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Thank you for taking the time to read the Mazda Sustainability Report 2010.
 Recognizing that the disclosure of CSR (corporate social responsibility) information to all stakeholders is 

one of its most important responsibilities, Mazda reports on its CSR approach, policies and activities through 
this booklet and via its website. 

We have tried to present Mazda’s CSR approach in a clear and readily accessible form. In particular, we 
have adopted this approach in the “Executive Dialog” feature that leads this report, and in the ‘Storybook’ 
section, which conveys our three CSR themes of Environmental Protection, Social Contributions and Respect 
for People through the voices of our employees.

By improving our disclosure of CSR information, primarily through this report, we want to communicate 
Mazda’s position and information on the various activities we support in working toward sustainable 
development for the future.

Please feel free to express your views via the enclosed questionnaire or our website as we continue to 
strive for even more effective communication with all of our stakeholders.

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 a 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 our founder, Jujiro Matsuda.

Corporate objectives
To create new value, excite and delight our customers through

the best automotive products and services.

Roles and responsibilities
With passion, pride and speed, we actively communicate

with our customers to deliver insightful automotive
products and services that exceed their expectations.

The values Mazda seeks to produce
We value integrity, customer focus, creativity, and effi cient

and nimble action, and 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 Origin and Meaning of “Mazda”

Greeting

Corporate Vision

In 1999, Mazda evolved its existing management philosophy into its current Corporate Vision.
Comprising the three key elements of Vision (corporate objectives),

Mission (corporate roles and responsibilities) and Value (the values Mazda seeks to produce),
this Corporate Vision defi nes the goals of the company and its employees,

their roles and responsibilities, and the sense of values we embrace in pursuit of our targets. 
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Reports on important issues

Mazda’s CSR activities

Website

Booklet

Comprehensive reporting

Organizations Covered: Mazda Motor Corporation, its domestic (Japanese) affi liated companies and 
selected overseas affi liated companies are covered in this report.

Period Covered: The report primarily covers the period from April 2009 through March 2010, 
although some activities after April 2010 are included.

Scope of the Report: Social, environmental and economic data are included in this report.
Referenced Guidelines: GRI Sustainability Reporting Guidelines 2006
 Ministry of the Environment’s Environmental Reporting Guidelines (2007 Edition) 
    Environmental Accounting Guidelines (2005 Edition) 
Date of Publication: September 2010 (the previous report was published in September 2009; the 

next report will be published in the summer of 2011)

Mazda Information Disclosure Tools

Approach to Reporting Information

 1 Greeting
 4 Corporate Profi le
 5 Mazda Group Profi le

[Executive Dialog]
 7 Harmonizing the Joy of Driving with Excellent 
 Environmental and Safety Performance to Contribute 
 to Local Communities and the World

■ STORYBOOK
[Environment]
11 Next-Generation Powertrains
13 Recycling Initiatives

[Contributions to Society]
15 Love Hofu Campaign 
16 The Mazda Wildlife Fund

[Respect for People]
17 Mazda Way

■ DATA
19 Mazda CSR

21 Management
21 Corporate Governance and Internal Controls 
22 Risk Management
22 Compliance

23 Environmental Protection
24 Basic Approach to the Next Mazda Green Plan
25 “Sustainable Zoom-Zoom” 
27 Developing Advanced Technologies for the Next 
 Generation of Products
29 Making Environmentally Friendly Vehicles
30 Prevention of Global Warming (manufacturing/logistics)
31 Recycling and Resource Conservation
33 Management and Reduction of Substances with 
 Environmental Impact
33 Initiatives for Biodiversity
34 Environmental Communication
35 Environmental Management
37 “Mazda Green Plan 2010” Environmental Mid-Term Plan
39 Mazda’s Corporate Activities and Impact on the Environment

40 Social Contributions
41 Domestic Activities
43 Overseas Activities

45 Customer Satisfaction
45 Products
46 Quality
47 Customer Satisfaction in Sales
49 After-sales Service
50 Safety Initiatives

51 Respect for People
51 Commitment to Our Business Partners
53 Respect for Human Rights
54 Initiatives with Employees

58 Third-Party Opinion

Mazda Motor Corporation
Issuing Department/Inquiries
CSR & Environment Department
Phone: +81-82-287-4066   Fax: +81-82-287-5315      
Disclaimer
This report includes future projections for Mazda Motor Corporation and 
its affi liates’ performance based on plans, forecasts, management plans 
and strategies at the time of publication, in addition to actual past and 
present facts. Such forward-looking statements are predictions based on 
information or assumptions available at the time of edit, and may differ 
from future operational results due to changes in circumstances.

CONTENTS
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http://www.mazda.com/
profi le/outline/library.html

Mazda in Brief
URL

Annual Report

http://www.mazda.com/
investors/library/annual/

URL

The Mazda Sustainability Report Website covers the entire range of Mazda’s CSR 
activities, and is organized into four categories to ensure maximum usability. The 
categories are: ‘CSR at Mazda,’ which is separated into categories by stakeholder, 
‘Environmental Protection’ and ‘Safety,’ which address Mazda’s key responsibilities 
as an automobile manufacturer, and ‘Social Contributions,’ which covers Mazda’s 
ongoing efforts in support of society. In each area, the 
website provides comprehensive reporting, including 
descriptions of activities and data that could not be 
included in the booklet.

All areas on which Mazda provides an annual report—
including information only available on the website—can 
be downloaded as a single PDF fi le on the download page. 

The website also includes a ‘Social Contribution 
Activities Report’ section, which is continually updated 
to ensure timely reporting on Mazda’s social contribution 
initiatives. http://www.mazda.com/csr/

URL

The Website

The Booklet
This printed report is published in two sections: Storybook and Data. The Storybook 
section consists of a series of narratives told through the voices of our employees, and 
aims to present the three main areas that Mazda has identifi ed as key CSR themes in a 
form that is readily accessible to all our readers. The Data section reports on Mazda’s 
unique CSR activities and their outcomes, with the information being structured 
around six Mazda CSR activity areas: Environmental Protection, Customer Satisfaction, 
Respect for People, Social Contributions, Compliance, and Disclosure.

In response to the view expressed by some of our readers 
that last year’s report contained too much information, this 
year’s report features fewer pages through the use of charts, 
graphs and crisper prose, along with using lightweight paper, to 
lessen its overall environmental impact.

Information on CSR initiatives that could not be included in 
this report as well as detailed data  are available on our website. 
The symbol shown below indicates content that can be viewed 
on the website.

Related information and details on the following subjects can be viewed on the Web:
J-ABC Program to Promote Manufacturing Skills at Local Suppliers

WEB
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Premeditated Reckless Driving Incident within the
Mazda Headquarters Site

At approximately 7:35 a.m. on June 22, 2010, a premeditated reckless driving incident 
occurred when a vehicle was driven into Mazda’s Headquarters compound in Hiroshima, 
Japan. We at Mazda deeply regret that this incident occurred, which tragically resulted in 
one death and the injury of eleven Mazda employees.

Mazda will continue to cooperate fully with the authorities’ investigation in order to 
clarify the facts of what transpired. We have formulated and implemented a range of 
measures within the company to prevent tragedies of this type from ever happening again. 
This was an unprecedented incident in which the driver resisted attempts by security 
staff to stop him and drove into the compound. Following the incident, mobile barricades 
were installed on each entrance gate, and we have already implemented measures such 
as increasing the number of security staff, closing off some access lanes and making our 
security checks at each gate far more stringent. 

At the same time, we are making every effort to ensure that the family of the 
employee who tragically lost his life, along with the injured employees and other staff 
members affected by the tragedy, are given the best possible care and support.

We would also like to express our deep and sincere appreciation for the many 
condolences, kind words of sympathy and encouragement that we have received from the 
local community, from our customers, and from people in all walks of life. 

We are confi dent that all Mazda employees can unite as one community at this time to 
overcome this tragic incident. Thank you again for your continued support.

August 2010
Takashi Yamanouchi

Representative Director, Chairman of the Board, President and CEO
Mazda Motor Corporation
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Company name: Mazda Motor Corporation
Established: January 30, 1920
Representative: Takashi Yamanouchi; Representative Director, Chairman of the Board, President 
 and CEO
Head Offi ce: 3-1 Shinchi, Fuchu-cho, Aki-gun, Hiroshima, 730-8670 Japan
Main business lines: Manufacture and sale of passenger cars and commercial vehicles
Principal products: Four-wheeled vehicles, gasoline reciprocating engines, diesel engines,
 rotary engines, automatic and manual transmissions for vehicles
Capital: ¥186,499,736,762
Employees: 22,046 (includes employees dispatched to other locations)
Research and  
development bases: Head Offi ce, Mazda R&D Center Yokohama, Mazda Motor of America (USA), 
 Mazda Motor Europe (Germany), China Engineering Support  Center (China)
Production bases: In Japan: Hiroshima Plant (Head Offi ce, Ujina), Hofu Plant (Nishinoura, 
  Nakanoseki), Miyoshi Plant
 Outside Japan: United States, China, Taiwan, Thailand, Philippines,  Zimbabwe, 
  South Africa, Ecuador, Colombia
Sales companies: 270 in Japan, 128 outside Japan (as of December 31, 2009)

World Wide Brand Positioning (WWBP)

Mazda places great importance on brand strategy as an integral element of its corporate strategy. In 
1998, Mazda established its World Wide Brand Positioning (WWBP) setting out a direction of Mazda 
brand globally. It would communicate the unique character of the Mazda brand and its future direction. 
Based on the WWBP, Mazda has since rolled out its brand strategy in markets all around the world.  

The WWBP defi nes “Zoom-Zoom” as Mazda's brand statement—the brand DNA that encapsulates 
the two attributes, “personality” and “product,” as drivers of the Mazda brand's character and direction.

Mazda Corporate Mark

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

Mazda Brand Symbol (Established in June 1997)

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.

Stylish
Insightful
Spirited

Distinctive Design
Exceptional Functionality

Responsive Handling and Driving Performance

ProductPersonality

Our Brand Statement,  “Zoom-Zoom”

Brand DNA

To offer creative and innovative “exhilarating driving ” to those people who still hold 
dear the love of motion experienced as a child
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∗ Including Taiwan but excluding 
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Production facilities mean vehicle production facilities including
non-consolidated production facilities.

Data shown on the map is current as of December 31, 2009.
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accepted as the norm. In the Medium- to Long-term 
Roadmap for Measures to Cope with Global Warming, a 
policy paper by Japan’s Minister for the Environment that 
was issued in March 2010, 2.3 million of all new vehicles 
sold in 2020 are likely to be next-generation vehicles, and 
conventional vehicles are expected to have more than a 
13% improvement in fuel economy over the 2005 levels. 

Looking ahead, there seems little room for doubt that the 
trend is toward demand for even better environmental 
performance.

Yamanouchi: Based on the Sustainable Zoom-Zoom plan, 
we have announced that by 2015 we will improve the 
average fuel economy in Mazda vehicles sold worldwide 
by 30% compared with 2008 levels. To supply vehicles 
with excellent environmental performance to all Mazda 

Excellent Environmental 
Performance for All Our Customers
Adachi: It’s been over a year now since your appointment 
as president of Mazda. In the consolidated business results 
for the fi scal year ended March 31, 2010, the Company 
recorded a positive operating profi t for the fi rst time in 

two fi scal years. While tax reductions and subsidies for 
eco-friendly vehicles in Japan boosted sales, your unique 
environmental strategies such as the Sustainable Zoom-
Zoom plan, launched in 2007, seem to have contributed to 
this positive result.

Yamanouchi: I’m gratifi ed we returned to profi tability in 
FY2009. This is, of course, due to the hard work of our 
employees, but it’s also thanks to the crucial support we 
received from all our stakeholders: our customers, local 
communities, suppliers, and many others. Frankly, I’m 
deeply moved by the turnaround in our business results.

As you know, in the spirit of the Zoom-Zoom brand 
promise, Mazda is moving forward with the production of 
vehicles that look inviting to drive, are fun to drive, and 
make you want to drive them again. In 2007 we announced 
our long-term vision for technology development, 
Sustainable Zoom-Zoom. As an evolution of initiatives 
from this unique approach, we improved the average fuel 
economy of Mazda vehicles sold in Japan by about 30% 
over the seven years from 2001 to 2008. Around 90% of 
our registered vehicle sales were eligible for Japan’s tax 
reductions for eco-friendly vehicles. At the same time, 
we’ve been progressively rolling out vehicles with excellent 
environmental performance around the globe. These 
vehicles offer excellent eco-friendly performance and 
meet the needs of local communities and regions. These 
successes are really due to the efforts of Mazda employees 
who developed the technologies we are benefi ting from 
now—those efforts are major factors in our current 
profi tability.

Adachi: Looking at the automotive industry in general, 
my impression is that automobiles and environmental 
performance were not closely connected before 
the Lehman Shock. Following the crisis, however, 
environmentally friendly vehicles are widely becoming 

Harmonizing the Joy of Driving with Excellent 
Environmental and Safety Performance to 
Contribute to Local Communities and the World
Early in June 2010, Eiichiro Adachi of the Japan Research Institute was invited to come to Mazda and discuss Mazda’s 
approach, initiatives and future prospects in the fi eld of CSR as part of its efforts to contribute to a sustainable society.

Executive Dialog Takashi Yamanouchi and Eiichiro Adachi

Takashi Yamanouchi
Representative Director, 

Chairman of the Board, 
President and CEO

Mazda Motor Corporation

Sustainable 
Zoom-Zoom
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made. The current plan ends in March 2011, and we are 
now working on formulating our next plan.

Next-Generation Vehicles to 
Respond to Societal Changes
Adachi: Looking at the Next-Generation Vehicle Strategy 
2010 announced by the Ministry of Economy, Trade and 
Industry in April, one can see signifi cant shifts in energy 
use around 2050, such as the move from fossil fuels to the 
use of renewable energy sources, and the adoption of CO2-
emission-free fuels such as hydrogen. In other countries, 
many have given up developing hydrogen-based fuel, but 
my own view is that it’s not an avenue we should abandon 
completely. What is Mazda’s view of the prospects for next-
generation vehicles?

Yamanouchi: Regarding preservation of the global 
environment, the most likely trend is toward the restriction 
of CO2 emissions in the future. We think that we need 
to adopt a multi-solution-based approach using a range 
of technologies and methods. Hydrogen is one of those 
solutions. Mazda is the world’s fi rst company to have put 
vehicles using hydrogen rotary engines on the road, and 
we are continuing with R&D in that direction. We currently 
are leasing hydrogen vehicles in Japan and overseas, and 
the feedback from customers in terms of their on-road 
performance and ease of use has been very positive.

Our hydrogen rotary engine vehicles can also run 
on hydrogen that is generated as a by-product during 
industrial production processes. Since the vehicles do not 
need hydrogen with extremely high levels of purity and are 
not affected by temperature variations like, for example, 
fuel cells, we have great expectations that they will be 
widely adopted in the future.

Our R&D on electric vehicles is ongoing. We’re a 
member of a joint project being carried out in Tsukuba 
City to test a low-carbon transport system that uses clean 
energy. Mazda has supplied three vehicles as base vehicles 
for conversion into electric vehicles for this project. So, 
across a range of technologies, including hydrogen and 
electric vehicles, we’re positioning ourselves to be able to 
promptly introduce products as needed. In this sense, I 
believe this type of investment is a must in order to respond 
to future societal changes.

Developing Environmental and 
Safety Technology from the 
Customer’s Viewpoint
Adachi: In developing new technologies, I think you need 
to be even more careful to maintain product quality and 
safety along with the environmental measures. The Brake 
Override System introduced on the all-new Mazda Premacy 
[Mazda5] is an example of that. I’m interested to hear your 
views on quality and safety given the way that cars have 
changed from being mechanical devices to being more like 
a bundle of electronic components.

Yamanouchi: Well, as you noted, vehicles have indeed 
become extremely complex. When I fi rst joined the 

customers, we are concentrating on technologies that can 
be adopted across a wide range of models and that have 
ample scope for further development. So we are going back 
to basics to fi nd ways to extract better performance from 
internal combustion engines—existing engines powered 
by burning gasoline or diesel—which power conventional 
vehicles. Also, to respond both to increasingly stringent 
regulations and to various demands from our customers, 
we have also announced our Building-Block Strategy. This 
strategy aims to improve fuel economy by adding fuel-
saving electronic components (electrical devices∗1) to our 
basic technologies.

The fi rst of these innovations is Mazda’s unique idling-
stop system, ‘i-stop,’ which fi rst appeared in the 2009 
Mazda Axela [known overseas as the Mazda3] and is 
being progressively rolled out in other models. This i-stop 
system has already won numerous awards and has been 
highly praised by customers, which I think is because 
people understand and value Mazda’s technology and 
way of thinking. The recent announcement regarding 
our collaboration with Toyota on hybrid technology is a 
part of this strategy. I am confi dent that we can achieve 
outstanding environmental performance by gradually 
refi ning these types of basic technologies. 

When we look at the environmental issues surrounding 
automotive industries, we have to consider a vehicle’s 
entire life cycle. Mazda is applying an environmental 
approach not just to the development of product-related 
technologies, but also to a wider range of areas, including 
our factories and offi ces, as well as the use of our products 
by customers. Our specifi c targets and results are clearly 
detailed in the Mazda Green Plan, and each year we 
carefully evaluate our results and the progress we have 

Eiichiro Adachi
Research Chief
The Japan Research 

Institute, Ltd.

∗1 Motors, batteries, electronic controls and related technologies

Building-Block Strategy
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with companies we have relationships with, and at forming 
other collaborative partnerships, to confront some of the 
hurdles facing the automotive industry. While we have no 
intention of changing the strategic cooperative relationship 
we have established with Ford, in the future I think we 
will increasingly strike up complementary collaborations 
involving mutual exchanges of technologies, as is the 
case in our current collaboration with Toyota on hybrid 
technology licensing.

On the issue of eco-friendly driving, I think it’s important 
to provide functional support for fuel-effi cient driving 
practices so that customers become more environmentally 
aware. For instance, the i-stop system we discussed earlier 
displays the total time for which the engine has been 
stopped, which is then indicated on the display in the form 
of a tree growing from a shoot when the driver uses eco-
friendly driving practices. Some customers have reported 
that they enjoy watching the tree shoot grow larger. We 
are also working on other devices like this that we hope will 
bring drivers for more enjoyment.

Adachi: Rather than simply leaving it up to the driver to 
adopt environmentally friendly behaviors, it seems to me 
that i-stop delivers a very new and persuasive message: 
that manufacturers are also shouldering the burden and 
supporting drivers for eco-friendly driving.

