
Change of business structure by structural reforms Qualitative growth and brand value improvement

Structural Reform Plan Structural Reform Stage 2

FY2012-FY2015 FY2016-FY2018

Product and R&D

・ Start right-price sales and volume growth
・ Brand value improvementBrand and Sales

Global Production

Strengthen financial
structure

Mazda started the medium-term Structural Reform Plan in FY2012 and Structural Reform Stage 2 in FY2016 in order to implement the main 
initiatives in the areas of products, sales, production, and finance. We have managed to increase our global sales from 1.25 million units in 
FY2011 to an expected 1.62 million units in FY2018. This growth in unit production was spurred by the introduction of new-generation products 
that feature the full range of the Skyactiv technology and Kodo design from 2012. We have also managed to build an impressive lineup by 
continuously introducing updated models that feature the latest technologies and equipment, including advanced safety technologies. As far as 
our sales e�orts are concerned, we have been aiming to improve our global sales potential by implementing various measures, which included 
boosting right-price sales through brand value promotion and intensifying trade cycle management based on the improvement of vehicle residual 
value. We have also been focusing on reforming our sales network in the United States and other areas while enhancing customer care and 
developing new-generation dealerships.

As part of our manufacturing e�orts, we have been striving to make our development and production processes more e�cient by introducing 
integrated planning, common architectures, and model-based development. Moreover, we have increased our overseas production capacities in 
Mexico, Thailand, and other countries, and we have also built a flexible production system that enables plants to support each other and respond 
to the changes in demand.

Aiming for qualitative growth and brand value improvement

Structural Reform Stage 2

Management indexes for FY2018 (Assumed exchange rate: 110 yen for USD/130 yen for EUR) (Announced on October 31, 2018)

Global Production Units

1.617 million units

Return on sales (ROS)

2% or more

We are currently in the process of creating the next medium-term plan for Mazda based on Structural Reform Stage 2. Before making our next 
medium-term plan public, we have decided to publish the essential goals of our e�orts to achieve sustainable growth under the title "Future 
Goals."

We are going to dedicate the next three years to preparing for the subsequent stage in order to improve our competitiveness by developing and 
introducing next-generation technologies and products and to boost our sales network reforms with a focus on the United States. Furthermore, 
we are going to promote alliances with manufacturers such as Toyota Motor Corporation and start implementing measures for full-scale growth 
in FY2021 after starting the operation of our new plant in the United States.

Future Goals

Our development e�orts are going to focus on designing new and more competitive products. In addition to developing internal combustion 
engines, we are going to boost the development of next-generation technologies and products such as electric vehicle technologies, 
autonomous driving technologies, connectivity, and next-generation design. Our aim is to make our products more appealing to consumers. In 
particular, we are going to design new and more competitive products with our next-generation Skyactiv technology. Specifically, we are going to 
further develop Skyactiv technology by dividing our vehicle architecture into two categories, as opposed to the single structure we developed 
under the concept of integrated planning. The first category includes small products, whereas the second category includes large products. This 
division of our product design into two di�erent categories aims to respond to the needs of a larger spectrum of customers by providing them 
with optimal value. By doing so, we are seeking to optimize our product strategy in order to provide the best possible products in terms of 
customer needs, segment characteristics, profits, costs, and so forth. The goal of these new product strategies is to expand the global production 
of crossover models, increase our net revenue by focusing on products with high added value, and strengthen our position in the US market. We 
are going to unveil a more detailed plan at a suitable time.

■ Product and Technology R&D

SKYACTIV TECHNOLOGY
(Current)

New product design

Architectures

Internal combustion
engines

Others

Electric vehicle
technology

Integrated planning

SKYACTIV-G/D

HEV
(Utilizing Toyota's technology)

i-ACTIVSENSE
Mazda Connect

Small products: Mainly CX-3/New CX models
Large products: Mainly CX-5

SKYACTIV-X, SKYACTIV-D GEN2
SKYACTIV-G/D UPGRADE

Co-Pilot Concept of autonomous driving
Next-generation Mazda Connect

EV, Plug-in HEV, Mild HEV
Range extender vehicles

SKYACTIV TECHNOLOGY
(Next generation)

Small products
Mainly CX-3/New CX models

● Further improving cost 
competitiveness and 
production flexibility

● Quickly responding to the 
changes in demand for 
the CX models at various 
global production sites

