
New CX-3

Japan

Overview of March 2015 Fiscal Year Results

In the wake of the April 2014 consumption tax rate increase, total 

demand in the Japanese market in the March 2015 fiscal year 

declined 7% from the previous year, to 5.30 million units, marking 

the first contraction in four years.

 Mazda’s sales volume registered a significant decline in the first 

half of the fiscal year due to the effect of the consumption tax hike, 

but new product launches resulted in year-on-year growth in the 

second half, despite the year-earlier last-minute demand ahead of 

the consumption tax rate increase, holding the full-year decline to 

8%, to 225,000 units. In addition to solid sales of the new Mazda 

Demio, which was launched in September 2014, the updated Mazda 

CX-5 and Mazda Atenza, as well as the new Mazda CX-3, launched in 

February 2015 as a clean diesel vehicle, contributed to the second-

half increase in unit sales.

 The new Demio is a compact car that consolidates Mazda’s latest 

technologies and design concepts. In the pursuit of excellent quality 

in all areas, the model was developed with the aim of turning around 

preconceived notions regarding value versus body size. The recog-

nitions this model has received include being named the 2014-2015 

Car of the Year Japan and the Good Design Award’s Good Design 

Gold Award 2014 (Ministry of Economy, Trade and Industry Minister’s 

Award). In addition, the new CX-3 enjoyed a solid launch, receiving 

an extremely favorable reception from a wide range of customers, 

primarily those in their 20s to their 50s, who noted that the design 

was excellent at first sight, the enjoyable handling and driving make 

this a car they will want to own for a long time, and that it makes 

them want to go for long drives.

 Over the two years and seven months since the release of the 

CX-5 in February 2012, total sales in Japan of vehicles equipped 

with the SKYACTIV-D new-generation clean diesel engine have sur-

passed 100,000 units. With a share of the clean diesel market that 

reached 70% in the March 2015 fiscal year, Mazda will continue to 

lead Japan’s diesel passenger vehicle market.

March 2016 Fiscal Year Forecast

Total demand is expected to decline for a second consecutive year. 

Mazda is projecting a 7% increase in its sales volume, to 240,000 

units. In addition to a full-year contribution from strong sales of the 

new Demio and new CX-3, we are expecting an expansion in sales 

volume from the launch of new products, including the new Mazda 

Roadster released in May 2015. For the future, we will continue to 

engage in sales and promotional activities to promote the Mazda 

brand. In addition, we will utilize a variety of touchpoints and fur-

ther expand opportunities for customers to experience the Mazda 

brand during the entire time they own a Mazda vehicle after the 

initial purchase. In doing so, we aim to enrich customers’ lives and 

build special bonds with customers to be the “only one” brand that 

is continually chosen by customers.

FOCUS

Developing	New-Generation	Showrooms

Mazda is developing a new concept in sales outlets, which we call 

new-generation showrooms, to allow customers to experience 

the attractiveness of Mazda vehicles. The number of new- 

generation showrooms grew to 21 as of March 31, 2015, and going 

forward we will further increase this number in stages, as focal 

points in the Japanese market for conveying and experiencing 

the Mazda brand.

New-generation showroom, 
Tokai Mazda Kuwana
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Updated Mazda6 (U.S. specification)
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North	America

Overview of March 2015 Fiscal Year Results

Total demand in the United States rose 7% from the previous year, to 

16.73 million units, for the fifth consecutive annual increase since the 

March 2011 fiscal year. The Canadian market has shown continued 

monthly year-on-year growth since April 2014, and total demand for 

the fiscal year grew 7%, to 1.86 million units.

 Mazda’s sales volume in the North American market grew 9% 

from the previous year, to 425,000 units. This growth consisted of an 

8% increase, to 306,000 units, in the United States, where we 

achieved our highest sales volume in 20 years while maintaining our 

“right-price” sales policy. The updated CX-5 and Mazda6 made a solid 

start, with sales of the CX-5 reaching 97,000 units, which is a record 

for a corresponding post-launch period. In Canada, Mazda’s sales 

volume expanded 3%, to 72,000 units, led by the CX-5’s sales growth. 

Fleet sales were held below 10%, as we continued to pursue business 

growth that emphasizes retail sales over fleet sales. Sales volume in 

Mexico rose 31%, to a record 45,000 units. In addition to continued 

strong sales of the Mazda3, the commencement of sales of the new 

Mazda2—for which local production started in March 2015—contrib-

uted to this sales growth.