Passing on the Mazda Way to Future 
Employees
Adachi: In 2008, Mazda summarized its basic principles 
and values in the seven principles of the Mazda Way. I’ve 
heard that you yourself took the lead in this, so I was 
wondering if you could talk about the background of the 
formulation of the Mazda Way, how your thoughts were 
articulated, or any particular episodes that occurred during 
that process.

Yamanouchi: 2010 marks the 90th anniversary of the 
foundation of Mazda, and the Company’s progress in that 
time has been anything but smooth sailing. In just the 
last 40 years, we have struggled through some critically 
threatening issues to get where we are today: events such 
as the oil shock in 1973, the rising value of the yen, the 
collapse of the bubble economy and the fi nancial crisis. 

When I looked back at the history of the company, and 
some of the truly heroic efforts of our predecessors that 
enabled us to endure and thrive, I was always impressed by 
the enormous belief and commitment of Mazda employees. 
So we reviewed the values held by our predecessors and 
the approaches they used, and spent about a year in 
discussions to formulate a set of ideas that we wanted 
to share as the Mazda culture with all our employees, 
and to pass on to future employees. The result was the 
Mazda Way. Thinking back over the history of Mazda, our 
standards of behavior have been tremendously valuable 
and laudable. Following the introduction of the Mazda Way 

company, I could open up the hood, change the spark 
plugs and pretty much do my own maintenance. Now, 
vehicles are packed with electronic components and you 
can’t touch anything. That’s why we, as an automaker, 
see the management and development of product quality 
and safety as absolutely fundamental and regard it as 
our highest priority. We have our own safety policy that 
we abide by strictly in the work we do. And because our 
vehicles are driven by people, we take into account the 
expectations of our customers and the way they use our 
products. So we’re always careful to consider the viewpoint 
of our customers, and then develop technology that helps 
to make our vehicles safer. The Brake Override System 
is one example of that. Starting with the new Premacy 
[Mazda5], we plan to install the system in all our future 
vehicles when a new version launches.

Safety issues are not something where you can say, “If 
it’s not a problem today, it won’t be a problem tomorrow.” 
Going forward, when it comes to management and 
development of product quality and safety, we’re absolutely 
determined not to take our eyes off the ball for a moment.

Adachi: In environmental and safety-related technology 
development, while some approaches can be pursued 
entirely by a single company, in areas such as biofuels, 
for example, the development must surely involve 

collaboration with petroleum producers. Similarly, 
measures such as eco-friendly driving practices and town 
planning by governments that incorporate measures to 
relieve traffi c congestion are essential to reducing the 
environmental impact of vehicles. In the future, do you see 
a trend toward collaboration in a growing number of areas 
with the broader community, such as other companies, 
governments, customers, and so on?
Yamanouchi: Of course, the environment and safety are 
not issues that Mazda can deal with alone, or even the 
entire automotive industry can handle alone, for that 
matter. Where necessary, we will seriously look at working 

The Mazda Way



A true patriot shines light
into a dark corner
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in 2008, we have printed these principles on stickers to 
place on employees’ IDs holders so they can carry them 
around and refer to them at any time. The Mazda Way is 
still in its establishment phase, but it was at the QC Circle 
Presentation Congress for the entire Mazda Group in May 
2010 where I really felt that it is gradually taking hold. I 
was greatly impressed to see that the Mazda Way approach 
was included in every presentation. If a belief does not rest 
on a commonly held foundation, it cannot succeed. This 
process will take time, but I believe that instilling the Mazda 
Way in our employees’ mindset is a matter of the highest 
priority.

A Shining Light in both Local and 
Global Communities
Adachi: Every time I visit Hiroshima Prefecture, I am 
reminded how few automotive manufacturers are as 

closely involved in their local community as Mazda. Mazda 
exports close to 80% of its vehicles to over 140 countries, 
so I imagine your thinking is globally based, and yet, in 
terms of production facilities, your social involvement is 
focused in Hiroshima Prefecture. We’ve recently seen the 
emergence of ‘glocalization,’ which combines global and 
local approaches. What are your views on the relationship 
between the globalization of business and social 
contributions that are closely tied to local communities?

Yamanouchi: I am very grateful not only for the patronage 
of Mazda customers all over the world, but also for the 
support of local citizens in Hiroshima Prefecture and 
Yamaguchi Prefecture, where our major production 
facilities are located. As one of Hiroshima Prefecture’s 
leading companies, we have a huge social responsibility 
to the region. We are eager to contribute by providing 
employment and tax revenues, and developing human 
resources. We are also keen to assist in the development of 
local communities by sharing the skills and knowledge we 
have gained through our global expansion.

In the president’s offi ce, a work of calligraphy by Tsuneji 
Matsuda, our third president, hangs on the wall. It says, 
“A true patriot shines light into a dark corner.” I think 
Tsuneji Matsuda showed his true mettle as a patriot by 
working to develop local industry and communities, and 
by securing employment for the region. We must continue 
to uphold that commitment. I also have my own personal 
interpretation, which is that I want to shine light into a 
corner of the global automotive industry.

If all goes well, Mazda will celebrate its 100th 
anniversary in 2020. The next 10 years may well be 
the toughest decade ever for the automobile industry. 
However, our employees have overcome formidable 
challenges in the past. Their hard work has led to historic 
breakthroughs, such as putting the rotary engine to 

established the Social Contribution Committee to promote 
initiatives with both global and local perspectives. This 
Committee will contribute toward building a sustainable 
future with local communities through corporate activities 
as well as volunteer work undertaken by Mazda employees.

Adachi: Well, today’s conversation has given me a clear 
understanding of the challenges Mazda faces as you develop 
the identity of the Mazda brand and build ever-closer ties 
with local communities. I hope you will continue to nurture 
this excellent corporate culture, and I have no doubt that 
Mazda will continue to grow in the years to come.

practical use and making 
Mazda the only Japanese 
manufacturer ever to win 
the Le Mans 24-hour race. If 
our employees continue to 
demonstrate this unwavering 
spirit, I am confi dent that 
we can continue to deliver 
fun-to-drive vehicles with 
excellent environmental and 
safety performance for our 
customers around the world 
to enjoy. I want to light up a 

corner of the automotive industry by attracting devoted 
fans who truly understand what Mazda represents, and will 
accept nothing but a Mazda car. This thought will inspire 
me in my efforts in the future. 

Also in the area of social contributions, we have recently 

Calligraphy by Tsuneji Matsuda 
(in the president’s offi ce)

Eiichiro Adachi
Research Chief
The Japan Research 
   Institute, Ltd.
After graduating from the 
Department of Economics 
at Hitotsubashi University 
in 1986, Adachi joined the 
Japan Research Institute in 
1990. Following stints in the 
Management Strategy Research 
Department and Technology 
Research Department, he now 
heads the ESG Research Center. 
Adachi is primarily involved in 
conducting industry surveys 
and corporate evaluations from 
the perspective of corporate 
social responsibility. He is 
also a member of the Japan 
Standards Association’s ISO/
SR National Committee. His 
publications (in Japanese) 
include CSR Management and 
SRI (joint authorship, published 
by Kinzai), Businesses Growing 
through Global Warming (joint 
authorship, published by Toyo 
Keizai Inc.), and Introduction to 
CSR for Corporate Employees 
(joint authorship, published by 
Dai-Ichi Hoki Co., Ltd.).
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Unlimited potential, like the sky above us.
“At university, I majored in aeronautics. At one time I 

wanted to join an airplane company,” says Mitsuo Hitomi. 
The concept name given to Mazda’s next-generation 
powertrains is “SKY,” like the sky that Hitomi dreamed of 
when he was young. This concept embraces several ideas: 
“My desire is to ensure an everlasting blue sky, and I also 
want to enable customers to experience the joy of driving 
under that sky.”

* * *
Mazda has announced that, by 2015, it plans to improve 
the average fuel economy of Mazda vehicles sold globally 
by 30% compared to 2008 levels.  

The key technology underlying those plans is its next-
generation powertrains, developed under the “Mazda 
Sky Concept”,∗1 which involves a complete overhaul 

∗1 Concept name for an engine and transmission to be introduced from 2011 
onward.

of gasoline and diesel internal combustion engines 
(conventional engines that extract energy by burning 
gasoline or diesel) and their transmission systems.

When asked why Mazda is focusing its efforts on 
internal combustion engines, Hitomi replied, “To really 
help the environment, we need a technology that can 
be applied to all vehicles, not just a few specifi c ones. 
And because the internal combustion engine is going to 
continue to be the mainstay for vehicles for some time 
going foward, we decided that it was what we needed 
to improve. Even in hybrids, if we improve the effi ciency 
of the internal combustion engine, we can then apply 
smaller capacities in both the motor and the batteries, 
which is also important for the future.”

Another key factor is the lightweight element of 
“Zoom-Zoom”. “It’s diffi cult to feel the joy of driving in 
a heavy vehicle. By striving to build the ideal internal 
combustion engine, we 
can successfully build 
vehicles with both the joy 
of driving and excellent 
environmental and 
safety performance.”

* * *
The development goal 
that Hitomi and his 
colleagues have been 
working toward is the ‘ultimate’ engine. Hitomi says: 
“Engineers researching internal combustion engines 
have a vision for what the ideal engine should be.” But 
when the research began, there were plenty of people, 
even within the company, who said it was impossible to 
achieve. Hitomi just smiles, saying, “If it were something 
anyone could do, there’d be no room for breakthroughs.” 

Hitomi likens the development path to a mountain 
climb. “You may be able to see the summit, but there are 
still a number of cliff faces to overcome before you can 
reach it. Some will be discouraged by that and turn back. 
But once you take a closer look at those cliff faces, you can 
see that there’s always a route with a slightly less diffi cult 
slope. I don’t want my team members to become engineers 
who just look for reasons why they can’t do something.” 
This is the message Hitomi conveys to his staff. 

The next-generation powertrains being developed 
now by Mazda are clearly the fi rst step toward an ideal 
engine.

* * *
The burden that Hitomi bears as the person responsible 
for developing the Mazda Sky Concept is outweighed 
by his happiness in that role. Since joining Mazda, he 
has been involved in cutting-edge research at Mazda’s 
Technical Research Center, focused primarily on gasoline 
engine technology. In this case, cutting-edge research 
consists of fundamental research carried out far in 
advance of the development of vehicles for the market.

Mitsuo Hitomi,
Powertrain Development Division, Mazda Motor Corporation

Environment: Next-Generation Powertrains

Mazda Is Developing Next-
Generation Powertrains that 
Will Provide All Our Customers 
with the Joy of Driving and 
Excellent Environmental and 
Safety Performance

Mazda Sky-G
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“There have been very few instances where my own 
ideas, after clearing numerous hurdles and after a long 
period of time, have actually been incorporated into 
vehicles sold on the market. That’s why I’m so happy when 
technologies we’ve pursued in the research center make it 
out into the world as products. For an engineer, that’s the 
most satisfying and worthwhile thing. Now, I can do the 
work I’ve most wanted to do,” says Hitomi.

The fi rst engine built under the Mazda Sky Concept 
will be rolled out globally starting in 2011. Development 
is now entering the fi nal-adjustments phase that precedes 
mass production. “I feel like I’m watching over my own 
child. I’m putting the fi nal touches on this product so that 
when it makes its debut next year, people will shower it 
with praise.” says Hitomi.

 Hitomi and his team are now close to the top of the 
development mountain they’ve been climbing. When they 
reach the summit, who knows what new horizons will 
open before them?

* * *
Kyushu Mazda Co., Ltd.’s Shingu dealership is located in 
the suburbs of Fukuoka City in Fukuoka Prefecture. 

According to Eri Suemune, a salesperson at the dealership, 
“I think people are going to want vehicles with even better 
environmental performance, including things like superior 
fuel economy, in the future. But if they can have vehicles with 
features like ’i-stop’ that are fun ’Zoom-Zoom’ vehicles and still 
perform well environmentally, they’ll be really happy.” 

Mazda’s unique idling-stop system, i-stop, was 
included in the new model Mazda Axela/Mazda3 released 
in 2009. When the vehicle is waiting at a traffi c light, 
i-stop automatically stops the engine, helping to reduce 
fuel consumption. 

Vehicles equipped with i-stop also have a function that 
converts the fi gure for fuel saved by turning off the engine 
into a fi gure for amount of CO2 emissions reduced, and 
then displays it on a monitor inside the vehicle in terms of 
tree growth. “Some customers tell us how their trees have 
grown each time they bring their vehicle in for servicing. 
I think it’s better when they can actually see how much 
they’re contributing to the environment,” says Suemune. 

* * *
Suemune, who joined Mazda fi ve years ago, says, 

“Every time I talk about vehicles with a customer, I get more 
interested in replacing my own vehicle.” Before joining Mazda, 
however, she wasn’t particularly interested in vehicles.

While in university, Suemune commuted by bus and 
spent her time gazing at the scenery through the bus 
windows every day. One day, she saw some vehicles that 
caught her eye: “The design was really innovative.” It was 
a Mazda. That eye-catching design was Suemune’s fi rst 
encounter with a Mazda vehicle. 

Commenting on the recent emphasis on fuel 
economy, Suemune says, “it’s certainly true that people 
are increasingly interested in fuel economy, but—and I felt 
the same way myself—what customers expect in Mazda 
cars are things like dynamic design, color schemes that 
let them express their individuality, brisk and responsive 
handling… Which all just really amounts to wanting a 
Zoom-Zoom vehicle that’s fun to drive.”

In autumn 2009, one of Suemune’s customers 
came to her looking very happy. “This is exactly the kind 
of vehicle I’ve been waiting for,” he said. He showed 
Suemune a Mazda brochure that had been handed out 
at the 2009 Tokyo Motor Show. The page he pointed 
to showed Mazda’s concept car featuring a Mazda Sky 
Concept engine. 

Customers who are keen on reducing their fuel 
consumption are now looking to Mazda. “Vehicles 
that offer the fuel economy of hybrid vehicles without 
sacrifi cing driving pleasure. That’s what Mazda’s really all 
about, isn’t it? When they go on sale, I’ll be very proud to 
recommend them to my cutomers.” says Suemune.

* * *
Mazda strives to build vehicles for people who truly love vehicles. 
The Mazda Sky Concept is the embodiment of that ideal.

(Right) Talking about her purchase of an Axela, Mitsuko Yamaguchi says, 
“I saw the design of the Axela in a magazine before it was released. I 
fell in love with it right away and decided to buy one. The i-stop feature 
works really smoothly, and I’m very happy with my purchase. I always 
boast about my vehicle when I give my friends a ride.”

Eri Suemune, Kyushu Mazda Co., Ltd.



(From left) Kenji Moriwaki, Technical Research Center, Mazda Motor Corporation;
Takeo Takase, President of Takase Gosei Kagaku Corporation.; and Tomomi Takase, Plant Manager for Takase Gosei Kagaku Corporation

“This research and development has enabled us to produce stable recycled materials, and  could be an opportunity to fi nd more uses for recycled raw 
materials,” says Takeo Takase, who looks forward to a bright future for recycling.
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In 2000, Kenji Moriwaki was placed in charge of 
development at Mazda’s Technical Research Center. It was 
the fi rst time that he had responsibility for R&D work, and 
he smiles broadly as he thinks back on that time. “Despite 
the technical diffi culties, I was very pleased to be given 
complete control over the work for the fi rst time. I felt, ’OK, 
let’s go for it,’ and that I would give it my best shot.” 

* * *
That was about 10 years ago. Around that time, the 
Japanese government started tightening recycling 
regulations and companies were forced to further develop 
recycling technologies. From the outset, rather than just 
complying with the regulations to use resources more 
effectively, Mazda went a step further and set the goal of 
reusing bumpers that had been damaged out in real-world 
driving∗1 as raw materials for bumpers on new vehicles. 

Due to the diffi culty of processing collected material, 
recycled material is generally of a lower quality than the 
original material. This is why damaged bumpers have 
previously been used in parts of the vehicle that are not 
visible, such as underbody covers. By contrast, bumpers 
on new vehicles are in very prominent positions on 
the vehicle, so it would not be practical to use recycled 
material for that application. However, if Mazda could 
recycle a large plastic component like bumpers to the 
high quality standards required for new vehicle bumpers, 
it would be a huge technical step forward, and be a way 
to address environmental issues by cutting CO2 emissions 
and using resources more effectively. So there was a lot 
to be gained by pursuing this goal.

∗1 Bumpers collected when damaged or broken bumpers are replaced during 
repairs.

* * *
In general, bumper recycling starts with pulverizing 

the recovered bumpers into small fragments called pellets. 
Once impurities such as the paint on the surface have been 
removed, the pellets are combined with new material to 
make raw material for new vehicle bumpers. The crucial 
factor in this process is ensuring that the recycled and new 
materials are of equivalent quality, and the key to doing this 
is how much of the paint is removed. If paint gets mixed in 
with the recycled material, it cannot be used for new vehicle 
bumpers because the strength of the plastic declines, and it 
also prevents a perfect fi nish from being achieved when the 
bumper is painted. First, scraping the paint off was attempted.

* * *
Mazda’s partner in bumper recycling technical 
development is a plastics recycling company called 
Takase Gosei Kagaku Corporation, which is located in 
the same part of the country as Mazda’s head offi ce, in 
Hiroshima Prefecture. Prior to this project, Takase had 
already been developing its own technology for removing 
(paint) coating from pellets. It started when the plant 
manager, Tomomi Takase, unexpectedly discovered that 
paint peels off at a set temperature. Thinking that ‘this 
could work!’ Takeo Takase then set about designing his 
own machine. He kept on refi ning the process, pushing 
hard with such determination that the contractor working 
on the improvements nearly gave up. The result was a 
sophisticated paint removal technique that nobody else 
has been able to match. 

As Kenji Moriwaki recalls, “The level of Takase Gosei 
Kagaku’s technology was extremely high. It was able to 
remove the paint from almost all the pellets. But there 

Environment: Recycling Initiatives

“Bumper-to-Bumper Recycling”—
Reusing Recycled Bumpers on New Vehicles
The R&D Behind an Industry-Leading 
Recycling Technology



Pelletized bumper material (fragments). Colored pellets are those with vehicle paint, shown 
before sorting (left) and after sorting (right).

Collected bumpers

Nobuhiro Higashi, Promotion Section Manager, Industrial Systems 
Division, Special Machinery Systems Department, Satake Corporation
“We are happy to be able to contribute to achieving a new eco-friendly 
technology. Also, from a business perspective, we would like to see 
this technology adopted more widely.” On the left is the optical sorting 
machine that triggered the change in approach.
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were still some pellets mixed in that contained paint, 
which didn’t quite meet the level of quality needed in 
material used for new bumpers.”

