brand value, our sales network, and global production 

efficiency. In addition, we will implement global integrated 

planning that encompasses development, manufacturing, and 

sourcing to achieve optimal common architectures, and we 

will develop and begin introducing even more efficient and 

higher-performance SKYACTIV GEN2 (Generation 2) models. 

We will also build a firm financial base, which will lead to an 

improved dividend payout.

 This special feature outlines the main initiatives under 

Structural Reform Stage 2.

Structural Reform Stage 2
Aiming	for	qualitative	growth	and	brand	value	improvement
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Structural	Reform	Plan
(2013–2016)

Change of business structure  
by structural reforms

Further sustainable 
growth

Qualitative growth /  
Brand value improvement

Structural Reform Stage 2
(2017–2019)

Next	Mid-term	Plan
(2020–)

Product	and	R&D •  Continuous evolution of SKYACTIV products

•  Develop and introduce GEN2 models

•  Full-scale  
introduction of  
GEN2 models

•  Enhance electric drive system

Brand	and	Sales •  Start right-price sales, volume growth 
and brand value improvement

•  Drive reforms at sales frontline to ensure 
penetration of sales strategy

•  Volume growth by significant 
product enhancement

Global	production •  Reinforce production capacity in Mexico, 
Thailand, Russia, Malaysia, etc.

•  Support sales growth by maximizing  
plant utilization

•  Expand production capacity 
for quantitative growth

Strengthen	
	financial	structure

•  Shift to profitable earnings structure 
even under strong-yen environment

•  Recover financial base and resume 
dividends

•  Establish strong financial structure

•  Raise dividend payout ratio

•  Improve both growth and profit

•  Improve capital efficiency and 
ROE

GEN1
GEN2

■ Sales volume    ■ Revenue     Operating income ratio

Notes:
1.  GEN1 = SKYACTIV Generation 1; GEN2 = SKYACTIV Generation 2
2.  Decisions for further growth under the next mid-term plan (from the March 2020 fiscal year) that will follow Structural Reform Stage 2 will be made during the period covered by 

Structural Reform Stage 2, based on changes in the business environment.

(Years ended March 31)
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  Introduce five models—four new models and one deriva-

tive model—that offer driving pleasure and outstanding 

environmental and safety performance

  Realize optimal common architecture through global 

integrated planning that encompasses development, 

manufacturing, and sourcing

Since launching the Mazda CX-5 in 2012, we have been expand-

ing our lineup of SKYACTIV products, and going forward  

we will pursue continuous evolution in SKYACTIV products 

through coherent technological advancements and evolution 

of KODO design. 

 For example, in January 2015 we began rolling out updated 

versions of the Mazda6 (Japanese name: Mazda Atenza) and 

CX-5. In addition to updated interior and exterior designs and 

enhanced driving performance, these models incorporate our  

latest advanced technologies, such as Mazda Connect and new 

safety features. We will add these features as appropriate to 

other models as well, to always provide customers with the 

most up-to-date design, technology, and features.

 Moreover, during the period covered by Structural Reform 

Stage 2, we plan to introduce five models—four new models and 

one derivative model—that deliver driving pleasure and out-

standing environmental and safety performance. Our aim is to 

achieve steady growth in sales volume through the continuous 

evolution of SKYACTIV products and new model launches.

 We will also pursue technological development for next-

generation products with an emphasis on the environment 

and safety, including compliance with increasingly strict envi-

ronmental regulations around the world.

 In terms of environmental technologies, we anticipate that 

for the time being, most automobiles will continue to be pow-

ered by internal-combustion engines, including hybrids. Mazda 

has made significant strides in improving internal-combustion 

engines to date and going forward we will work to make fur-

ther advances in internal-combustion engines by realizing 

ultimate combustion technology. We will also aim for major 

improvements in fuel efficiency by adding electric devices.

 The average fuel economy of Mazda cars being sold in 2015 

on a global basis approximately 30% higher than the figure for 

2008, and we plan to raise this margin of improvement to 

50% by 2020.

 With regard to safety technologies, we are conducting 

research and development based on the concept of Mazda 

Proactive Safety, which provides person- and driver-focused 

safety and security. We will pursue steady advances in such 

technologies as next-generation Human Machine Interface 

(HMI) and i-ACTIVSENSE, Mazda’s most advanced safety tech-

nology, which uses detection devices.

  Reinforce sales with a full lineup of SKYACTIV products

  Drive reforms at the sales frontline to instill sales 

strategy that enhances brand value

Mazda is successively rolling out SKYACTIV-equipped models in 

segments including SUVs, sports cars, mid-size sedans, hatch-

backs, and compact cars. Our plan is for at least 85% of cars 

sold in the March 2016 fiscal year to be SKYACTIV-equipped 

models, and we intend to leverage this full lineup of SKYACTIV 

products to strengthen sales.

 We will continue to make advances in SKYACTIV products 

and always feature models that incorporate the latest designs 

and technologies in showrooms, offering Mazda vehicles that 

meet increasingly diversified customer needs. Given the strong 

sales of models such as the CX-5 and Mazda CX-3, we will 

increase our focus on crossover-type models going forward, as 

we expect demand in this segment to continue to grow globally.
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2008 2015 2020

Drastically improve fuel 
economy by combining ultimate 
combustion and electrification 
technology

Plan to raise average 
fuel economy globally

Approx.