 The percentage of North American retail sales comprising the 

CX-5, Mazda6, and Mazda3 rose to 88%, and combined retail sales of 

these three models rose 10%, as SKYACTIV-equipped vehicles con-

tinue to enhance sales. The U.S. Environmental Protection Agency 

(EPA)’s Light-Duty Automotive Technology, Carbon Dioxide Emissions, 

and Fuel Economy Trends report,*1 released in October 2014, listed 

Mazda’s 2013 model year as having the highest overall Manufacturer 

Adjusted Fuel Economy,*2 giving Mazda the No. 1 ranking for the second 

year in a row.

*1.   Light-Duty Automotive Technology, Carbon Dioxide Emissions, and Fuel Economy Trends : An annu-
al report published by the EPA since 1975, which summarizes the fuel economy trends of new pas-
senger vehicles and light trucks.

*2.   Manufacturer Adjusted Fuel Economy: The average fuel economy of all vehicles sold by a manufac-
turer over a one-year period. In the Light-Duty Automotive Technology, Carbon Dioxide Emissions, 
and Fuel Economy Trends report, the EPA uses adjusted combined city and highway fuel economy 
figures for each model by model year, and the average is weighted for sales volume.

March 2016 Fiscal Year Forecast

Underpinned by a strong economy, total demand in the North 

American market is expected to remain high in the March 2016 

fiscal year, and Mazda is projecting a 6% increase in sales volume, 

to 449,000 units. Of this amount, we are forecasting a 5% gain for 

the United States, to 320,000 units. We are planning for continued 

sales growth, achieving year-on-year sales increases while main-

taining our right-price sales policy, led by the main CX-5, Mazda6, 

and Mazda3 models, with an additional boost from new models 

including the MX-5 and CX-3. With new model launches in Canada 

and Mexico, we are forecasting 8% sales growth in Canada, to 

77,000 units, and a 8% increase in Mexico, to 49,000 units.

FOCUS

North	American	Sales	Strategy

In the United States, Mazda is focusing its efforts on expanding its fan 

base from a medium-term perspective. We launched a new “Driving 

Matters” primary brand campaign in May 2015 to appeal to the common 

value provided by the Mazda brand overall, rather than focusing on indi-

vidual models. We are also reviewing our media strategy to more effec-

tively promote the Mazda brand and emphasizing the proactive 

distribution of information from digital media as well as hands-on events.

 In Canada, we are developing unique initiatives within the 

industry, including customer satisfaction improvement measures 

in which we cooperate with dealers and outside consultants as well 

as unlimited-distance warranties. We are also engaging in initia-

tives to increase customers who support the value provided by 

Mazda’s products and services.

Developing a new brand 

campaign in the United States 

called “Driving Matters”

(Years ended 
March 31)
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New Mazda2 (European specification)

Sales	Volume
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Europe

Overview of March 2015 Fiscal Year Results

Total demand in the European market grew 2% from the previous 

year, to 17.82 million units. Mazda’s sales volume outpaced the market, 

growing 11% from the previous year, to 229,000 units, led by the 

Mazda3 and CX-5. In Germany, Mazda’s sales volume rose 8%, to 

51,000 units. Following the full-scale launch of a new model, the 

Mazda3 recorded a gain of 40%, and the CX-5 maintained sales 

growth even though approximately three years had passed since its 

launch. As part of our efforts to strengthen the sales network in 

Germany, we are continuing to realign the dealer network and estab-

lish stores at open points, which are desirable areas for showrooms. In 

the United Kingdom, Mazda’s sales volume growth was higher than 

the increase in total demand, with a rise of 16%, to 40,000 units. In 

Russia, Mazda recorded a 5% increase in sales volume, to 46,000 

units, despite a 17% decrease in total demand. Centered on major 

markets, overall sales in Europe were favorable.

 SKYACTIV-equipped vehicles continue to be highly regarded in 

Germany and other European countries. The new Mazda2 received 

the 2014 Golden Steering Wheel in the small cars category. The 

Golden Steering Wheel is an automotive award organized by the auto-

motive magazine Auto Bild and has been awarded for 39 years. In 

addition, the new MX-5, the new CX-3, and the new Mazda2 received 

Red Dot Awards, one of the world’s leading design awards, for product 

design in 2015, with special recognition given to the new MX-5 as a 

“Best of the Best” industrial product. 