To achieve the beautifully smooth, mirror-like fi nish of 
a new vehicle bumper, the accuracy of the paint removal 
had to be further improved. With development at an 
impasse, Moriwaki talked to his boss about the problem 
and was given the name of a company that would never 
have occurred to him otherwise.

* * *
Satake Corporation developed Japan’s fi rst-ever power-
driven rice polishing machine in 1896 and is still thriving 
today as the world’s leading manufacturer of food 
processing machinery. Rice polishing is a technique that 
removes the outer layer of rice grains. Some thought there 
might be a way the same technique could be used to remove 
paint. With this advice in mind, Moriwaki paid Satake a visit.  

Satake’s head offi ce may be in the same prefecture, 
but the request from Mazda—a company in an entirely 
different industry—came right out of the blue. Satake, 
however, gladly took up the challenge. As Nobuhiro 
Higashi at Satake Corporation recalls, “We were also 
actively engaged in environmental protection activities, 
such as developing environmentally friendly products 
using biomass resources. So we were by no means averse 
to cooperating in developing a technology that would 
contribute to recycling efforts.”

However, a number of trials were repeated using rice-
polishing technology to remove the paint from the plastic 
pellets without achieving the results hoped for. At one 
point, Moriwaki became discouraged, feeling that it was 
unreasonable to think that they would be more successful 
in removing paint than the techniques used by Takase 
Gosei Kagaku. Many people wondered if they should 
discontinue the trials; then Satake offered him a chance 
to look at the other machines  it manufactures. 

What caught the eye of Moriwaki and his colleagues 
was an optical sorting machine that removed impurities 
such as stones and defective grains from harvested cereals. 
This machine, they were told, ensured that only perfect 
rice grains made it to the table. This was the moment when 
their whole approach changed, from focusing on removing 
the paint to simply sorting the pellets so that only suitable 
pellets were chosen. If only pellets without residual paint 
were collected, a high-quality product could be ensured. In 
the end, Mazda requested Satake to adapt this technology 

for use with Mazda’s efforts.

* * *
Takase Gosei Kagaku’s technology strips off the paint, and 
Satake’s optical sorting technology sifts out any pellets 
that still have any residual paint.∗2 Using a fusion of Takase 
Gosei Kagaku’s extensive experience, Satake’s unique 
technology and the inspiration provided by Moriwaki and 
his team, Mazda has overcome some major obstacles to 
create “bumper-to-bumper recycling,” the automotive 
industry’s only method of continually using recycled 
materials as the raw material for new vehicle bumpers. 

The paint removal technology for bumper-to-bumper 
recycling developed by the three companies was awarded 
the 16th Katashi Aoki Technology Award (sponsored by 
the Japan Society of Polymer Processing) in recognition 
of the progress it has achieved in polymer processing 
technology. It was also selected from 2,382 other 
candidates as one of the ‘240 Landmarks of Japanese 
Automotive Technology’ by the Society of Automotive 
Engineers of Japan as a technology worthy of being 
passed on to future generations. 

Kenji Moriwaki commented, “In the future, 
increasingly high levels of performance will be demanded 
from plastic components, and our goal was to develop a 
way to both recycle materials and improve performance.” 

All three companies had different roles, yet worked 
together toward the same goal of a sustainable future.
∗2 The pellets removed by the optical sorting machine are reused in products 

such as underbody covers to eliminate any waste.



(From left) Makoto Nakamura, General Manager, General Affairs Department at the Mazda Hofu 
Plant, and Kunio Iwamoto, Senior Director of the Hofu City Chamber of Commerce and Industry

Volunteer workers cleaning up 
mud; some of the many messages 
of thanks received from local people.
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Hofu City in Yamaguchi Prefecture fl ourished during the Edo 
Period (1600–1868) as a center of salt production. Mazda’s 
Hofu Plant, one of the company’s main production facilities, 
now stands on the site of those vast salt fl ats. “The vehicles 
built in Hofu run on the streets in faraway countries. I think 
that’s something to be pleased about,” a smiling Kunio Iwamoto 
says. Senior Director of the Hofu Chamber of Commerce 
and Industry, Iwamoto has been involved in the Love Hofu 
Campaign since its inception. When visiting Europe on business, 
he says he was excited to see Mazda vehicles on the streets and 
took nothing but photos of vehicles while he was there. Hearing 
those words, Makoto Nakamura, general manager of the Hofu 
Plant’s General Affairs Department, adds, “it’s very gratifying to 
hear that even people outside the company feel this way.”

* * *
The Love Hofu Campaign started in the 1980s when the 
Hofu Plant was built and the entire town began to back the 
sale of Mazda vehicles. A groundswell of support among the 
citizens of Hofu further bolstered the campaign, and with 
the cooperation of everyone in the region, including over 30 
local companies, it has now expanded to include a range of 
initiatives, including festivals, cleanup activities and sports 
exchanges. One typical event is the Love Hofu Flea Market, 
which is now one of the largest fl ea markets in western 
Japan. It attracts some 130,000 people to the town, which 
itself only has a population of roughly 120,000.

But this cooperative exchange between Mazda and 
the local community has not all been smooth sailing. It has 
now been 29 years since the Hofu Plant was established, 
and during that time, there have been ups and downs. On 

occasion, there has even been harsh criticism from people 
in the region, but the bond has never been completely 
severed. “As a company, there are some things we can do, 
and some things we can’t do, no matter how hard we try. So 
we do our best to think of ways we can help. It’s important 
to foster the sort of connection between people that allows 
us to speak openly to each other,” says Nakamura.

In July 2009, there were unprecedented deluges of rain 
in Hofu which resulted in enormous damage. At the time, 
the prefectural and municipal governments, the police, and 
emergency services were overwhelmed and unable to provide 
assistance to individual households. The Hofu Plant manager 
went out to survey the situation at the time and immediately 
decided to mobilize the plant’s employees. Working closely 
with the residents’ associations in the city, they went from 
door to door in an effort to clean up the mud. There were 
more than a thousand volunteers. According to Nakamura, 
“the young employees who volunteered spoke enthusiastically 
about their interactions with older people affected by the 
fl ooding. It was a terrifi c experience for the employees.”

Nakamura continues, “this connection with the local 
community also gives people a personal sense of fulfi llment 
and helps them grow as individuals. I think that when 
individuals live life to the fullest, that helps to invigorate the 
local community and the companies that operate there.” 
Kunio Iwamoto agrees: “Through the Love Hofu Campaign, 
Mazda has transformed its image from ’Mazda—just another 
corporation’ to ’Mazda—a company that really appreciates 
people.’” Nakamura concludes, “In the future, I’d like 
both the company and its employees to continue growing 
together with the surrounding community.”

Contributions to Society

The   “Love Hofu Campaign”: Undertaken by Local Companies 
Working with Local Residents as a Model of Contributing to Society

The Love Hofu Flea Market 
was visited by approximately 
130,000 people—more than the population of 
Hofu City itself.
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The Mazda Wildlife Fund fi ttingly celebrates its 
20th anniversary in 2010, the International year of 
Biodiversity. “We view conservation and environmental 
education as a top priority,” says Doreen Mashinini, Mazda 
Marketing Manager at Ford Motor Company of Southern 
Africa (FMCSA).

* * *
“In 1990, the Mazda division decided to shift 

its marketing approach from sport sponsorship to 
conservation, in order to support worthwhile long-term 
initiatives that would benefi t all of the people of South 
Africa. Driven by the spirit of commitment, the Fund 
aims to protect and preserve South Africa’s rich and 
irreplaceable wildlife heritage for generations to come,” 
says Doreen Mashinini. The founders of the Mazda 
Wildlife Fund had exceptional foresight 20 years ago in 
anticipating the problems facing the environment today 
of global warming, resultant natural disasters and the 
increasing loss of biodiversity—and decided to support 
NGOs in their quest to protect the environment.

The Fund has formed partnerships with the major 
environmental NGOs in South Africa and relies on 
their guidance in deciding which projects to support 
depending on their conservation priority. To date, over 
300 applications for support have been received, of 
which over 150 have been approved by the Fund’s 
Advisory Board. Seven structured environmental 
education projects, including the internationally 
recognized Eco-Schools program, reach hundreds of 
thousands of children each year and open their minds 
to the importance of being responsible custodians of the 
planet they will inherit. Seventeen projects focus on the 
conservation of endangered species and ecosystems, 
from rhinos and birds of prey to wetlands, grasslands, 
toxic chemicals and wildlife trade. Five research projects 
expand our understanding of sustainable resources, coral 

reefs, whales and dolphins, vultures, and crocodiles. 
One of the purposes of the Fund for Mazda is to 

provide fully maintained Mazda vehicles to approved 
conservation and environmental educational projects—and 
project managers stress that without reliable transport 
for use in remote areas their work would not be possible. 
Thirty vehicles are currently provided to 29 projects 
situated throughout South Africa, covering a wide 
spectrum of biodiversity, ecosystem and educational 
activities. “The breadth and depth of the Fund’s infl uence 
is remarkable—and the numerous projects have made 
a huge contribution to the state of South Africa’s 
environment,” says Humphrey Le Grice, Manager of the 
Mazda Wildlife Fund. “Without the support of Mazda this 
would not have been possible.”

The support of a sponsor such as Mazda is also a 
major endorsement of the projects’ worth and provides  
credibility for obtaining additional funds from other 
sponsors, both local and overseas.   

The effects of the program can be described in 
the Japanese phrase san’po-yoshi, meaning three-way 
benefi ts—for South Africa’s biodiversity, for the Mazda 
brand and for society alike.

In recognition of these efforts, the Company was 
awarded the American Chamber of Commerce’s Stars of 
Africa Gold Award in the environment category in 2004 
and the Stars of Africa Silver Award in 2005. 

“With each passing year, the legacy of the Mazda 
Wildlife Fund is strengthened, and the commitment of 
Mazda to sustain its support in the long term is a priceless 
contribution to understanding and protecting South 
Africa’s rich natural heritage for all of its people,” 
concludes Doreen Mashinini.

Contributions to Society

Mazda Wildlife Fund Celebrates Two Decades of Commitment 
to Wildlife Conservation in South Africa

Mazda supports numerous projects to protect South Africa’s 
natural environment.

(Center) Humphrey Le Grice
Manager, Mazda Wildlife Fund, Ford Motor Company of Southern Africa

(Right center) Doreen Mashinini
Mazda Marketing Manager, Ford Motor Company of Southern Africa
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(Fifth from the left) Sandra Jimenez Villa,
Human Resources Director, CCA

Sustainability Report 201017

Can the seven principles of the Mazda Way, stemming from 
Japanese manufacturing concepts, be accepted globally? 

Yes, answers Sandra Jimenez Villa, Human Resources 
Director of Compañía Colombiana Automotriz (CCA). “The 
Mazda Way is easily understood and is something we can 
identify with,” she says, adding, “I feel great satisfaction 
because the application of the Mazda Way globally means 
there is a shared awareness of Mazda’s business culture 
worldwide.”  

* * *
In April 2008, Mazda summarized seven basic principles 
and values handed down within the Company over time, 
and defi ned them as the Seven Principles of the Mazda 
Way. The intent was to internalize and promote the 
practice of these principles on a global scale to further 
strengthen the Group. 

The Mazda Way concept was then applied to Group 
companies around the world.

* * *
Sandra Jimenez Villa, CCA’s Human Resources Director, 
is responsible for promoting the Mazda Way. But even 
before the Mazda Way was introduced,  she emphasized 
the active implementation of human resource policies.

In 2006, the Company was awarded the bronze prize 
(third place) for Occupational environment management 
from among more than 6,000 Colombian companies. Not 
satisfi ed with this, Jimenez Villa wondered how diffi cult 
it would be to win the gold prize, she worked hard to 
overcome the remaining issues, and as a result, CCA won 
the gold prize (fi rst place) in 2008. 

“My challenge is to make sure that CCA has employees 
who identify with the Company, who are 
committed, satisfi ed and oriented toward 
creating value for the brand,” says Jimenez 
Villa. She wanted all of CCA’s approximately 650 
employees to understand and incorporate the 
Mazda Way in their work, and wondered what 
sort of methods would be acceptable to them.

She listened to the staff’s opinions, 
discussed with the labor union, and 
subsequently came up with activities for 
workers to internalize the Mazda Way. The 
resulting ‘Mazda Way Album’ and ‘Mazda 
University’ are unique initiatives at CCA that 

solidly refl ect the seven principles of the Mazda Way.

* * *
It was hard for workers in CCA to become familiar with the 
principle of ‘Basics/Flawless Execution’ at fi rst. The idea 
of refl ecting on one’s daily work, for example going over 
our work in our mind and considering it in minute detail is 
not a normal habit in Colombian working culture.

This sense of unfamiliarity was the impetus behind 
the Mazda Way Album. It is a tool for employees that 
encourages them to refl ect the seven principles in their 
day–to-day activities, and to internalize the principles 
through a fun learning process by using stickers and 
questionnaires.

The Mazda University is a company training system. 
It gives staff opportunities to study Mazda’s business 
practices, learn what other areas of the company do, and 
and how they can affect others or contribute through 
their work. This leads to the achievement of “Mutual 
Learning” (Tomoiku), in which mutual growth among staff 
members leads to a unifi ed “One Mazda” feeling.

“Right now we are still in the initial stage of 
implementing the Mazda Way Album, but the results of 
Mazda University have been positive. We have observed 
that workers fully identify with the seven principles in 
a signifi cant manner. We expect the Mazda Way to be 
gradually incorporated into their behavior,” says Jimenez 
Villa, who senses that employees are responding to 
the initiative. In fact, she says, the Mazda University is 
extremely popular, with applicants exceeding the number 
of spaces available for each training course. 

* * *

Respect for People

The Mazda Way Is Spreading Across 
Nations and Generations. The More 
Workers Identify with It, the More the 
Mazda Group’s Strengths are Mobilized.

Mazda University: So many employees 
want to take these training courses that 
there are constantly more applicants than 
available seats.

Mazda Way Album: Workers can review their 
own activities and add stickers to the album as 
a fun way to familiarize themselves with the 
Mazda Way.



Sayaka Fujisawa, Human Resources Division, Mazda Motor 
Corporation

Collecting examples of real-world application of the Mazda 
Way from employees in a range of divisions and age groups.

Mazda Way poster

STORYBOOK 05
[Respect for People] Mazda Way
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April 2010: The auditorium at Mazda’s head offi ce in 
Hiroshima. Speaking enthusiastically about the Mazda 
Way in front of a crowd of new recruits was Sayaka 
Fujisawa, who had only joined Mazda herself a year 
before. “I never imagined for a moment that I’d be 
explaining the Mazda Way just one year after joining the 
Company.”

* * *
It’s now been over three years since the Mazda Way was 
introduced. A two-year-long initial establishment period 
commenced in 2009. Promotional staff at the head 
offi ce in Japan are working hard to develop the Mazda 
Way from something that people ‘know’ to something 
they ‘practice.’ Fujisawa fi rst heard the words Mazda Way 
during a training seminar when she joined the company: 
“I could see that the Mazda Way was really important, but 
I couldn’t really grasp how it was connected to my actual 
work.” However, after joining the Human Resources 
Division and starting work as part of the program staff, 
she realized that “I wanted to understand the Mazda Way 
better than anyone in Mazda.”

Without a real ‘understanding,’ there is no ‘practice.’ To 
raise awareness of ‘practice’ among employees, Fujisawa 
devoted herself to creating an in-house Mazda Way 
website, posting a wide range of information each month. 
The main features are titled “Mazda Way Episodes” and 
“Sanpunkan”, which means “Three Minutes.”

But activities based on the Mazda Way are not 
restricted to those within Mazda itself. There are also 
initiatives, both in Japan and overseas, that have yielded 
positive results. The Mazda Way Episodes posts cover 
those achievements. Fujisawa handles everything from 
planning through to gathering materials and writing up 
the documents herself. Though the Mazda Way approach 

is consistent, the ways it is put into practice are as varied 
as the types of work being done. Each time she gathers 
information, she comes across new discoveries, and has 
come to realize, just from the number of episodes, that 
the Mazda Way has really taken hold.

Another regular post is her Sanpunkan feature. From 
1956 to 2001, Mazda distributed information every week 
to each of its workplaces with the aim of giving employees 
an opportunity to think about how their work was 
proceeding. This included discussions lasting about three 
minutes. Fujisawa is now reorganizing that information 
from the viewpoint of the Mazda Way and presenting 
it again. Various topics are raised, but the Mazda Way 
approach is interwoven into each of them. Fujisawa is 
receiving feedback from employees who recall the original 
Sanpunkan discussion. One coworker told her, “At that 
time, I couldn’t really understand what it was about. But 
when I read it now, I can see that each topic touched on 
the importance of how we approach our work.”

However, when Fujisawa looks back over the last year, 
the reactions have not been universally positive. Some 
people still don’t really understand what the Mazda Way 
is about. Even so, Fujisawa remains optimistic. “Always 
in the front of my mind is the idea of ’continuous kaizen’ 
(’continuous improvement’). On the website, I want to 
continue to convey information that makes the Mazda 
Way even easier to grasp and leaves a lasting impression, 
so that Mazda employees gradually come to understand 
the Mazda Way and are able to use it as the basis for their 
work. That’s what inspires me in my job.”

* * *
This new corporate culture, in which employees work 
guided by principles that are clearly stated in ideas rooted 
in Mazda over the course of our 90-year history, is now 
permeating each department and transcending borders 
and generations as it becomes an established part of the 
working landscape. 
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 Basic Approach
Mazda aims to achieve its Corporate Vision (see p. 1) 
through the actions of each individual, based on the 
Mazda Way (see p. 54). While striving to meet the 
requests and expectations of all of Mazda’s stakeholders, 
each employee pursues CSR initiatives in the course 
of their daily business activities. In this way, Mazda 
contributes to the development of a sustainable society.

 Six Areas and Three Important 
Themes

Referencing the Charter of Corporate Behavior issued 
by the Japan Business Federation (Nippon Keidanren), 
Mazda evaluates its CSR activities in the six areas of 
Environmental Protection, Customer Satisfaction, 
Respect for People, Social Contributions, Compliance, 
and Information Disclosure. Through our interaction with 
various stakeholders, we have further designated three 
of these areas as important themes for special action 
because they are particularly sought by society and 
Mazda is able to make a contribution.
● Environmental Protection: Along with being a pressing issue for 

humanity, this is the highest priority issue for automakers
● Respect for People: The foundation of society, including the 

human resource development that is the foundation of our 
corporate activities

● Social Contributions: Contributing to local communities as a 
good corporate citizen

While striving to meet the requests and expectations of its stakeholders, Mazda also carries out its 
CSR through its daily business initiatives to contribute to the development of a sustainable society.