Large products
Mainly CX-5 and also CX-8/CX-9

● Strengthening our product 
competitiveness and 
increasing our brand value

● Increasing our net revenue 
by introducing a wider 
variety of powertrains, 
including electric models

・ Introduce 6 new car models that feature the Skyactiv 
technology

・ Optimize costs through Monotsukuri (Manufacturing) 
Innovation
・ Enhance the global production system 

(ASEAN/Mexico/Russia)

・ Shift to profitable earnings structure even under 
strong-yen environment
・ Recover financial base and resume dividends

・ Introduce 6 new car models and updated models
・ Develop and introduce the new Skyactiv technology 

and new-generation design

・ Start right-price sales and reform the sales frontline
・ Develop new-generation dealerships and reorganize 

the dealer network
・ Improve retention

・ Improve the flexibility for crossover production
・ Enhance global swing production
・ Improve production e�ciency at overseas facilities

・ Achieve a equity ratio of 45% or more
・ Achieve a dividend payout ratio of 20% or more
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We are planning to develop a new marketing strategy that is adapted to the characteristics of the US market, which is crucial for Mazda, in order 
to build a sales system with the goal set at 400,000 units for 2021. To enhance our network, we need to intensify engagement with the Mazda 
brand, and encourage both qualitative and quantitative growth by investing in our dealerships. We are planning to add another 10 billion yen in 
FY2018 to the previously allocated sum to rebuild our network for the promotion of dealership investment. We are going to invest approximately 
40 billion yen in this project over the next four years. We are going to increase the number of next-generation brand dealerships to 300 in 35 
crucial markets. Our goal is to increase the average number of units sold per dealership to 1,000 and to reach a 55% repeat purchase rate. We 
want to continuously expand our sales network by increasing the profitability of our dealerships and improving our franchise value. At the same 
time, we are also planning to thoroughly revise our marketing strategy, provide all-encompassing support adopted to each market, enhance the 
training program for our sales sta�, and introduce trade cycle management with the goal of improving customer experience. This will allow us to 
improve our residual value, reduce incentives, and achieve right-price sales.

■ Reforming Our Sales Network

Reforming Our Sales Network (For the US Market)

Boosting the enhancement of the US sales network and building a system with a sales capacity of 400,000 units

Goals for the Period between 2018 and 2021 (Expanding the Sales Network and Increasing Growth in Crucial Markets)

Increasing the number of next-generation brand dealerships to 300 
with a focus on 35 crucial markets

Increasing the average number of units sold at each next-generation brand 
dealership to 1,000 per year

Achieving a 55% repeat purchase rate in 35 crucial markets

Mazda provides an optimal system of mutual support between di�erent 
products, technologies, and regions. We promote partnership strategies that are 
based on equality. In our future endeavors to develop next-generation 
technologies, we will stay committed to further improving the competitiveness 
of our internal combustion engines by introducing the next-generation Skyactiv 
technology. However, we will also need to broaden our development e�orts to 
include electric vehicle technologies, autonomous driving technologies, 
connectivity, and the like. In order to be able to do that, we are going to utilize 
the technologies we own and our unique development and production 
processes, which include integrated planning and model-based development, 
as our assets to combine them with the assets that Toyota Motor Corporation 
and our suppliers have to o�er. We hope this cooperation will create results that are beneficial to all of us.

■ Building Alliances

Improving our residual value, reducing incentives, and achieving right-prices sales

SKYACTIV (Current)

Structural Reform Plan Structural Reform Stage 2

ROS 3%

Aiming to maintain full-scale growth from FY2021

FY2011 FY2016 FY2017 FY2018 FY2021

Operating Income

Next medium-term plan

SKYACTIV (Next generation)

Preparing for the
subsequent stage

Full-scale growth

Future Growth Plan

● Encouraging qualitative and quantitative growth through a stronger engagement with the Mazda brand

● Increasing investment in rebuilding our networks. Allocating 10 billion yen for the first FY (with a plan to invest 
approximately 40 billion yen over the next four years)

Strengthening the brand value by 
thoroughly revising

our marketing strategies

Increasing investment at our dealerships 
in marketing campaigns aimed

at local markets

Enhancing the training program for our 
sales sta� and introducing trade cycle 

management in order to improve 
customer experience

● Operation of the joint factory in 
the United States scheduled to 
start
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