March 2016 Fiscal Year Forecast

With an uncertain economic outlook for Russia and other European 

countries, total demand in Europe is expected to decrease 4%, to 

17.06 million units. Despite this market contraction, Mazda is pro-

jecting a 5% increase in sales volume, to 240,000 units. Of this 

amount, we are anticipating a 5% sales increase, to 54,000 units, in 

Germany and a 25% sales increase, to 50,000 units, in the United 

Kingdom, amid relatively unchanging overall demand in both coun-

tries. Although sales volumes are expected to decline substantially 

in Russia, where the economy remains weak, we will work to maxi-

mize sales growth primarily in major countries with a full-year con-

tribution from the new Mazda2, which began its launch in February 

2015, and releases of new models, including the new CX-3 and new 

MX-5, and are forecasting annual growth for Europe as a whole. In 

Germany, we will continue to optimize our dealer network and pro-

mote the establishment of stores at open points.

FOCUS

European	Sales	Strategy

We are renovating both the interiors and exteriors of our show-

rooms in Europe to project the Mazda brand more effectively. 

We have decided to adopt a new brand mark with a 3D design 

and change the color scheme for both interiors and exteriors 

from white to black, and we plan to have this redesign completed 

at 80% of our showrooms in Europe by the end of March 2016.

 We are also introducing trade cycle management across 

Europe to encourage customers who previously purchased Mazda 

vehicles to replace them with Mazda vehicles. In addition to con-

tacting more customers, we are introducing tools to  dealers in 

order to effectively deliver better service. At the same time, we 

are implementing training for dealers.

New Mazda MX-5 receives “Red Dot: Best of the Best” award

(Years ended 
March 31)
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New Mazda3 Axela (China specification) New Mazda2 (Thailand specification)

Sales	Volume
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China Other	Markets

Overview of March 2015 Fiscal Year Results

Reflecting an economic slowdown, total demand in China was lower than ini-

tially anticipated, with a 6% increase from the previous year, to 23.72 million 

units. Despite intensified competition as a result of this sluggish automobile 

market growth, Mazda’s sales volume grew 9%, to 215,000 units. In addition to 

continued firm sales of the CX-5, strong sales of the new Mazda3 Axela and 

the new Mazda6 Atenza, for which local production and sales started in May 

2014, Mazda’s sales resulted in record monthly sales in October 2014 and in 

February 2015.

March 2016 Fiscal Year Forecast

Mazda intends to maintain strong sales of SKYACTIV-equipped vehicles with 

launches of the updated CX-5 and new Mazda6 Atenza, and it is projecting a 

3% increase in sales volume, to 220,000 units. We will continue to build and 

strengthen our sales network by opening new showrooms while also fortifying 

our earnings bases at existing showrooms. In enhancing Mazda’s brand image, 

we will continue to implement the third stage of the “primary brand” campaign 

and aggressively promote SKYACTIV technology and KODO design. In addi-

tion, we will implement sales measures in such ways as using digital media for 

targeted customers and proactively participating in local motor shows.

Australia

Total demand in Australia was roughly flat with the previous year, declining 0.5%, to 1.12 million 

units. While our sales volume declined 3%, to 101,000 units, we maintained the previous year’s 

high market share of 9% and a strong No. 3 position in terms of sales volume by manufacturer. In 

addition, the CX-5 maintained the lead in its segment for the full year. We are aiming to raise our 

market share by one percentage point in the March 2016 fiscal year, acquiring 10% of the market, 

backed by solid sales of the CX-5 and full-year contributions from the new Mazda2 and new CX-3.

ASEAN

Mazda’s sales volume in the ASEAN market increased 3% overall, to 76,000 units. While sales 

volume in Thailand was down 19% from the previous year, to 34,000 units, due to lower demand, 

sales volume in Vietnam rose 126%, to 12,000 units, and in Malaysia sales volume grew 27%, to 

12,000 units.

 For the March 2016 fiscal year, Mazda is projecting a 19% increase in ASEAN sales volume, to 

91,000 units. In the main market of Thailand, we will work to achieve a turnaround with the new 

Mazda2, launched in January 2015, in addition to the Mazda3 and CX-5.

Mazda’s overall sales volume in other markets, including Australia and the ASEAN market, rose 

3% in the March 2015 fiscal year, to 303,000 units. Sales volumes in countries including Malaysia, 

Vietnam, Saudi Arabia, and New Zealand were the highest since the year 2000. With full-scale 

sales of the new Mazda2 produced in Thailand and Mexico, we are projecting a 12% increase in 

sales volume for the March 2016 fiscal year, to 341,000 units.

(Years ended 
March 31)

(Years ended 
March 31)
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