Mazda CSR

 Six Areas of CSR Operations 

Yoshika Hongo
Assistant Manager
CSR & Environment 
Department

I work in the CSR & Environment Department, 
dealing with tasks such as researching, proposing 
and implementing social contribution activities, as 
well as exchanging information on CSR activities 
with people both inside and outside the company. 
Since getting involved in this work, I’ve given a lot 
of thought to the fact that humans are just one of 
the elements that make up the planet, and to what 
we can do to build a sustainable society.

I think that some of the CSR issues at Mazda 
concern how much  employees understand CSR and make it a part of their 
own work. Also, they need to think about how to have other people both 
inside and outside the company understand Mazda’s CSR initiatives. That’s 
what I bring to my job each day.

In the future, I hope to keep working steadily on tasks such as 
developing social contribution programs that leave the participants feeling 
happy that they’ve done something really worthwhile.

VOICE
Every Employee Should Think 
Deeply About CSR to Create the 
Right Climate for Action

Corporate Vision
Vision Mission Value

Mazda Way

CSR

Business
partners

Mazda
employees

Customers

Global
society

Local
communities

Members of
the next

generation

All Mazda Stakeholders

Compliance

Respect for
People 

Information
Disclosure

Social
Contributions

Environmental
Protection

Customer
Satisfaction 

Environmental 
Protection

Customer 
Satisfaction 

Respect for 
People

Social 
Contributions

Compliance

Information 
Disclosure

Developing environmentally responsible products, taking 
measures against global warming, recycling automobiles, etc.

Developing attractive products, improving customer satisfaction 
and the Company’s service brand, improving product reliability, etc.

Improving the working environment, promoting a healthy work-life 
balance, cultivating a climate of respect for other people, etc.

Participating in local community activities, promoting traffic 
safety, supporting social welfare, etc.

Enforcing internal controls, ensuring appropriate transactions, 
promoting and thoroughly implementing the Corporate Ethics 
Code of Conduct, etc.

Actively disseminating information about CSR initiatives, com-
municating with stakeholders, disclosing financial statements, etc. 
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 CSR Promotion Organization
Internal departments carry out their operations based 
on goals and plans formulated with an understanding 
of the policies and guidelines determined by the CSR 
Management Strategy Committee, and in cooperation 
with other Group companies.
CSR Management Strategy Committee
● Meetings: Twice annually
● Participants: Chairperson (Representative Director and President), 

Vice-Chairperson (Director responsible for CSR environmental 
initiatives), Members (Members of the Executive Committee)

● Activities: Deliberate the CSR activities that are expected of 
Mazda from a global perspective, in consideration of changes in 
social environmental
- Establish policies and designate priority issues
- Report on progress in addressing issues, etc.

Structure in Each Department
● Each department: Set operational targets and plans for the 

medium and long term, and for each fi scal year

CSR Strategy Core Team
● Meetings: As required
● Members: Working members of CSR-related departments
● Activities: Discuss in advance proposals to be made to the CSR 

Management Strategy Committee and propose guidelines for 
specifi c activities based on policies set by the CSR Management 
Strategy Committee

 Evaluation of Mazda CSR Activities
External Evaluation
To evaluate initiatives adopted by Mazda, key external ratings 
and external evaluations are identifi ed both globally and within 
Japan. Monitoring the progress of the initiatives and analyzing 
the results can be refl ected on future strategy and initiatives.

Internal Evaluation
A structure is also set up within Mazda that uses measures 
such as key performance indicators to monitor progress.

 Organization
CSR Management Strategy Committee

Company Departments and Sections

Mazda Group
companies in Japan

Mazda Group
companies overseas

Chairperson: Representative Director and President
Vice Chairman: Director responsible for CSR and environmental initiatives 
Members: Members of the Executive Committee

Secretariat
(CSR & Environment Department)

CSR Strategy Core Team

Information Disclosure

Environmental Protection

Customer Satisfaction

Respect for People

Social Contributions

Compliance

 Key Stakeholder Relationships and Disclosure Channels in the Mazda Group’s CSR Activities  
Key stakeholders Mazda Group’s key responsibilities to stakeholders Opportunities for dialogue and disclosure

Customers

● Improving customer satisfaction 
● Providing safe, reliable and attractive products and services
● Appropriate disclosure of information regarding products and services
● Providing customer support in a timely and appropriate manner
● Appropriate management of customer information 

● Day-to-day sales activities 
● Establishment of call centers
● Customer satisfaction surveys
● Offi cial Mazda website 

Shareholders
and

investors

● Timely and appropriate information disclosure
● Maximizing corporate value
● Strict exercise of voting rights (at the general meeting of shareholders)
● Active investor relations activities 

● Quarterly presentations of fi nancial results
● Presentations to investors
● Plant tours for shareholders and investors
● Holding general meeting
● Creation of websites for shareholders and investors
● Publication of shareholder communication materials 
● Publication of annual reports 

Business partners
Suppliers

Domestic dealerships
Overseas distributors

● Fair and equitable trading
● Open and transparent business opportunities
● Support of requests for collaboration with CSR implementation 
● Appropriate disclosure and sharing of information 

● Conferences with supplier executives
● Supplier communication meetings
● Day-to-day procurement activities 
● Conferences with representatives of dealerships
● Conferences with distributors
● Commendation of  outstanding suppliers, dealerships and distributors
● Hotline Offi ce linking Mazda with dealerships 

Employees

● Respect for human rights
● Choice and self-accomplishment
● Promoting a healthy work-life balance
● Optimum matching of people, work and placement
● Promotion and improvement of employee health and safety
● Promotion of diversity
● Mutual understanding and trust between labor and management  

● Direct communication with senior management (MBLD)
● Surveys of employee opinions
● Systems for dialogue between supervisors and subordinates 
● Career Challenge System (in-house announcement and FA)
● Group and optional training
● Safety and health–related events
● Labor-Management Council 

Global society
and regional
communities 

● Respect for local cultures and customs
● Prevention of workplace accidents and disasters
● Consideration for the environment 
● Activities contributing to local communities
● Disaster-relief activities in regions in which Mazda does business 

● Opening to the public of the Mazda Museum and plant tours
● Participation in activities to contribute to local communities and in volunteer 

activities 

Government and
administrative

agencies

● Compliance with laws and regulations
● Payment of taxes
● Cooperation with government policies 

● Dialogue through economic and industry organizations 
● Publication of securities reports 
● Response to hearings, disclosure, etc.

NGOs/NPOs
● Cooperative work and support in search of solutions to global social issues 
● Cooperative work in activities contributing to local communities

● Dialogue and support through cooperation

History of the CSR Structure
2004 CSR Committee established
 ∗ Began Company-wide CSR initiatives
2007 CSR Promotion Department established as a permanent structure
2008 CSR Committee reorganized as the CSR Management 

Strategy Committee
 ∗ Integrated CSR activities and management
 ∗ Global perspective reinforced
2009 CSR & Environment Department established as a permanent structure
 ∗ Promotes activities both globally and across departments
 ∗ Former CSR Promotion Department reorganized as a

 permanent compliance body and renamed as the 
 Compliance Administration Department

Related information and details on the following subjects can be viewed on the Web:
Raising Employees Awareness, Support for CSR Enhancement in Mazda Group Companies Overseas

WEB

M
az

da
 C

SR
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22    Risk Management

22    Compliance

Management

This is intended to expedite decision making by 
increasing the effectiveness of the Board of Directors as 
a supervisory body, enhancing the deliberations of the 
Board of Directors, and delegating authority to executive 
offi cers. 

As of June 30, 2010, Mazda had 33 executive 
offi cers, including nine of whom serve concurrently as 
directors. 

 Management Advisory Committee
The Management Advisory Committee, made up of 
outside experts and the entire Board of Directors, meets 
four times per year with the objective of increasing 
management soundness and transparency.

The outside experts are chosen from a wide variety 
of fi elds based on their specialist knowledge and insights, 
and their opinions are refl ected in the Company’s 
management.

 Management Auditing
Mazda’s Board of Corporate Auditors has fi ve members, 
including three external corporate auditors who have no 
business relationships or other interests with Mazda, and 
audits the directors in the performance of their duties 
as per an annual audit plan formulated by the Board of 
Corporate Auditors. KPMG AZSA LLC is retained under 
contract as Mazda’s independent auditor.

Corporate Governance and Internal Controls 
Mazda is enhancing its corporate governance and 
strengthening its internal controls with the aim of 
increasing management transparency and expediting 
decision making. 

 Corporate Governance
Mazda views the enhancement of corporate governance 
as one of its most important management issues, 
and along with statutory bodies including the General 
Meeting of Shareholders, Board of Directors, and Board 
of Corporate Auditors, we have introduced an executive 
offi cer system to separate execution and management 
functions.

 Corporate Governance Framework

General Meeting of Shareholders
Selection/
Dismissal

Board of Corporate
Auditors,

Corporate Auditors 

ReportingIndependent
Auditor

Reporting Audit Board of
Directors,
Directors

Supervise
Representative

Directors

Executive Officers

Selection/
Dismissal

Consultation

Consultation

Selection/
Dismissal

Division General
Managers, etc.

Five, of whom
three are outside

corporate auditors

Management 
Advisory

Committee

Executive 
Committee and 
Other Advisory 

Bodies
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In the event of emergency situations like a major 
incident or accident, we will take measures that we deem 
appropriate, including the establishment of an emergency 
response task force if needed.

 Information Security
Mazda strives to ensure information security Group-wide 
by appropriately managing and protecting the personal 
information customers entrust to us and other important 
information in our care.

The general manager of each Division is responsible 
for the appropriate management of the information 
handled by their division, based on the information 
management policies and rules formulated by the 
Compliance Administration Department, which is the 
department responsible for the centralized management 
of information handled throughout the Company.

IT Security Management Rules
The IT Solution Division formulates IT security 
management rules. The division works to ensure 
information security Group-wide by providing the 
head offi ce and affi liated companies with guides for 
implementing information security and with support for 
strengthening management systems.

Compliance
Mazda does not view compliance as simply complying with 
legal regulations; we believe that internal guidelines and 
social norms (society’s expectations and requests) apply 
as well. These ideas are specifi ed in the Mazda Corporate 
Ethics Code of Conduct, which is the benchmark for 
ensuring that our business activities are fair and honest. 
Overseas, Mazda’s compliance guidelines require that 
employees not only follow international rules and all 
applicable laws, but also that they respect local history, 
culture, and customs.

Mazda Global Hotline
In 1999 Mazda established the Ethics Advisory Offi ce to 
handle employee inquiries about compliance and conduct 
investigations on ethical matters. In September 2007 
the scope of the offi ce was expanded to include domestic 
and overseas Group companies, and it was renamed the 
Mazda Global Hotline as a contact point for receiving 
information. The Mazda Corporate Ethics Code of Conduct 
states that “Persons who report incidences of violation of 
the law and persons who cooperate in investigations of 
alleged violations shall not be subjected to retribution or 
disadvantageous treatment.”

To ensure that all employees are aware of this hotline, 
we have distributed cards with the contact information to 
all head offi ce employees, and introduced the hotline to 
Group companies in Japan and overseas via the Company 
Intranet.

Related information and details on the following subjects can be viewed on the Web:
Response to Accidents and Other Emergencies, Compliance Training, etc.

Web

Cooperation Among Parties Responsible for Auditing
● A “Three-Way Audit Meeting” of the independent auditor, 

the full-time corporate auditors, and the Global Auditing 
Department is held four times every year, primarily to discuss 
the status of progress with regard to auditing under the 
Japanese Sarbanes-Oxley Act and make proposals for business 
and accounting auditing.

● Regular meetings of the full-time corporate auditors and the 
Global Auditing Department are held monthly to exchange 
opinions in further detail regarding issues identifi ed in audits. 

 Internal Controls
With the aim of highly transparent management, Mazda 
initiated a program of self-examination of internal 
controls in 1998, and this is currently carried out at all 
consolidated subsidiaries in Japan and around the world.

The Global Auditing Department, a specialized 
department, provides support to ensure that these 
activities to promote internal controls proceed smoothly 
at all divisions and consolidated subsidiaries. 
Support Structure for Internal Controls by Global Auditing 
Department
• Develop and introduce the M-SACS dedicated system for self-

examination of internal controls.
• When shortcomings regarding internal controls are found or are 

identifi ed by external parties, we make improvements promptly 
and provide a range of software support to ensure that the 
information is provided to the Global Auditing Department, a 
specialized department.

• Facilitators are dispatched within the head offi ce or to Group 
companies for internal control activities (self improvement, 
problem identifi cation, etc.).

• Work together with related departments to support training and 
internal control activities at domestic Group companies.

Risk Management 
Risk management at Mazda is defi ned as “minimizing 
potential risks that could obstruct the continuous, stable 
progress of business activities,” and measures are being 
pursued to benefi t, gain the confi dence of, and meet the 
expectations of stakeholders.

 Risk Management Framework  
All Mazda directors and employees are expected to take 
the initiative for risk management in accordance with 
the Basic Risk Management Policy, Risk Management 
Regulations, and other related internal regulations. 
Individual business risks are managed by the department 
in charge of that business area, while departments 
that carry out business on a Companywide basis are 
responsible for carrying out appropriate management of 
respective Companywide risks.

M
an

ag
em

en
t

Representative Director and President Representative Director and President

Directors Responsible for RM

Emergency Response Office
Risk Compliance Committee

Group Companies
Departments
within Mazda Group Companies

Departments
within Mazda

Standard Risk Management 
(RM) Structure

Emergency Risk Management 
(RM) Structure
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Environmental 
Protection

 Mazda’s Approach to the Environment
Global warming is an issue of critical importance for the 
human race. Mazda recognizes that environmental issues 
are one of the highest-priority areas of CSR, and actively 
adopts initiatives to promote a low-carbon, recycling-
oriented society in harmony with nature. These efforts 
are refl ected in all our corporate activities, with the aim of 
achieving a sustainable society.

Philosophy and Policies
Mazda carries out corporate activities with the aim of 
fulfi lling our corporate vision (see p. 1). To this end, 
Mazda established the Mazda Global Environmental 
Charter (see p. 35) as the basic policy for environmental 
matters in the Mazda Group. The Group’s environmental 
principle, namely, “The Mazda Group aims to promote 
environmental protection and contributes to a better 
society while maintaining harmony with nature in its 
business activities worldwide,” as well as fi ve guidelines, 
act as the basis of Mazda’s approach to the environment. 
The Company carries out corporate activities related to 
products, technology, manufacturing, logistics, offi ce 
operations, social contributions, and other areas in 
consideration of the environment.

Specifi c targets and results are laid out in the 
Mazda Green Plan 2010 (see p. 37), the Company’s 
environmental mid-term plan. By utilizing the PDCA 
(plan-do-check-act) cycle when executing activities and 
following up on their results, we can effectively reduce 
the environmental burden.

In the product and technology areas, Mazda uses the 
Sustainable Zoom-Zoom long-term vision (see p. 25) as 
a guide for technical development, making vehicles that 
deliver both the joy of driving and excellent environmental 
and safety performance.

 Philosophy and policies for environmental initiatives

Mazda Green Plan 2010

Corporate Vision

The Mazda Global Environmental Charter

Social 
contributions

M
anufacturing, 

logistics, office 
operations, etc.

Products and 
technologies

Low-carbon   Recycling-oriented   In harmony with nature

Mazda’s future vision of society

Sustainable Zoom
-Zoom
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 The Next Mazda Green Plan 
Based on the philosophy and policies for environmental 
initiatives (see p. 23), the next Mazda Green Plan mid-
term environmental plan is under development, centered 
on the following three main themes and premised on 
Mazda’s vision of a future society and its relationship with 
vehicles. 

1. Issues to Be Addressed in the Future
Mazda considers the following issues as those that both 
customers and society expect automakers to make 
positive contributions toward:
• Energy- and global-warming-related issues

Undertaking measures to reduce CO2 emissions over the 
entire vehicle life cycle

• Improved resource recycling
Reducing waste from vehicles, the vehicle manufacturing 
and shipping processes, and disposal of end-of-life vehicles, 
as well as actively promoting the comprehensive recycling 
of resources

• Cleaner emissions
Reducing various emissions/waste (aside from CO2) from 
vehicles and manufacturing processes, especially emissions 
with highly adverse environmental impacts

• Environmental management 
Develop environmental management throughout the entire 
Group and supply chain

2. Mazda’s Initiatives (two areas)
• Vehicles and vehicle technology

Contributing to a reduced environmental burden 
through products and technology

• Manufacturing, logistics, offi ce operations, social 
contributions, etc.
Contributing to a reduced environmental burden in 
all activities (excluding those related to products and 
technology)

3. Consideration of the Entire Vehicle Life Cycle 
Mazda is making efforts to reduce the environmental 
burden throughout the entire product life cycle. 
Approximately 80% of CO2 emissions occur over the 
period from customer use to disposal—an overwhelming 
percentage of overall emissions (see p. 36). 

• Manufacturing and logistics (materials manufacturing, 
vehicle manufacturing): accounts for approximately 20%

• Product use and disposal (use by customer, 
maintenance, disposal and recycling): accounts for 
approximately 80%

 Issues to be addressed in the future (two areas)

The next Mazda Green Plan is currently under development; it will be implemented following the 
expiration in March 2011 of the Mazda Green Plan 2010.

Basic Approach to the Next Mazda Green Plan
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Mazda’s Vision of a Future Society and its Relationship with Vehicles

Around 2020, we see society on the way toward achieving a 
sustainable society while still maintaining the use of fossil fuels (oil-
based fuels, etc.) as its basic energy source. People will be aiming 
to reduce the overall environmental burden through introduction 
of CO2-reducing technologies in the manufacturing and customer-
use stages, and many products and services will be evaluated 
based on their environmental performance throughout a product’s 
life cycle. 

Regarding vehicles, highly effi cient internal combustion engines 
using liquid fuels with high energy-preservation characteristics (oil, 

biofuels, etc.) will be used as a base, and additional innovations 
that contribute to increased fuel economy, such as fuel-saving 
technologies (idling-stop systems, regenerative braking, hybrid 
systems), highly efficient transmissions, and reduced vehicle  
weight, will also be implemented. At the same time, electric  
vehicles, which do not emit CO2 during operation, will also  
be introduced. On top of this, large-scale approaches such as 
reducing traffic congestion in urban areas will contribute toward 
the larger goal of realizing a low-carbon society. 