30%

Plan to raise average 
fuel economy globally

Approx.

50%

GEN1

GEN2

Product and R&D

Strengthening Global 
Sales and Networks

•	More	refined	design	expression

•	Dynamic	performance	with	enhanced	quality	and	comfort

•	Significantly	improved	interior	design	and	quality	feel

•	Latest	features

Mazda Connect Adaptive LED 
headlight

Electric parking 
brake

Updated	Mazda6	and	CX-5	 Improving	the	Fuel	Economy	of	Mazda	Vehicles	50%	by	2020	(vs.	2008)
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 Mazda will further strengthen sales by emphasizing the  

cutting-edge technological performance of systems such as our 

i-ACTIVSENSE advanced safety technologies and i-ACTIV AWD 

new-generation all-wheel-drive system.

 The global rollout of our right-price sales policy is produc-

ing results. By fully conveying our product and brand value to 

customers and selling without relying on incentives, we intend 

to raise transaction prices and improve residual value.

 Our brand campaign features the slogans “Be a driver”  

in Japan and “Driving Matters” in the United States. We will 

continue to reinforce our communications strategy through 

promotional activities that emphasize the appeal of Mazda’s 

brand value.

 Moreover, we are creating new-generation showrooms and 

renovating showrooms globally to express the Mazda brand. 

By putting the attractiveness of Mazda cars on full display, we 

convey and allow customers to experience first-hand the 

appeal of the Mazda brand.

 We are also pursuing reforms at the sales frontline through 

enhanced customer service and by focusing on ways to 

improve customers’ brand experience, with the aim of further 

increasing brand value.

   Accelerate cost improvements through global deploy-

ment of Monotsukuri Innovation 

  Pursue maximum production efficiency and full capacity 

utilization at major production sites to support growth 

To date, Monotsukuri Innovation has yielded significant results 

at our domestic production sites (our “mother plants”), and 

going forward we will expand this to include overseas produc-

tion sites and our supply chain to achieve high-quality, highly 

efficient, and flexible production and improve the cost struc-

ture on a global basis.

 To support our sales plan of 1.65 million units in the March 

2019 fiscal year, we intend to increase production 11% com-

pared with the March 2016 fiscal year. We intend to meet future 

growth in sales volume by increasing overseas production 

while maintaining high utilization levels at our domestic plants. 

We are focusing in particular on raising production efficiency 

at our Mexico plant to the same level as in Japan.

Global Production,  
Cost Improvements

Mazda KOERU crossover concept

Mazda CX-5 equipped with the i-ACTIV AWD new-generation all-wheel-drive system

New-generation showroom: Kanto Mazda’s Meguro Himonya

“Be a driver” “Driving Matters”

Global	rollout	of	Monotsukuri	Innovation		
and	expansion	to	global	supply	chain
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 We also intend to address customer needs globally by 

increasing flexibility in our production of sedans and SUVs to 

maximize production capacity at our major production sites.

 As we pursue these initiatives, global human resource 

development will play a major role. We are working to cultivate 

dependable human resources who are able to make good “big-

picture” judgments and take actions accordingly in areas 

including development, production technologies, and quality 

control. Our aim is to create an environment and structure in 

which employees who understand and share the Mazda vision 

are able to stand out and play a role at overseas production sites.

A strong financial base is essential for stable, continuous 

growth. As we strengthen our financial base, we intend to raise 

the dividend payout in stages. Although increasing equity will 

have the effect of decreasing return on equity (ROE), we aim 

to maintain ROE at a level of 13% to 15% during the period 

covered by Structural Reform Stage 2.
 Supported by steady growth in sales volume, we will pursue 

qualitative growth through increased business efficiency in 

the areas of products, sales, production, and finance, as a 

means of accelerating a significant increase in brand value. We 

will implement these measures while strengthening the finan-

cial base, as we work to achieve the financial target set for the 

March 2019 fiscal year.

Reinforce Financial 
Structure and 
Shareholders Returns
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Dividend	Payout	Ratio	/	ROE
 Dividend Payout Ratio (%)    ROE (%)

Full capacity 
utilization at 
overseas  
production sites

Maintain domestic 
capacity utilization

2012 2013 2019
(Forecast)

2016
(Forecast)

2014 2015

1.23 million
units

1.49 million
units

11% 
increase

1.65 million
units

Global	Production	Volume
■ Domestic Production Volume   ■ Overseas Production Volume

New plant in Mexico

Foreign exchange rate assumptions: ¥120 / USD, ¥130 / euro

*1. As of March 31 *2. Years ended March 31
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Global	sales	volume

1.397	million	units	 1.65	million	units

Operating	income	ratio

6.7%	 7%	or	more

Equity	ratio

35.2%	 45%	or	more

Dividend	payout	ratio

3.8%	 20%	or	more

March	2019	Financial	Target

	 Result	for	March	2015	fiscal	year	 Target	for	March	2019	fiscal	year
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