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Corporate Vision
Mazda established a new corporate vision in December 1999, comprised of three elements:

Structural Reform Plan
In February 2012, Mazda announced Structural Reform Plan, in order to 
address changes in external environment and ensure future growth.

The brand symbol expresses Mazda’s dedication to continuous growth and improvement. It is a 
symbolic development of the Mazda “M”, and shows the company stretching its wings as it 
soars into the future.

Mazda's creativity and innovation continuously delivers fun and exhilarating driving experiences to customers who 
remember the emotion of motion first felt as a child.

With the introduction of its CI (Corporate Identity) in 1975, Mazda developed its corporate 
mark as a symbol for Mazda’s communications. It was then positioned as an easy-to-read 
corporate mark in line with the establishment of the brand symbol in 1997.

■ Vision
To create new value, excite and delight our customers through the best automotive products and services.

■ Mission
With passion, pride and speed, we actively communicate with our customers to deliver insightful automotive 
products and services that exceed their expectations. 

■ Value
We value integrity, customer focus, creativity, and efficient and nimble actions. We respect highly motivated people and 
team spirit. We positively support environmental matters, safety and society. Guided by these values, we provide superior 
rewards to all people associated with Mazda.

The company’s name, “Mazda,” derives from Ahura Mazda, a god of the earliest civilizations in western Asia. We 
have interpreted Ahura Mazda, the god of wisdom, intelligence and harmony, as the symbol of the origin of both 
Eastern and Western civilizations, and also as a symbol of automotive culture. It incorporates a desire to achieve 
world peace and the development of the automobile manufacturing industry. It also derives from the name of the 
founder of Mazda’s automotive business, Jujiro Matsuda.

Mazda's Brand Message: "Zoom-Zoom"

The Origin and Meaning of "Mazda"

Mazda Corporate Mark (Established in 1975)

Mazda Brand Symbol (Established in June 1997)

Monotsukuri Innovation

Toyota
Hybrid system technology 

supply under license

Nissan
Mutual OEM 

supply of vehicles

Isuzu
OEM supply of 

small-sized trucks

Sollers
Agreement to establish joint 

production sites in Russia

Ford
Joint production in 
China and Thailand

Suzuki
OEM supply of 
mini vehicles

FAW
Consignment production 
and joint sales in China

Changan
Establishment of JV companies 
for production and sales in China

Fiat
Agreement to develop and 

produce convertible, 
two-seat sports car

Support production of many competitive products

Support joint production methods that create economies of scale

1 Business Innovation by SKYACTIV TECHNOLOGY

Mazda has been engaged in Monotsukuri Innovation for several years, 
using Bundled product plannning of future model line-up to efficiently 
develop and produce a wide variety of products through common 
development methods and manufacturing processes. Thanks to more 
efficient product development processes and manufacturing-equipment 
investments, SKYACTIV TECHNOLOGY and our new generation of products 
that begun with the CX-5, not only deliver excellent driving performance 
and fuel economy but also drastically reduced R&D and production costs. 
Accelerating further cost improvements, we aim to increase vehicle cost 
improvement for next-generation products from the current 20% to 30%. 
We are also on track to meet other cost improvement targets.

2 Accelerate Further Cost 
Improvements through Monotsukuri Innovation

Mazda is strengthening its business and building a global 
production footprint through measures to take advantage of 
the rapid economic growth of emerging countries. The 
company has introduced various measures to increase sales 
in emerging markets, where demand continues to show 
strong growth. In addition to expanding sales networks, we 
are establishing local production in order to expand product 
lineups. Increasing local production not only enhances our 
sales capacity in emerging markets, but also leads to the 
establishment of a vital overseas production footprint. 

3 Reinforce Business in Emerging Countries 
   and Establish Global Production Footprints

Mazda has formed alliances with a variety of different partners for 
specific projects. In order to further strengthen the Mazda brand, we 
will continue to aggressively pursue opportunities for business and 
technological alliances in the future. Mazda is proactively 
implementing a strategy to seek alliances which offer a win-win 
situation for both parties in the various areas of product, technology, 
and region. We are also studying the possibility of licensing our 
products and technologies—including SKYACTIV powertrains.

4 Promotion of Global Alliances

Bundled 
Product 

Plannning

Common Architecture 
Concept

Flexible Production 
Concept

DevelopmentProduction

Medium- and Long-term Outlook (FY March 2013)

*Exchange rate assumptions US dollar : ¥77, Euro: ¥100

Operating profit
ROS
Global sales

・・・・・・・・・・・・・・・・・・・・・・・・・ ¥150 billion
・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・ 6% or more 

・・・・・・・・・・・・・・・・・・・・・・・・・1.7 million units

SKYACTIV TECHNOLOGY drives not only technology reforms but will also result in structural reforms of Mazda´s business 
itself. Distinctive design and class-leading products based on outstanding environmental and safety performance improve 
brand value and become a key for Sales Method Innovation which promotes sales at the price without discounting in global 
markets. In addition, SKYACTIV achieves cost improvements based on Monotsukuri Innovation to generate profits even 
under strong-yen environment.

Increase ratio of SKYACTIV-equipped vehicles to 80%
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