Around 2020: A low-carbon society in which CO2-reducing technologies have become widespread

With the goal of a 50% reduction in greenhouse gases in developed 
countries by 2050 (compared with 1990 levels), a target agreed 
to at the G8 Summit at Toyako, Hokkaido, in 2008, the world has 
begun working toward the achievement of a low-carbon society 
with a reduced burden on the environment by revising energy-use 
patterns. This movement is paving the way toward a sustainable 
society that values recycling in order to effectively use limited 
resources, one that also coexists in harmony with nature, as well 
as allowing for the stable continuation and progress of humankind. 
Specific efforts include, but are not limited to, diversification of 
energy sources (renewable sources such as solar power, and non-
CO2-emitting sources such as hydrogen and biofuels), diffusion of 
activities based on the three Rs (reduce, reuse and recycle), and 

promotion of biodiversity.
Regarding vehicles, demand the world over has diversified 

to include preferences based on regional needs, vehicle  
characteristics, fuel performance and characteristics, and other 
factors. This will only grow more complex in the future. A multi-
solution approach is needed to respond to these diverse  
demands. Our expectation is that greatly improved internal  
combustion engines, alternative fuels such as biofuels, new types 
of vehicles that do not emit CO2 by using energy sources such as 
electricity and hydrogen, and other such innovations, will provide 
those solutions. We intend to remain a company that faces the 
future head-on in the way we manufacture our products, and push 
the limits of what is possible.

Around 2050: A more sustainable society that strives to be a low-carbon and recycling-oriented society in 
harmonious coexistence with nature

Vehicles and vehicle technologies

Manufacturing, logistics,
office operations, social contributions, etc.

Energy- and 
global-
warming-
related issues

Improvement 
of resource 
recycling

Clean 
emissions

Environmental 
management
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Mazda has adopted a long-term vision for technology development called “Sustainable Zoom-
Zoom” and is working to help achieve a sustainable future.

“Sustainable Zoom-Zoom” 

 Basic Approach 
As vehicles ownership continues to expand around the 
world, Mazda must redouble its efforts to achieve cleaner 
exhaust emissions, cut CO2 emissions through improved 
fuel economy, and help reduce the world’s dependence 
on increasingly scarce fossil fuels. We consider it 
necessary to develop an approach to automobile-related 
environmental issues using multiple solutions, taking into 

account various factors such as regional characteristics, 
vehicle characteristics, and types of fuel.  

To accomplish this, we are proceeding with 
technological development based on the Sustainable 
Zoom-Zoom plan we announced in 2007.

 Improving the Fuel Consumption 
of Mazda Cars by 30% by 2015

Even in 2020, Mazda expects that the world’s key energy 
sources will continue to be mainly petroleum-based, 
and that most vehicles will still be powered by internal 
combustion engines. With this outlook, in order to meet 
our goal of raising the average fuel economy of the 
Mazda fl eet sold worldwide by 30% by 2015 compared 
with 2008 levels, we are engaged in comprehensive 
improvements in powertrain technology encompassing 
engines, transmissions, and other areas, as well as in base 
technologies such as reduced vehicle body weight and 
improved aerodynamics.

Mazda expects that these technologies will provide 
excellent  environmental and safety performance to all 
customers and contribute to the overall reduction of CO2 
emissions.1970 2000 2030

Multisolutions

At present

Replacing
fossil fuels

Environmental 
challenges 
posed by cars

Reducing CO2

Cleaner
emissions

Multisolutions are needed to address vehicle-related issues.
What Mazda Is Doing to Meet the Challenges
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In March 2007 Mazda adopted the “Sustainable Zoom-Zoom” long-term vision for 
technology development.

This vision commits us to make vehicles that always excite, and “— Zoom-Zoom 
feeling — look inviting to drive, are fun to drive, and make you want to drive them 
again,” to help achieve an exciting, sustainable future for vehicles, people and the Earth.

Provide All Customers who Purchase Mazda Vehicles
with the Joy of Driving and Excellent

Environmental and Safety Performance.

BASIC POLICY

Raise the average fuel economy of the Mazda vehicle fleet sold world-
wide by 30% by 2015, compared with March 2008 fiscal year levels.

Commitment

2001 2008 2015 (calendar 
year)

Improving Average Fuel Economy

Average fuel economy 
improvement ratio for 
vehicles sold in Japan: approx. 30％

Plan to raise average
fuel economy of Mazda vehicles
sold globally by approx. 30％
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The
Environment Safety

The
Environment Safety

● Stricter fuel efficiency standards globally
● Need for big boost in energy efficiency
● Expanded adoption of electric device 
 technologies

2009
● Introduction of hybrid technology and 
 idling stop technology

● Expanded use of electric device technologies and 
 increased introduction of electric vehicles 
∗1 A system that converts mechanical energy arising during 
 deceleration into electricity for reuse.

2015 2020

Hybrids
Idling stop 
systems

Base engines
(internal combustion engines)

Electric vehicles

Base engines
(internal combustion engines)

Idling stop 
systems

Regenerative 
braking∗1

Hybrids

Idling stop 
systems

Regenerative
braking

Hybrids

Electric vehicles

Base engines
(internal combustion engines)

Graphic representation of global market share of powertrain technologies 
Anticipated Expansion in Adoption of Environmental Technologies (Through 2020)
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Furthermore, excellent environmental and safety 
performance can be achieved by gradually adding 
electric devices to our base technologies. We call this 
development approach the “Building-Block Strategy.”

Step 1: Battery Management Technology 
(Idling Stop System ‘i-stop’)

The i-stop system automatically shuts the engine off 
temporarily when the vehicle is stopped, and use of 
i-stop alone can improve fuel economy by 7% to 10% (as 
measured in Japanese models). Mazda introduced i-stop 
in the all-new Mazda Axela/Mazda3 in 2009 as the fi rst 
phase of the incorporation of electric device technologies. 
This system will be steadily expanded to other models.

Step 2: Regenerative Braking
This technology converts kinetic energy into electricity as 
the vehicle decelerates, which generates electricity that 
can be used later as needed. The effects of the system 
differ depending on what the regenerated electricity 
is used for, but the improvement in fuel economy is 
expected to range from a few percent to 10% or more.

Step 3: Motor Drive Technology (Hybrid System)
This type of system improves overall effi ciency using an 
electric motor to assist gasoline engines at times when 
energy effi ciency is low, such as when a vehicle is running 
at low engine speeds or during low-load operation. The 
combination of this hybrid system with the systems 
mentioned in steps 1 and 2 can produce a substantial 
boost in overall effi ciency.

We aim to further boost environmental performance by gradually adding electric 
device technologies to base engines with excellent environmental performance.

Gradual Application of Electric Devices Technologies 
(Building-Block Strategy)

Idling stop
system

Regenerative
braking

Plug-in
hybrids,∗2

etc.Hydrogen
hybrids

Gasoline
hybrids

Improved Base Technologies (Powertrains, Reduced Body 
Weight, etc.)

Step1: Battery Management Technology (Idling Stop System ‘i-stop’)

Step 2: Regenerative Braking

Step 3: Motor Drive Technology
(Hybrid System)

∗ Improved Base Technologies (Powertrains, Reduced Body Weight, etc.)

 Powertrain
Technology initiatives Targets

Gasoline engines

Idling stop system
• Introduced Mazda’s unique “i-stop” idling stop system in the Mazda Axela/Mazda3, Mazda Biante, and new Mazda Premacy/Mazda5.

Improve fuel economy by 7% to 
10% (in Japan)

Next-generation direct-injection gasoline engine
• Globally introduce redesigned gasoline engines from 2011 onward for substantial improvements in power and fuel economy.

Increase power by 15%
Improve fuel economy by 15%

Flex-fuel engine
• Introduced fl ex-fuel engines compatible with E85∗1 in North America in the March 2010 fi scal year. E85 compatibility

Diesel engines Next-generation clean diesel engines
• Introduce in Japan, U.S., and Europe from 2012.

Power: Signifi cantly higher torque 
at high and low speeds
Improve exhaust emission performance
Improve fuel economy by 20%

Transmissions Next-generation automatic transmissions
• Introduce new automatic transmissions in 2011 that have a superior driving feel and fuel economy equivalent to manual transmissions.

Achieve driving feel equivalent to 
manual transmissions
Improve fuel economy by 4% to 7% 
(in Japan)

Rotary engines

Next-generation rotary engines
• Developing new gasoline rotary engines with signifi cantly improved power and fuel economy.

Signifi cant improvement in power 
and fuel economy

Hydrogen rotary engines
Mazda RX-8 Hydrogen RE
• Participating in Norway’s HyNor Project. Started leasing the Mazda RX-8 Hydrogen RE in Norway in fall 2009.
Mazda Premacy Hydrogen RE Hybrid
• Launched leasing program in March 2009. Extended power and driving range from the Mazda RX-8 Hydrogen RE by adding newly developed 

hybrid system.
Planning to introduce New Hydrogen RE vehicles with power equivalent to that of 3.0-liter gasoline piston engine vehicle and 
improved driving range (400 km).

Increase power by 40% (Premacy)
Driving range of 200 km (Premacy)
Power equivalent to 3.0 liter 
gasoline piston engine
Driving distance of 400 km (New 
Hydrogen RE vehicles)

Hybrid vehicles Gasoline hybrid car
• Introduce vehicles that combine Mazda’s next-generation powertrain and Toyota Motor’s hybrid system, starting in Japan by 2013.

Design and Platform
 Technology initiative Target

Design and platform Next-generation platform
• From 2011 onward, roll out vehicles using a new platform in stages aiming for a weight reduction of 100 kg or more. Reduce weight by 100 kg or more

Vehicle Technology
 Technology initiatives Targets

Safety

Human machine interface (HMI)/Dynamic safety
• Introducing safety technologies embodying the Zoom-Zoom spirit, such as HMI functions that support driver perception and judgment, and 

dynamic safety features that allow for the easy operation of hazard-avoidance functions.

Develop HMI to support correct 
awareness and judgment when 
driving
Develop easy-to-operate hazard-
avoidable dynamic functions

Preventing congestion and accidents with ITS
• Continuing safety related activities in cooperation with social infrastructure related organizations.

Develop a driving-support system 
compatible with transport 
infrastructure

Material 
technologies
and manufacturing
technologies

Mazda biomaterials technology (bioplastics, biofabrics) 
• Developed carbon-neutral bioplastics and biofabrics derived from plants in cooperation with industry, government and academia and used them 

in the Mazda Premacy Hydrogen RE Hybrid. Commenced leasing of this vehicle in March 2009.
• Planning to devbelop bioplastics technology from nonfood cellulose biomass sources by 2013, and plan to put it to use in Mazda vehicles.
Aqua-tech paint (water-based painting technology)
• Further enhanced the Three Layer Wet Paint System to further reduce VOC emissions by 57% through innovative water-based paint technologies, 

and introduced the technology in 2009, thereby making progress toward realizing the world’s cleanest paint shops.
Reduce VOC emissions by 57%

Bumper recycling technology
• Since 2005, recycled damaged bumpers collected by dealers, etc., into material for new car bumpers, and increasingly used in new models.
• In March 2009, developed automated technology covering all stages of recycling old bumpers, from pulverizing through to the manufacture of 

recycled materials.
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∗1  E85: Fuel containing 85% bioethanol

Major Initiatives in Mazda’s Plan for Technology Development
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 Next-Generation Powertrain
Development Concept:
The Mazda Sky Concept∗1

Providing driving pleasure and excellent environmental and 
safety performance for all customers

The Mazda Sky Concept is the development concept 
for our next-generation powertrains to be introduced 
from 2011. The name “Sky” was adopted based on the 
following three ideas:

Mazda Sky-Drive∗1: The Next-Generation 
Automatic Transmission
Scheduled for introduction in Japan and the U.S. in 
2011, and Europe and China in 2012
● Quicker shifting, lighter, more fun to drive 

• 5% improvement in fuel economy (compared to the current 
six-speed automatic transmissions)

• Extended lockup range delivers smooth, sporty driving 
experience (more direct feel than a dual-clutch transmission)

● Further performance improvements when used in 
combination with Mazda Sky-G and Mazda Sky-D

● The ‘sky’s the limit’ aspirations of our engineers as they 
pursue optimal effi ciency through unconventional thinking 

● To ensure everlasting blue skies
● Our commitment to provide all our customers with pure 

driving pleasure which can be enjoyed under clear blue skies 

To help achieve a sustainable society, Mazda is actively involved in technology development 
projects.

developing advanced Technologies for the Next Generation of Products

Toyota Motor Corporation and Mazda Agree to 
Hybrid System Technology License 
In March 2010, Toyota Motor Corporation (TMC) and Mazda 
reached an agreement on the licensing of Toyota’s hybrid 
technology. Leveraging this agreement, Mazda plans to 
combine the hybrid system with a next-generation Sky 
engine that is currently under development to manufacture 
a hybrid vehicle. Mazda is aiming to commence sales of this 
hybrid vehicle by 2013, starting in Japan. Through this 
partnership, each company intends to offer technologies 
and products with outstanding environmental benefi ts to as 
many people as possible. 

Feature

Mazda Sky-G∗1: The Next-Generation 
Gasoline Engine
Scheduled for introduction in Japan and the U.S. in 
2011, and Europe and China in 2012
● Fun-to-drive and eco-friendly
● Effi ciency improvements come from a high compression 

ratio, optimized combustion, intake volume control and 
reduced friction
• 15% improvement in fuel economy (compared to the current 

2.0L gasoline engine)
• 15% more torque (compared to the current 2.0L gasoline 

engine)
• Effi ciency similar to the current 2.2L diesel engine

●Single-nanotechnology catalyst reduces use of precious 
metals by 70%

Mazda Sky-D∗1: The Next-Generation Diesel 
Engine
Scheduled for introduction in Japan, the U.S. and 
Europe in 2012
● Innovative combustion improvement and reduced 

mechanical resistance for higher effi ciency
● Effi ciency improvements mainly come from a low 

expansion ratio, innovative combustion technology, 
intake volume control and reduced friction
• 20% improvement in fuel economy (compared to the current 

2.2L diesel engine)
• Boost in both low- and high-end torque

● Outstanding environmental performance
• Highly effi cient active ceramic diesel particulate fi lter (DPF)

 Models Introduced in 2011 Will Be 
Over 100 kg Lighter

In general, vehicles tend to get heavier with each 
successive model change as improvements are made to 
improve collision safety and new features are added. At 
Mazda, we recognize that reducing vehicle weight not 
only improves driving performance, but is also vitally 
important to improving fuel economy. That is why Mazda 
models from 2011 forward will be over 100 kg lighter 
than previous models. By 2016, we aim to trim another 
100 kg or more from fi nal vehicle weights.

∗1 Concept name for an engine and transmission to be introduced from 
2011 onward

Mazda Sky-Drive

Mazda Sky-G

Mazda Sky-D
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 Development of Plant-derived 
‘Mazda Biotech Materials’

Biotech materials—manufacturing materials made 
from plant matter—have great potential to reduce CO2 
emissions and help facilitate society’s shift away from the 
use of fossil fuels. Mazda is pressing ahead with research 
and development to create auto parts made from these 
biotech materials.

Mazda has already succeeded in developing some of 
the technologies that are necessary for success in this 
effort. For example, Mazda biotech materials are used 
in some internal components of the Mazda Premacy 
Hydrogen RE Hybrid, a hydrogen rotary engine vehicle. 

Currently, in a joint research project with Hiroshima 
University and Japan’s National Institute of Advanced 
Industrial Science and Technology (AIST), Mazda 
has embarked on a program to develop bioplastic 
technologies. These bioplastics are fabricated from 
cellulose-rich biomass such as the timber resulting from 
forest thinning and rice straw, both of which do not 
compete with foodstuffs.

Mazda Earns High Praise for i-stop, a Base 
Technology for Outstanding Environmental 
Performance 
Mazda’s unique idling-stop prevention technology, i-stop, 
provides a natural engine start and stop feeling for drivers. 
By reducing engine idling, this exclusive Mazda technology 
improves fuel effi ciency by 7%–10% (tested under Japan’s 
10-15 mode test cycle).

This ingenious technology is equipped in several of 
Mazda’s latest models, including the Mazda Premacy/
Mazda5.

Awards won by i-stop in 2009 and 2010
● 2010 RJC Technology of the Year Award
 Sponsored by: Automotive Researchers’ & Journalists’ 

Conference of Japan (RJC)
● 6th Annual Minister of Land, Infrastructure, Transport and 

Tourism Eco-Products Award
 Sponsored by: Eco-Products Awards Promotion Council (Japan)
● 2009 Combustion Society of Japan Technology Award
 Sponsored by: Combustion Society of Japan
● Technology Development Award, Society of Automotive 

Engineers of Japan Awards
 Sponsored by: Society of Automotive Engineers of Japan, Inc.
● Contribution Prize, 42nd Annual Ichimura Industrial Awards
 Sponsored by: The New Technology Development Foundation

Feature

 Development of a Hydrogen 
Rotary Engine

One possible solution to the environmental problems 
associated with automobiles is to move away from 
our dependency on fossil fuels. To this end, Mazda is 
developing vehicles that use hydrogen as fuel.

Hydrogen is a clean energy source that can be 
generated from various materials. There are many 
projects underway throughout the world which are 
striving toward the realization of a society that utilizes 
hydrogen energy.

 Accelerating the Drive Toward 
Real-World Use  

When the Mazda hydrogen rotary engine uses hydrogen 
as a fuel, it produces an incredibly eco-friendly zero CO2 
emissions. The engine also features a convenient dual-
fuel system, so the engine can be switched to gasoline 
fuel when the hydrogen fuel supply is exhausted.

Mazda has already commercialized two models 
incorporating the Mazda hydrogen rotary engine: the 
Mazda RX-8 Hydrogen RE and the Mazda Premacy 
Hydrogen RE Hybrid. These models are already being 
leased in Japan and Norway, and have been highly praised 
for their performance.

 The Latest Hydrogen Rotary 
Engine Vehicle
Mazda Premacy Hydrogen RE Hybrid

The Mazda Premacy Hydrogen RE Hybrid is Mazda’s 
latest hydrogen rotary engine vehicle. It incorporates a 
hybrid system that improves energy effi ciency, delivers 
improved acceleration and has a driving range of 200 km 
in hydrogen mode.

In FY2009 Mazda delivered a total of fi ve of 
these vehicles on a lease basis to Iwatani Corporation, 
Hiroshima Prefecture, the City of Hiroshima, and 
Yamaguchi Prefecture. 

Kenji Kawano
Chief Engineer
Environmental Policy Section 
Environment and Living Department 
Yamaguchi Prefectural Government

VOICE

To raise awareness among the citizens of 
Yamaguchi Prefecture about low-emission vehicles 
and the need to curb global warming, our 
department took the initiative in introducing the 
Mazda Premacy Hydrogen RE Hybrid as a next-
generation low-emissions vehicle. To educate 
the community about low-emission vehicles, we 
showcased it during environmental workshops and 
at various events, and put it to use as a working 
vehicle for government employees.

The Mazda Premacy Hydrogen RE Hybrid is an electric vehicle in which 
a rotary engine generates the electricity that drives the wheels. Acceleration 
is incredibly smooth and quiet, and the ride is comfortable. When hydrogen 
fuel is used, the car emits zero CO2 emissions, making the Mazda Premacy 
Hydrogen RE Hybrid an ultra-eco-friendly vehicle with excellent potential as 
a next-generation low-emission vehicle. I believe we can expect many more 
research and development breakthroughs like this one from Mazda, an 
environmental trendsetter with strong roots in the community.

Yamaguchi Prefecture Introduces 
Hydrogen Hybrids to Raise Citizens’ 
Awareness of Environmental Issues

Related information and details on the following subjects can be viewed on the Web:
Hydrogen Rotary Engines, Mazda’s Hybrid System, Progress on Development of Hydrogen Vehicles and Bioethanol-blend Fuels, etc.

WEB
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The industry’s first injection-
moldable, heat-resistant, 
high-strength bioplastic

The world’s first biofabric, 
a textile made 100% from 
plant materials, is 
exceptionally durable

Lower panelLower panelLower panel

FrontFront
compartmentcompartment

Front
compartmentSeat coverSeat coverSeat cover Seat coverSeat coverSeat cover

ShiftShift
panelpanel
Shift
panelDoor trimDoor trimDoor trim

Glove-Glove-
compartment compartment 

lidlid

Glove-
compartment 
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Mazda is committed to making cars that are environmentally friendly, and is actively engaged in 
developing technologies that support high-level environmental performance 

Making Environmentally Friendly Vehicles

 Improving Fuel Economy 
Mazda offers a product lineup to match the global profi le 
of its operations. Each product not only conforms to all 
applicable regulations in each market, but also achieves 
Mazda’s own, more ambitious, targets for environmental 
performance and fuel effi ciency. 

In FY2009, Mazda vehicles reached their 2010 
targets for fuel effi ciency in all weight classes of 
passenger vehicles in Japan.

Improved Fuel Efficiency in the New Axela/
Mazda3
The new Axela/Mazda3, launched in 2009, delivers a 
signifi cant improvement in fuel effi ciency compared with 
previous models in all global markets. 

 Eleven Models Qualify for Eco-Car 
Tax Reductions

As of March 31, 2010, 11 Mazda models had qualifi ed 
for the Japanese government’s eco-car tax reduction, 
implemented in April 2009. Among currently registered 
Mazda vehicles, 89.1% meet the tax reduction’s 
requirements.

Under the eco-car tax reduction, consumers who 
purchase new vehicles with excellent environmental 
performance, meeting certain requirements on fuel 
effi ciency and emissions, receive tax reductions and 
exemptions from the vehicle weight and acquisition taxes.

20
(km/ℓ)

15

10

5

0
North America Europe Japan

8% improvement

16% improvement

11% improvement
15% improvement

GasolineGasolineGasolineGasoline GasolineGasolineDieselDiesel

■ Old model    ■ New model ∗ Methods of calculation of fuel efficiency vary by region.

With
i-stop
With
i-stop

With
i-stop
With
i-stop

Comparison of Fuel Efficiency Between the New and 
Old Axela/Mazda3 (2.0L Class)

Related information and details on the following subjects can be viewed on the Web:
Weight-reduction Measures in Current Models, Reduction of Vehicle Noise, etc.

WEB

Vehicles Qualifying for the Eco-Car Tax Reduction 
(the Tax Measure to Promote the Adoption of 
Environmentally Friendly Vehicles)

Tax reduction
rate Eligible models

Titan CNG (OEM)

Demio, Axela, Biante, MPV, AZ-Wagon (OEM), 
Carol (OEM), Familia Van (OEM)

100%

75%

50%

Note: Tax reduction measures differ according to factors such as model, grade, and vehicle weight.
（As of March 31, 2010）

Demio, Verisa, Axela, Atenza, Premacy, Biante, 
MPV, AZ-Wagon (OEM), Carol (OEM), Titan (OEM)

1 model

7 models

10 models

Eco Lamp0

20

40

60

80

100
(%)

■ SU-LEV: emissions at least 75% less than 2005 levels
■ U-LEV: emissions at least 50% less than 2005 levels, or 75% less than 2000 levels 

75.1

17.2 6.7

90.5 93.2 95.9 98.2

2005 2006 2007 2008 2009 (FY)

SU-LEV

U-LEV

4.9 2.3 0.6

Numbers of Passenger Cars Certified as Low-emission 
Vehicles (SU-LEVs, U-LEVs) (Excluding OEM vehicles) 

 Cleaner Gas Emissions
Mazda is committed to the prevention of air pollution due 
to exhaust gases. To this end, the Company is working 
hard to develop low-emission vehicles.

The Company is steadily bringing to market vehicles 
that clear both SU-LEV, Japan’s certifi cation system for 
ultra-low-emission vehicles, and Euro5, the European 
Union (EU)’s stringent emissions regulations. 
● As of March 31, 2010, a remarkable 98.2% of Mazda 

passenger models (not including OEM-supplied vehicles) 
were SU-LEV-certifi ed—the highest level among 
Japanese automakers. 

● Mazda’s key models in Europe—the Mazda3, Mazda6 
and CX-7—all conform to Euro5 standards.

 Supporting Eco-Friendly Driving in 
Japan

To support our customers’ environmentally friendly driving, 
Mazda is equipping the newest Axela model with an Eco 
Lamp and Eco Drive Gauge. The Eco Lamp is a light that 
illuminates when the driver is putting the least strain on 
the engine, to encourage environmentally friendly driving 
habits. The Eco Drive Gauge indicates the frequency with 
which the Eco Lamp turns on once driving commences. By 
educating drivers about their driving habits and providing 
opportunities to learn and judge through experience, this 
feature continually encourages eco-friendly driving and 
contributes to fuel-effi ciency gains.

Mazda continues to work with customers to develop 
systems that contribute to a healthier and more 
sustainable global environment.
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Mazda is working to promote efficient utilization of energy and reduce the volume of CO2 emitted 
in all aspects of our production and distribution operations.

Prevention of Global Warming (Manufacturing/logistics)

Manufacturing
 CO2 Emissions Reduced by 43.5% 
Compared to FY1990 Levels

The Mazda Green Plan 2010 targets a 20% or more 
reduction in total CO2 emissions volume from Mazda’s 
four principal domestic plants∗1 (including R&D and other 
indirect inputs) by FY2010 as compared with FY1990 
levels, despite increased production levels. 

In FY2009, the practice of Monotsukuri Innovation∗2 
and a slowdown in production caused by a sales downturn 
which began in FY2008 led to drops in both energy use and 
CO2 emissions. Mazda worked relentlessly at its plants to 
reduce emissions. The Company raised its overall operating 
effi ciency by concentrating production and reducing losses 
from unnecessary work and equipment downtime. We also 
focused on highly effi cient work that centers on a detailed 
analysis of our production processes to reveal hidden work 
losses. As a result, our total CO2 emissions volume from 
our four principal domestic plants in FY2009 was 575,000 
tons, or 43.5% less than the FY1990 level, which equates 
to 34.8 CO2 tons or a 23.9% reduction. 

In the future, by continuing to leverage the benefi ts of 
Monotsukuri Innovation, Mazda will further improve its overall 
energy effi ciency and achieve even lower CO2 emissions.

∗1 Head offi ce (Hiroshima); Miyoshi Plant; Hofu Plant, Nishinoura District; 
Hofu Plant, Nakanoseki District.

∗2 For further information, please visit the Mazda offi cial website for 
shareholders and investors (http://www.mazda.com/investors/).

Related information and details on the following subjects can be viewed on the Web:
CO2 Emissions at Mazda’s Four Main Plants in Japan, Introduction of the Milk-Run System for Production Parts Procurement

WEB

Logistics
 5,300-ton Reduction in CO2 Emissions 
Compared with the Previous Fiscal Year 

Mazda is working with logistics companies, dealers and 
other automakers throughout Japan to reduce CO2 
emissions during product shipment.

In FY2009, Mazda’s total domestic transportation 
volume was 474 million ton-kilograms∗3. This fi gure 
includes procurement of materials and parts, as well as 
supply of fi nished vehicles and customer service (CS) 
parts∗4. Overseas transportation fi gures also include 
exports of knockdown (KD) parts∗5. 

CO2 emissions for FY2009 showed a reduction of 5,300 
tons∗6 compared with the previous fi scal year. This decrease 
represents a 32% reduction compared with FY1990 levels, 
even though the company’s target was 21%.

 Reducing CO2 Emissions While 
Satisfying Customer Needs

Mazda is taking the following measures to provide 
logistics customers with the volume they require, with the 
precise timing they expect, while reducing CO2 emissions.

(1) Consolidation of logistics centers for 
 completed vehicles: hub-and-spoke system 
Via its nationwide network of nine logistics centers, Mazda 
used a hub-and-spoke∗7 system to ship its completed vehicles 
to dealerships. In FY2009, to reduce the environmental 
impact of its logistical operations, Mazda consolidated 
its four logistics centers in the Kanto region and more 
northern locations to a single logistics center in Kanto. 
This reorganization enabled the Company to increase load 
factors in coastal vessels bound for the logistics center, 
thereby decreasing the number of shipments. Mazda 
also examined overland routes from Mazda premises to 
dealerships to minimize shipping distances. As a result of 
these initiatives, the Company achieved a remarkable 46% 
decrease in CO2 emissions compared with the previous 
fi scal year. We will continue to undertake further emissions-
reduction efforts going forward.

∗3 Weight of transported freight (tons) × distance transported (kilometers).
∗4 Replacement parts for repairs after purchase by the consumer.
∗5 A system in which component parts are shipped to overseas plants and 

assembled there.
∗6 Reduction in emissions with respect to forecasted results assuming the 

same policies as in the previous fi scal year.
∗7 The Company’s logistical operations are focused in logistics centers 

nationwide, which serve as the hubs. Products are shipped from them to 
sales companies, which are the spokes.

(Thousands of GJ/year)
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Energy Consumption Breakdown at Mazda’s 
Four Principal Domestic Facilities
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Production 
 Aiming for Zero Total Landfill Waste

Mazda has pledged to reduce landfi ll waste at its four principal 
domestic facilities∗2 to zero by 2010. Specifi cally, the Company 
is promoting reductions in the volume of manufacturing 
byproducts and waste, more rigorous sorting of waste, and 
recycling. As a result, we succeeded in reaching our target 
two years ahead of schedule, achieving zero landfill waste 
in FY2008 and maintaining this status in FY2009. Mazda is 
determined to maintain zero landfi ll volume going forward. Building the Three Rs into Our 

Business Activity  
Mazda builds recycling and resource-saving measures into 
every phase of the life cycle of its automobiles, based on 
the three Rs: reduce, reuse, and recycle.

Mazda is implementing thorough recycling and waste-reduction measures to ensure that limited 
resources are utilized effectively.

Recycling and Resource Conservation

Results in FY2009
 Zero landfi ll waste at the Company’s four principal 
domestic facilities
 Reduction of packaging and wrapping materials 
by 42% compared with FY1990 levels
 97% recycling rate for end-of-life vehicles
 Collected 85,520 damaged bumpers

R&D

Development and design 
while considering
recycling needs

Construction and promotion
of recycling systems 

Reduction of waste materials and 
promotion of recycling

End-of-life
vehicles

Produc-
tion 

Logistics

Development of three Rs for 
packaging and wrapping materials 

Development
 Development and Design While 
Considering Recycling Needs

Many limited resources are used to manufacture 
automobiles, such as steel, aluminum, plastics and rare 
metals. Mazda is steadily increasing the recyclability of its 
new vehicles, drawing on the following methods. 

1. Research into automobile design and dismantling 
technologies that simplify dismantling and separation, to 
make recyclable parts and materials easier to remove

2. Use of easily recyclable plastics, which constitute the 
majority of ASR∗1 by weight

Logistics
 Reducing Volume of Packaging and Wrapping Materials

Mazda is moving forward with efforts centering on three Rs—(reduce, reuse/
returnable and recycle)—to cut down on resources used for packaging and 
wrapping. Initiatives include adopting returnable containers, simplifying 
wrapping specifi cations and reusing materials. In addition, in FY2009 we 
implemented a wide range of initiatives to reduce packaging and wrapping 
material use. For example, we revised sorting and packaging at our logistics 
facilities to eliminate unnecessary sorting and packaging processes, and 
promoted the use of single packages from production sites (supplier or 
plant) to local assembly plants. As a result of these efforts, Mazda reduced 
packaging and wrapping material use by 1,300 tons against the previous 
fi scal year—42% below the FY1990 fi gure.

Strengthened areas

Thin-walled construction

Fastening 
points

Bumpers
Constructed to enable swift removal in one piece during dismantling 
Thin-walled construction used for bumper underside fastenings so they can be easily removed by pulling strongly 
Strengthened bumper apertures so that bumpers can be pulled off in one piece without breaking

Terminals are designed to break 
off when the harness is pulled out

Use of thermoplastic elastomers (TPO)

Dashboard Insulator
Noise insulators and noise 
absorbers are both made of 
thermoplastic felt

Instrument Panel 
Instrument panel fasteners are constructed to 
disengage simply, so that they can easily be removed 
when pulled during dismantling

Automatic Transmission Gearstick Knob 

Easily Dismantled Earth 
Terminals

Raw materials and energy

Total recycling ratio: 100%

Products
Byproducts and waste In-plant recycling External recycling

Plant

100.0% 52.3%
• Scrap metal
• Casting sand

 47.7%
• Dust and sand
• Scrap metal

FY2009 Recycling of Manufacturing Byproducts and 
Waste in Production Regions

Work at our Returnable Container Management 
Center, where containers are tracked using radio 
frequency identifi cation (RFID) tags

Stack ing of  mar ine  sh ipp ing 
containers at a transmission plant

∗1 ASR: Automobile shredder residue. It refers to the residue remaining after the 
crushing/shredding of what is left of the car body following the removal of batteries, 
tires, fl uids, and other parts requiring appropriate processing; the removal of engines, 
bumpers, and other valuable parts; and the separation and recovery of metals. 

∗2 Head offi ce (Hiroshima); Miyoshi Plant; Hofu Plant, Nishinoura District; 
Hofu Plant, Nakanoseki District.
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End-of-Life Vehicles (ELVs)
 Measures in Response to Japan’s 
End-of-Life Vehicle Recycling Law

Mazda properly processes and recycles three designated 
items (fl uorocarbons, airbags and automobile shredder 
residue (ASR)) pursuant to the End-of-Life Vehicle 
Recycling Law in Japan. In addition, we are creating 
unique technologies and measures to move this recycling 
program forward.

In the case of ASR, Mazda is working through ART∗3, a 
consortium of 13 key companies including Mazda, Nissan 
Motor Co., Ltd., and Mitsubishi Motors Corporation, to 
comply with the law and achieve progress in the reuse of 
resources.

The Company is also actively encouraging recycling 
efforts at dealerships. These dealerships properly take 
vehicles and collect recycling fees from their fi nal owners 
and transfer them to processing companies. 

 Promoting Recycling in Europe, 
Taiwan, and China

Mazda is committed to the recycling of vehicles overseas 
in accordance with the laws in each country and region.

Related information and details on the following subjects can be viewed on the Web:
Development of Recycling Technologies for End-of-life Vehicles, Changes in the Amount of Landfi ll Waste

WEB

R
ec

yc
lin

g 
an

d 
R

es
ou

rc
e 

Co
ns

er
va

ti
on

En
vi

ro
nm

en
ta

l P
ro

te
ct

io
n

 Promoting the Collection and 
Recycling of Used Parts

In addition to recycling used parts, Mazda collects 
damaged bumpers removed for replacement at Mazda’s 
dealerships throughout Japan. The Company recycles 
these used bumpers for use in new vehicles using 
exclusive Mazda technology, and continuously strives to 
upgrade and improve. In FY2009, the Company collected 
85,520 damaged bumpers (attaining a collection rate of 
approximately 80%), recycling the material to make the 
plastics used in new vehicles. 

Related information  >> pp. 13–14

 Use of Recycled Parts
The Mazda Group cooperates with recycled parts suppliers 
to sell parts for reuse.

Mazda also collects engines and transmissions removed 
for repair/replacement. It replaces or repairs the worn-out 
components, and sells them as rebuilt components. 

 Nonferrous and Rare Metals
Mazda cooperates with related companies in Hiroshima 
Prefecture to recycle nonferrous metals and rare metals, 
both of which have scarcity value, from components used 
in automobiles such as harnesses and circuit boards. In 
this way, the Company promotes to recycle these valuable 
resources in Japan.

Promotion of the three Rs:
Promotion of reuse/returnable, reduction and 
recycling of packaging for KD and SP parts

FY2009
resultsMain Policies and Status in FY2009

1,300
tons

Expansion of reduction efforts for packaging of 
transmissions and vehicle KD parts
Expansion of reduction efforts for packaging of 
SP bumper parts

Promotion of packaging and shipping measures 
at production facilities:

Main Activity Themes and Main Policies, Status and 
Results

Final owner

ELV collection agent
(dealer)

CFC recovery contractor
(CFC recovery)

Dismantler
(proper processing

of airbags)

End-of-life vehicle

Recycling
facilities

Materials recycling facilities

Thermal recycling facilities

Incineration/landfill facilities

Recovered ASR recycling

ASR

Total utilization facilities
(electric furnaces, etc.)

Outsourced total utilization and recycling of recovered materials

Eco-pressAccredited dismantler
Fine dismantling

End-of-Life Vehicle Recycling Process

Crushing/
shredding
contractor

Resource Recycling Results in FY2009

Recycling ratio for ELVs 97%

Number of vehicles from which fl uorocarbon is collected 154,646

Number of vehicles from which airbags are collected 103,114

Number of vehicles from which ASR is collected 195,658

Recycling ratio
Airbags 94.1%

ASR 80.0%

Total contracting deposits received 1,706,283,605 yen

Total expenses for recycling 1,688,792,166 yen∗

∗ Includes separate fee collected by Mazda

Europe
• Based on European legislation, Mazda collects used vehicles 

from their fi nal owners and pays all or part of the recycling fees.
• Mazda is partnering with the Ford Group to form a network for 

the collection of end-of-life vehicles. 

Taiwan
・ In response to a voluntary vehicle recycling initiative begun 

in 2008, Mazda is partnering with the Ford Group in efforts 
including the provision and distribution of dismantling 
manuals for recycling contractors. 

China
・ Mazda is considering its measures in response to the 

implementation of the Vehicle Recycling Law in 2010.

0

20,000

40,000

60,000

80,000

100,000

(FY)2005 2006 2007 2008 2009

52,476
58,651

71,544

85,044 85,520

Number of Damaged Bumpers Collected (Japan)

∗3 ART: Automobile Shredder Residue Recycling Promotion Team

Sales of rebuilt parts in 2009
Engines: 2,521 Transmissions: 2,000



Sustainability Report 201033

Mazda is engaged in a range of initiatives to eliminate or reduce chemical substances 
that damage the environment.

Management and Reduction of Substances with Environmental Impact

 Environmental Measures During Painting
The Three Layer Wet Paint System applies the primer 
coat, color base and clear coat one over the other without 
drying each time. By enabling the paint to be heat-dried 
a single time instead of three, this system reduces CO2 
emissions by 15% over previous painting methods and 
achieves a 45% reduction in volatile organic compound 
(VOC) emissions. This system has been adopted at all 
Mazda painting facilities worldwide. 

Moreover, Mazda has succeeded in developing the 
Aqua-Tech Paint System, a novel water-based coating 
technology that achieves the world’s highest standards 
for limiting emissions of VOCs contained in paint as 
well as carbon dioxide (CO2) gas generated from the 
energy consumed during the vehicle painting process. 
This system is now in operation at the Hiroshima Plant. 
Moreover, the Aqua-Tech Paint System maintains the 
same world-class low CO2 emissions volume as the Three 
Layer Wet Paint System, while further reducing VOC 
emissions by 57% and VOC emissions per square meter of 
body surface to just 15 g/m2, making it the least-polluting 
water-based paint system in the world.

 Proper Management of Chemical Substances
Across its entire supply chain, Mazda is strengthening its 
control of chemical substances that can have an adverse 
effect on the environment or the health of people. We 
assess the use of these materials, manage the risk, and 
progressively shift to the use of substances with low 
environmental impact.

 Support for the European REACH Chemical Regulations
On June 1, 2008, the REACH∗1 chemical regulations came 
into effect in the European Union. These regulations require 
businesses to evaluate the safety of chemical substances 
distributed in Europe and register the information with the 
European Chemicals Agency (ECHA). The purpose of these 
regulations is to minimize the environmental risk posed 
by chemicals, and to ensure a thorough framework of 
producer responsibility and preventive practices. 

Automakers in Europe, the United States, South Korea 
and Japan work are collaborating in cooperative actions 
across the entire automobile supply chain to comply with 
these regulations.

Mazda recognizes the importance of biodiversity. We are working to protect ecosystems through 
with a wide variety of measures.

Initiatives for Biodiversity

Hiroshima Mazda Dedicates a Portion of its Sales Revenue 
of Vehicles Equipped with i-stop to Support Green Activities  
Hiroshima Mazda Co., Ltd., has adopted a novel way of 
supporting green activities in its (and Mazda’s) home, 
Hiroshima Prefecture. Each time the company sells a Mazda 
vehicle equipped with i-stop, Mazda’s eco-friendly idling 
stop system, it donates 1,000 yen to Green Hiroshima, 
a local environmental charity. From July 2009 to March 
2010, the campaign contributed some 758,000 yen to this 
worthy cause. The funds are used to conduct tree planting 
and forest management in Hiroshima Prefecture. 

Feature

Aqua-Tech Paint System

Related information and details on the following subjects can be viewed on the Web:
Reducing VOCs in Vehicle Cabins, Reducing Emissions of PRTR-designated Substances

WEB

Mazda’s Response
● Step 1–Pre-registration: Mazda held explanatory sessions for 

all suppliers, ensuring that pre-registration was completed by 
November 30, 2008 for chemical substances that are covered by 
these regulations, including components, compounds (oil, coatings, 
etc.), and intentionally discharged substances (washer liquid, etc.).

● Step 2–Registration: Mazda is working with suppliers to confi rm 
registration for chemical substances that are covered by these 
regulations, including components, compounds, and intentionally 
discharged substances. Registration is expected to be complete 
by November 30, 2010. 

● Other: A list of Substances of Very High Concern (SVHC) is 
progressively being made public, and Mazda is making preparations 
to submit information or fi nd substitutes as necessary.

Basic Approach
At the 1992 United Nations Conference on Environment 
and Development (UNCED), popularly known as the Earth 
Summit, delegates adopted the Convention on Biological 
Diversity. Since that time, associated activities have 
been underway on a world scale. The United Nations, 
for example, proclaimed 2010 the “International Year of 
Biodiversity.” For its part, Mazda endorsed the aims of 
the Declaration of Biodiversity, drafted and announced 
by Nippon Keidanren (the Japan Business Federation) in 
March 2009, supporting this measure as a promotional 
partner of the ‘Declaration of Biodiversity by Nippon 
Keidanren.’ Mazda strictly complies with the terms of this 
declaration and is working on plans to draft the Mazda 
Basic Policy on Biodiversity. 

∗1 Registration, Evaluation, Authorization and Restriction of Chemicals
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Mazda engages in active communication with stakeholders to deepen understanding of its 
environmental initiatives both within the Company and among the broader public.

Environmental Communication

 Basic Approach
At Mazda, in order to move forward with environmental 
conservation initiatives, we actively engage in 
environmental communication with our stakeholders.

At the Eco Products 2009 event in December, Mazda 
had an opportunity to showcase its environmental 
products and technologies, including an Axela equipped 
with the i-stop system that earned the 6th annual Minister 
of Land, Infrastructure, Transport and Tourism’s Eco 
Product Award. In addition, The Mazda booth was one 
of only three selected as an ‘environmentally friendly 
booth’ out of the 700 booths exhibiting. This award 
was a recognition of Mazda’s measures to reduce its 
environmental impact at exhibition venues.

Outside Mazda: Disclosure of environmental information and 
exchange of views with stakeholders through a variety of 
events and publications
Within Mazda: Environmental education and awareness 
building throughout the Mazda Group

Related information and details on the following subjects can be viewed on the Web:
Participating in Environment-related Events

WEB

Some of the impressions we received from stakeholders 
at the Mazda Environmental Technology Forum 2010
● This forum was a true learning experience—I gained real fi rst-hand 

knowledge about some leading-edge technologies.
● I enjoyed my test drive and riding along on test-drives. It gave me 

a real sense of how different they are from conventional cars.
● I’d like to see Mazda focus more on improving internal combustion 

engines.
● I was impressed with the explanation of how Mazda is changing 

the nature of its cars to be environmentally friendly, rather than 
merely tinkering around the edges. 

● I hope you’ll continue creating cars that are fuel-effi cient and eco-
friendly as a matter of course, while still putting the fun in driving.

W e b s i t e  f o r  M a z d a ’ s  C S R , 
e n v i r o n m e n t a l  a n d  s o c i a l 
contribution activities:
http://www.mazda.com/csr/

Eco Products 2009 The RX-8 Hydrogen RE was one of the 
vehicles entered in a demonstration 
of new-energy vehicles at the Le 
Mans race in France.

Website for Mazda’s environmental 
technologies:
h t t p : / / w w w . m a z d a . c o m /
mazdaspirit/env/ 
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 Mazda Environmental Technology 
Forum 2010

For three days in late February and early March 2010, we 
held the Mazda Environmental Technology Forum 2010 
at the  Mazda R&D Center in Yokohama. We have been 
hosting these forums, which are attended by the general 
public, shareholders and students, every year since 2007. 
This year a total of 282 people participated.

This year’s event included the following programs, 
which served to deepen understanding of Mazda’s 
environmental technologies. 
• Mazda’s approach to CSR and the environment 
• An introduction to present and future environmental 

technologies 
• Taking attendees along on test drives of hydrogen 

rotary engine vehicles
• Test driving vehicles equipped with Mazda’s unique 

idling stop system, i-stop
In addition, attendees were divided into groups of 

10 and invited to join with Mazda employees for open, 
informal discussions. The many valuable insights offered 
by customers and others will be refl ected in Mazda’s 
initiatives in the future.

 Participation in Environmental 
Exhibits and Events

Mazda is an active participant in various environment-
related exhibitions and events. These opportunities enable 
Mazda to gain stakeholders’ understanding regarding 
its environment initiatives and to exchange information 
and opinions with them. Mazda adopts a wide range of 
approaches to communicate about the environment such 
as introducing its advanced environmental technologies 
at motor shows or offering test-drives of its hydrogen 
rotary engines at various events.

 Disclosure via the Sustainability 
Report and the Mazda Website 

As part of its active commitment to information disclosure, 
every year Mazda publishes the Sustainability Report, its 
annual report on environmental and social contribution 
activities. The Company also maintains a website where 
visitors can view the Sustainability Report and a wealth of 
other information. The website contains accounts of specifi c 
environmental activities, detailed environmental data, and 
an introduction to Mazda’s environmental technologies.

 In-House Awareness-Raising Activities
Mazda is conducting a wide range of activities to raise 
environmental awareness among its employees. For example, 
during June, which is designated as Environment Month in 
Japan, the Company solicited ideas that could be useful in 
preserving the environment and conferred awards for the 
most outstanding submissions. Mazda has been conducting 
this annual program since 2006, and communicates the 
award-winning ideas to employees. In 2009, we expanded 
the scope of this program to include employees’ families 
as well. As a result, the Company received a remarkable 
1,111 submissions. A further extension to all Mazda Group 
companies in Japan was implemented in FY2010.

Mazda also fi nds ways to raise employees’ environmental 
consciousness and encourages them to take better care 
of their health. In the Eco Walk Commuting program, 
employees who walk two kilometers or more as part of their 
daily commute to work are rewarded with an addition of 
¥1,500 per month to their commuting allowance.
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The Mazda Global Environmental Charter
Environmental 
Principles

Action 
Guidelines

The Mazda Group aims to promote environmental protection and contribute to a better society 
while maintaining harmony with nature in its business activities worldwide.

1. Creation of Environmentally Sound Technologies and Products
We are committed to the task of creating clean technologies, including methods to achieve cleaner exhaust emissions and reductions 
in CO2 emissions, and the development of clean-energy vehicles.
We will promote the creation of products that are environmentally friendly from planning and development to manufacturing, use 
and recycling/disposal.

2. Corporate Activities in Consideration of Conserving Resources and Energy 
We will actively promote resource-saving and recycling activities to conserve the Earth’s limited resources.
We will strive to diversify energy sources and use them efficiently.
We will promote the appropriate disposal and recycling of end-of-life vehicles.

3. Corporate Activities in Pursuit of a Cleaner Environment
We will comply with environmental laws and regulations, and will also impose voluntary controls for higher standards and implement 
self-regulated controls.
We will promote the development of new technologies and the introduction of new systems in our pursuit of a cleaner environment.

4. Working with Business Partners to Create a Better Environment
We will actively provide our employees with education and information about environmental protection to enhance their awareness 
of the global environment.
We will work in close cooperation with each other to achieve better environmental protection.

5. Creating a Better Environment in Cooperation with Local Communities and Society
We will work actively to understand and appreciate society’s requirements for the environment and reflect them in our business activities.
We will disclose and publicize environment-related technologies, systems and information.
We will not only conduct our own environmental activities, but will also actively participate in social activities for the conservation of 
the environment.

• We will contribute to society by creating environmentally friendly technologies and products.
• We will use the Earth’s resources and energy sparingly and never overlook environmental considerations when conducting our business.
• We will do our part to improve the environment by working with local communities and society.

(Established in 1992; revised in April 2005)

Mazda is establishing an environmental management system throughout its supply chain, 
including Group companies, suppliers and dealerships. 

Environmental Management

 Environmental Management System 
Mazda has established three committees under the CSR 
Management Strategy Committee, chaired by the president 
of the Company, to promote environmental management 
throughout the Mazda Group. These are the Product 
Environmental Committee, the Business Site Environmental 
Committee and the Social Contribution Committee. 

Progress Status
● Mazda has completed certifi cation under ISO 14001 for 13 

manufacturing companies in the Mazda Group, both in Japan and 
overseas.

● Mazda is gradually introducing EcoAction 21 (EA21)∗1, an 
environmental management system, to all dealerships in Japan. 
As of March 2010, EcoAction 21 has been implemented in four 
companies. 

● Mazda is gradually introducing an exclusive Mazda EMS to four 
parts companies in Japan. The introduction has been completed at 
one of these companies.

 Promoting Green Purchasing
To reduce the environmental impact of its entire supply 
chain, Mazda established ‘Green Purchasing Guideline,’ 
and is applying them to its suppliers around the world. 
These Guidelines stipulate that Mazda will preferentially 
purchase from suppliers that properly create and operate 
environmental management systems.

Mazda continually revises the Green Purchasing 
Guideline, in view of recent environmental trends. A 
revised and expanded version was published in July 
2010.

 Support for Suppliers in 
Establishing Environmental 
Management Systems

Mazda requires its suppliers of parts, materials, and 
industrial equipment and tools to obtain ISO 14001 
certifi cation, and supports their establishment of EMS by 
providing information and other assistance. 

∗1 Simplifi ed EMS established by the Ministry of the Environment, for 
application at companies of various scales, such as small-to-medium-sized 
companies.

 Construction of an Environmental 
Management System 

Within the Mazda Group, Mazda Motor Corporation is 
promoting the establishment of environmental management 
systems (EMS) across its entire supply chain and in all 
Group companies. The purpose of the EMS is to carry out 
more environmentally friendly business activities in a more 
effective manner, based on standards such as ISO 14001.

 Mazda Environmental Promotion System (As of March 31, 2010)

CSR Management Strategy Committee
Chairperson: Representative Director and President
Vice Chairperson: Executive Offi cer in Charge of CSR and the Environment

Product Environmental 
Committee
Chairperson: Executive Offi cer 
in Charge of R&D

Divisions within Mazda

Group companies in Japan and overseas

Business Site 
Environmental Committee
Chairperson: Executive Offi cer 
in Charge of the Environment
Vice Chairperson: Executive 
Offi cer in Charge of Production 
and Logistics

Social Contribution Committee (see p. 40)

Studies and promotes key items regarding 
environmental preservation in relation 
to development, including development 
of environmentally friendly products and 
technologies.

Studies and promotes key items regarding 
environmental preservation in relation to 
the manufacturing and distribution fi elds. 
Studies and promotes methods to reduce 
environmental impact throughout the entire 
supply chain, encompassing sales companies, 
suppliers, and others (including the extension 
of EMS to Group companies).
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 Life Cycle Assessment (LCA)
Mazda is actively working to reduce its environmental 
burden across the entire product life cycle, from vehicle 
manufacturing through vehicle use to fi nal disposal and 
recycling. Having established a proprietary LCA∗2 system 
and conducted careful assessment of environmental 
impact at every phase, Mazda has confi rmed the benefi ts 
of clean-energy vehicles and newly introduced vehicles 
with current gasoline engines. In 2009, Mazda recognized 
total emissions for the new Premacy were reduced 
through implementation of an LCA for the vehicle.

 Environmental Accounting
Mazda is carefully assessing the costs and benefi ts of 
its environmental activities and is working constantly to 
improve their effi ciency.
Data collection period: April 1, 2009, through March 31, 2010
Basis of data collection: Data for Mazda on an unconsolidated basis is calculated according to 
Environmental Accounting Guidelines. The amounts do not include depreciation expenses.
Scope of data collection: Mazda Motor Corporation, fi ve domestic consolidated subsidiaries (Kurashiki 
Kako Co., Ltd., Mazda Engineering & Technology Co., Ltd., Mazda Ace Co., Ltd., Toyo Advanced 
Technologies Co., Ltd., Malox Co., Ltd.), fi ve domestic equity-method affi liates (Yoshiwa Kogyo Co., Ltd., 
Japan Climate Systems Corporation, MCM Energy Service Co., Ltd., Mazda Processing Chugoku Co.,  
Ltd., Sanfrecce Hiroshima FC Co., Ltd.), fi ve overseas consolidated subsidiaries (Compañía Colombiana 
Automotriz S.A., Mazda Motor (China) Co., Ltd., Mazda Motor of America, Inc., Mazda Motors of New 
Zealand, Ltd., PT Mazda Motor Indonesia) and four overseas equity-method affi liates (Auto Alliance 
International, Inc., Auto Alliance (Thailand) Co., Ltd., Changan Ford Mazda Automobile Co., Ltd., 
Changan Ford Mazda Engines Co., Ltd.).

Related information and details on the following subjects can be viewed on the Web:
Environmental Auditing, Environmental Compliance, Risk Management, etc.
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∗2 A method for calculating and evaluating the environmental impact of a 
product across its entire life cycle, from procurement of materials through 
manufacturing and use to recycling and fi nal disposal
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∗ Calculated assuming a vehicle lifetime running distance of 100,000 km (10 years) and running under certain conditions.
∗ Results of evaluations are shown as an index. Figures for CO2 refer to metric tons; all other fi gures refer to amounts in kilograms. Indices 

are shown separately. In the graph right above, all indices are based on an index of 1 for the SOx emission volume of the previous model (A). 
NOx: Nitrogen oxide PM: Particulate matter
NMHC: Non-methane hydrocarbons SOx: Sulfur oxide

 Environmental Protection Costs (Millions of yen)

Category Major activities
Mazda (parent company only) Mazda Group

Investment Cost Total Investment Cost Total

Bu
si

ne
ss

 a
re

a Preventing
pollution Conforming to legal limits for air and water pollution, odor abatement, etc. 813 1,919 2,732 857 2,579 3,436

Protecting 
the global 
environment

Preventing global warming, conserving energy, preventing destruction of the ozone 
layer, and other environmental protection activities 354 646 1,000 437 696 1,133

Recycling 
resources Effective resource use, recycling waste, processing and disposing of waste 195 1,082 1,277 218 1,689 1,907

Upstream/
downstream Container recovery, recovery of end-of-life vehicle bumpers 0 229 229 0 236 236

Management 
activity

Employee environmental education, creating and operating environmental 
management systems, monitoring and measurement of environmental impact, other 
activities

27 1,073 1,100 37 1,428 1,465

Research and 
development

R&D for products, production methods and distribution, contribution to reduced 
environmental impact 707 29,044 29,751 744 30,115 30,859

Social activities Greening, beautifi cation, and environmental improvement; support of community 
residents and organizations; information disclosure; and other activities 0 84 84 0 94 94

Environmental 
damage — 0 0 0 0 0 0

Total 2,096 34,077 36,173 2,293 36,837 39,130

 Overall Environmental Protection Effects 

Category
Mazda (parent company only) Mazda Group

Environmental protective effect Economic effect
(millions of yen)

Economic effect
(millions of yen)

Protecting the 
global 
environment

Global warming 
prevention

All domestic 
facilities

CO2 emissions volume (on unit sales 
basis) 31.3 (t-CO2/¥ billion) − −

Distribution Annual shipping volume 473,610,000 (tons/km/year) − −

Recycling 
resources

Effective use of resources, 
recycling

Shell sand 36,718 (tons/year) 23
6,367

Steel scrap 118,843 (tons/year) 6,295

Upstream/
downstream Product recycling Number of discarded bumpers 

collected 85,520 (number/year) − 56

Other Sale of items with commercial 
value

Metals 101,822 (tons/year) 2,494

2,706

Paint thinner, effl uent 595 (tons/year)

9
Empty drums, wheels, discarded tires 17,515 (number/year)

Recovered sand, plastics, cardboard 
scraps 805 (tons/year)

Wooden pallets 646 (tons/year)

Total 8,821 9,129



Based on the environmental mid-term plan, titled the “Mazda Green Plan 2010,” 
the Company is working to reach targets in five categories by FY2010.

“Mazda Green Plan 2010” Environmental Mid-Term Plan

FY2010 Targets FY2009 Targets FY2009 Results

1. Creation of Environmentally Sound Technologies and Products
① Cleaner exhaust emissions

Japan—Meet the SU-LEV (★★★★ ) standard in the 
majority of Mazda’s passenger vehicles.

Promote the introduction of the SU-LEV (★★★★ ) 
standard.

Met the SU-LEV standard (★★★★ ) in 98.2% of 
passenger vehicles.

United States—Promote the introduction of low-emission 
vehicles that meet Tier2/LEV2 regulations.

Meet Tier2/LEV2 regulations. All vehicles met the Tier2/LEV2 regulations.

Europe—Develop and launch next-generation clean diesel 
vehicles.

Promote development of new diesel engines.
Launched new Mazda6, new Mazda3 and CX-7 with new 
diesel engines.

② Improving fuel economy (CO2 reductions)

Japan—Continue to meet the fuel effi ciency standards 
for 2010 for all weight classes of passenger vehicles, and 
promote further improvements in fuel economy.

Meet the 2010 fuel effi ciency standards for all weight 
classes of passenger vehicles.

The 2010 fuel effi ciency standards were met for all weight 
classes of passenger vehicles.

United States—Meet the Corporate Average Fuel Economy 
(CAFE) regulations, which are expected to become stricter 
in the future.

Meet CAFE regulations. CAFE regulations met.

Europe—Promote reduction of the corporate average CO2 
emissions.

Reduce corporate average CO2 emissions. Reduced corporate average CO2 emissions.

③ Vehicle weight reduction

Achieve Mazda’s voluntary  target for vehicle weight. Further promote vehicle weight reduction.
In the Mazda Axela, we optimized the body structure and 
used high-tensile steel to maintain safety performance 
while reducing weight.

④ Vehicle noise reduction

Meet Mazda’s voluntary standards for noise reduction, 
which are stricter than the latest noise regulations.

Promote developments in noise reduction in new models, 
and continue to meet the voluntary standards for all 
models.

The vehicle noise reduction levels for all models met 
Mazda’s voluntary standard fi gures.

⑤ Development of alternative fuel vehicles

Develop and introduce more vehicles equipped with the 
hydrogen rotary engine.

• Continue leasing to companies and market follow-up for 
the Premacy Hydrogen RE Hybrid.

• Continue leasing to companies and market follow-up 
for the RX-8 Hydrogen RE through Norway’s HyNor 
project.

• Obtained Ministry certifi cation for the Premacy Hydrogen 
RE Hybrid and started leasing to companies.

• Started leasing the RX-8 Hydrogen RE to companies 
through the HyNor project in Norway.

Promote development of hybrid vehicles. Promote development of hybrid vehicles.
Mazda reached an agreement with Toyota on the licensing 
of Toyota’s hybrid technology. 

Promote development of alternative fuel technologies 
such as biomass fuels and synthetic fuels.

Promote development of alternative fuel technologies 
such as biomass fuels and synthetic fuels.

A fl ex-fuel engine compatible with E85 fuel was introduced 
to the North American market. 

⑥ Reduction in use of environmental substances of concern

Completely eliminate hexavalent chromium. Maintain complete elimination. Completely eliminated.

Completely eliminate lead, mercury and cadmium, except 
for exempted parts.∗1

Maintain complete elimination, except for exempted 
parts.

Completely eliminated, except for exempted parts.

Reduce the amount of refrigerants used in car air 
conditioners: reduce the use of hydrofl uorocarbons (HFCs) 
by 20% or more from the FY1995 level.

Reduce the amount of HFCs by 20% or more from the 
FY1995 level.

Achieved reductions in all  models.

Promote development and application of new alternative 
air-conditioner refrigerants less harmful than CFCs 
(HFC134a).

Promote development of new eco-friendly air-conditioner 
refrigerants.

Promoted development of new air-conditioner refrigerants.

⑦ Reduction of amount of volatile organic compounds (VOCs) in vehicle cabins

Meet indoor aerial concentration guideline values 
stipulated by the Japan Ministry of Health, Labour and 
Welfare in all new models.

Expand VOC reduction technologies to new models. Met guidelines in Demio, Atenza, Biante and Axela.

⑧ Promoting vehicle recycling (in development)

Promote the development and use of bioplastics that have 
suitable appearance, strength, and heat resistance to be 
adopted for interior parts.

Develop an integrated production process for materials 
made from non-food-based biomass, and fabricate 
prototypes using such materials.

• Adopted in the Premacy Hydrogen RE Hybrid.
• Promoted joint development among industry, 

government, and academia of materials made from non-
food-based biomass.

Develop state-of-the-art bumper recycling technology and 
promote the reuse of old bumpers as new vehicle parts.

Promote application of proprietary Bumper-to-Bumper 
recycling technology.

Established automation technology for recycling bumpers 
from end-of-life vehicles.

Promote the development of new vehicles that are easy to 
disassemble and recycle.

Promote the development of parts made from plastic and 
other materials that are easy to disassemble and recycle.

Improved ease-of-recycling for parts such as bumpers and 
instrument panels.

∗1  Exempted parts: Lead solder, batteries, and free-cutting steel using lead; and liquid-crystal displays, discharge headlamps and other parts that use mercury.
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FY2010 Targets FY2009 Targets FY2009 Results

2. Corporate Activities to Conserve Resources and Energy
⑨ Reduction of waste substances

Eradicate all landfi ll waste from the four principal domestic 
facilities.

Continue with zero landfi ll waste from the four principal 
domestic facilities.

Continue with zero landfi ll waste from the four principal 
domestic facilities.

Reduce the consumption of packaging and wrapping 
materials by 40% or more from the FY1990 level (initial 
target).

Further reduce the consumption of packaging and 
wrapping materials by 1.5% over FY2008 level to 
achieve a reduction of 42.2% from the FY1990 level.

Reduced the volume of packaging and wrapping materials 
to 42.6% of the FY1990 level, and achieved the FY2009 
target.

⑩ Prevention of global warming

Cut CO2 emissions from the four principal domestic 
facilities by 20% or more from the FY1990 level.

Cut CO2 emissions from the four principal domestic 
facilities by 40% or more from the FY1990 level.

Achieved a 43.5% CO2 emissions cut from the FY1990 
level at the four principal domestic facilities.∗2

Cut CO2 emissions in the logistics operation (t- CO2 per
�million ton-km) by 20% or more from FY1990 levels (initial 
target).

Cut CO2 emissions in the logistics operation  (t-CO2 per 
million ton-km) by a further 1% from FY2008 results, for 
a 21% cut from FY1990 levels.

Cut CO2 emissions in the logistics operation (t-CO2 per 
million ton-km) by 32.0% from FY1990 levels, and 
achieved the FY2009 target.

⑪ Vehicle recycling promotion

• Promote further increases in the ASR recycling ratio and 
the total vehicle recycling ratio.

• ASR recycling ratio: Maintain at 80% or higher
• Actual vehicle recycling ratio: Maintain at 95% or higher

• ASR recycling ratio: 79%
• Actual vehicle recycling ratio: 96%

• Achieved an ASR recycling ratio of 80%.
• Achieved an actual vehicle recycling ratio of 97%.

• Collect damaged bumpers from Mazda dealerships in 
Japan at an annual rate of 80% or more (88,000 units 
per year).

• Collect 88,000 or more bumpers annually. • Collected 85,520 bumpers during the fi scal year.

3. Corporate Activities in Pursuit of a Clean Environment
⑫ Reduction of VOC emissions

Reduce VOC emissions to 30 g/m2 or less for coated 
surfaces.

Reduce VOC emissions to 32 g/m2 for coated surfaces. Reduced VOC emissions to 31.7 g/m2 for coated surfaces.

4. Working with Business Partners to Create a Better Environment
⑬ Promotion of cooperative activities with suppliers

Promote the establishment of environmental 
management systems (EMS) at suppliers, and maintain 
and improve EMS for suppliers.

• Maintain the 100% ratio of environmental management 
systems (EMS) establishment at major suppliers.

• Expand EMS establishment at secondary suppliers.

• Established EMS at 100% of major suppliers.
• Completed establishment and preparations for 

introduction of EMS at secondary (indirect) suppliers.

⑭ Promotion of environmental protection activities by sales companies

Establish EMS in consolidated dealers (18 companies) 
from FY2007; progressively extend EMS to other Mazda 
and Mazda Enfi ni dealerships.

Progressively commence introduction of Eco Action 
21 at Mazda, Mazda Enfi ni, and Mazda Autozam 
dealerships.

Commenced introduction of Eco Action 21 at Mazda, 
Mazda Enfi ni, and Mazda Autozam dealerships.

⑮ Promotion of environmental protection activities with parts dealers

• Introduce Mazda EMS at all Mazda parts dealers (4 
companies).

Note: Owing to consolidation among dealerships, the total number of 
companies where EMS was introduced from April 2009 was 4.

Commence introduction of EMS at consolidated Mazda 
Parts Sales Co., Ltd.

• Completed introduction of EMS in Mazda Parts, a 
consolidated parts dealers, and commenced operations.

• Completed preparations for introduction of EMS in 
FY2010 in three other parts dealers.

⑯ Promotion of environmental education activities

• Vigorously disseminate environmental information to 
raise employees’ environmental awareness.

• Host in-house environmental events.
• Hold environmental events involving Group companies.

• Vigorously disseminate environmental information to 
raise employees’ environmental awareness.

• Host in-house environmental events.
• Hold environmental events involving other Group 

companies.

• Broadcasted the president’s message.
• Solicited eco-friendly improvement ideas.
• Held an online exhibition of environmental panels.
• Promoted ‘cool biz’ and ‘warm biz’ (programs 

encouraging casual summer business clothing and warm 
winter business clothing, respectively).

• Made efforts to conserve energy in the summer and 
winter months.

5. Creating a Better Environment in Cooperation with Local Communities and Society
⑰ Promotion of communication with society

• Host and actively participate in environmental events.
• Publicize environmental initiatives outside the 

Company.
• Host and actively participate in environmental events.

Introduced environmental initiatives through participation 
in 10 environmental events: Automotive Engineering 
Exposition 2009 (May), Eco Car World 2009 (June), 
Hiroshima Environment Day (June), Setouchi Hydrogen 
Caravan (July), Kids Engineer (August), Yamaguchi Iki-iki 
Eco-fair (October), Japan EV Festival (November), Hiroshima 
Global Warming Stop! Fair (November), Eco Products 2009 
(December), Uchi-Ecoshima Show (December).

⑱ Promotion of social contribution activities

• Participate actively in voluntary neighborhood 
clean-up activities.
• Dispatch lecturers for environmental education.

• Expand active participation in voluntary neighborhood 
clean-up activities.

• Expand dispatching of lecturers for environmental 
education at schools.

• Expand positive involvement in environmental activities 
involving Group companies.

• Implemented various volunteer activities through the 
Mazda Volunteer Center (42 activities, 116 participants).

• A total of 5,300 volunteers participated in clean-up activities.
• Dispatched personnel to local events and schools to 

deliver a total of 82 lectures on new technologies and 
environmental initiatives.

∗2  Calculated according to the Act on Promotion of Global Warming Countermeasures.
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Mazda tracks ecological data to help reduce the environmental impact of its corporate activities 
in all areas.

Mazda’s Corporate Activities and Impact on the Environment

Period covered: FY2009 (April 2009 to March 2010)
Scope of data collection: Mazda Motor Corporation, 24 domestic and three overseas 
consolidated subsidiary, and nine domestic and four overseas equity-method affiliates.

∗1 Energy consumption, greenhouse gas emissions, and distribution volumes are calculated on the basis of the Law Concerning the Rational Use of Energy (2008) and The 
 Greenhouse Gas Emissions Calculation and Reporting Manual, Ver. 3.0 (2010). Figures for consolidated subsidiaries and equity-method affiliates are prorated based on the 
 percentage equity stake held by Mazda.
∗2 CO2 emission volumes are calculated as 164 g-CO2/person-km for private automobiles, 19 g-CO2/person-km for railways and 108 g-CO2/person-km for aircraft, based on 
 Carbon Dioxide Emissions in the Transport Sector, Ministry of Land, Infrastructure, Transport and Tourism. Source (Japanese language):  http://www.mlit.go.jp/sogoseisaku/
 environment/sosei_environment_tk_000007.html

[Including five overseas production facilities]

Paper (for office equipment, etc.) 

1,337 tons

14,861 thousand m3

Water consumption

827 thousand tons

Raw materials (steel, aluminum, etc.)
[Including Mazda and its 
suppliers of materials]

Chemical substances purchased
8,330 tons

End-of-life vehicles recycled

Airbags

Automobile shredder residue (ASR)

Fluorocarbons

Total 

CFCs

HFCs

(FY2009 results based on the End-of-Life 
Vehicle Recycling Law)

Bumpers collected and recycled

85,520 units

490,240×103 t-km

Wrapping and packaging materials
35,844 tons

13,455×103
GJ

Distribution volume  
for domestic logistics ∗1 

Weight collected
4,118 kg

Number of vehicles collected
15,871 units

Weight collected
43,376 kg

Number of vehicles collected
138,775 units

Total weight collected 32,720 tons

Weight of recycled materials 15,297 kg

Quantity collected 226,138 units

Number of vehicles collected 103,114 units

Weight of recycled materials 28,299 tons

Number of vehicles collected 181,324 units

Total weight collected

47,494 kg
Number of vehicles collected

154,646 units

SOx emissions

236 tons

Wastewater
7,313 thousand m3

298,131 tons

Discharge 1,272 tons
Transfer 232 tons

Emissions of greenhouse gases
through domestic logistics operations ∗1 

CO2 emissions from vehicles in logistics 
and in sales operations ∗1 

78,859 t-CO2

822 thousand t-CO2

[Including completed vehicles, parts for 
overseas production and OEM vehicles]

963,328 units

Shipments

CO2 emissions 818 thousand t-CO2

Emissions of greenhouse 
gases other than CO2

4 thousand t-CO2

218,865 unitsDomestic 744,463 unitsOverseas

List of Companies Covered 

NOx emissions

392 tons

Direct-to-landfill waste

Chemical substance discharge or transfer

Emissions of greenhouse gases ∗1 
[Including five overseas production facilities]

57,938 t-CO2

Energy consumption ∗1 

By type of energy

Kerosene City gas50 2,025

Electricity Diesel Coal8,580 56 500
Fuel oil A Gasoline Coke131 83 478

Industrial 
steamFuel oil C LPG91 104 1,357

Purchasing
Encouraging business partners 
to obtain ISO 14001 certification 
Promoting green procurement

Research and 
development

Improving fuel economy
Producing cleaner exhaust 
emissions
Reducing vehicle noise
Developing clean-energy vehicles
Promoting recycling, etc.

Production
Saving energy
Reducing direct-to-landfill waste
Managing chemical substances
Promoting clean production

Distribution
Reducing CO2 emissions through 
efficient distribution
Decreasing use of and recycling 
wrapping and packaging 
materials

Sales and after-sales 
service

Communication with customers
Promoting compliance with 
environmental laws and 
environmental beautification
Collecting damaged bumpers

Recycling end-of-life 
vehicles

Carrying out appropriate 
collection and recycling
Studying and researching 
end-of-life vehicle recycling 
technologies
Using recycled parts

CO2 emissions from business travel and 
commuting ∗2 [Mazda only]

Business travel: 431 t-CO2  
Commuting (by car or motorcycle): 8,897 t-CO2

AI
Fe

CO2

CO2

CO2

SOX

NOX

WEB
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41    Domestic Activities 

43    Overseas Activities

Social 
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 Basic Approach
As a company engaged in global business, Mazda is fulfi lling 
its responsibilities as a good corporate citizen through 
its proactive, ongoing involvement in socially benefi cial 
activities tailored to the needs of local communities.

 Three Pillars 
Mazda promotes activities that are strongly rooted in local 
communities. Its social contribution activities are underpinned 
by the three pillars of environmental and safety performance, 
human resources development, and community contributions.

Environmental and
Safety Performance

Human Resources
Development Community

ContributionsFostering people who will 
be future leaders in society 
and in business, as part of 
the foundation of society

Responding to local 
social needs as a good 
corporate citizen

Responsibility as an 
automobile manufacturer

 Promotion Framework
In May 2010, Mazda established a new Social Contribution 
Committee. The role of this committee is to discuss issues 
facing the entire Mazda Group and share information, 
based on the policy decided by the CSR Management 
Strategy Committee. The details of actual activities will be 
considered by working groups formed in related divisions. 

The Social Contribution Committee will be held 
regularly (twice a year) to discuss how to enhance 
activities from a global and Group standpoint.
∗ In Japan, North America, Australia, New Zealand, 

and Colombia, the Mazda Foundation in each country 
separately executes various activities.

 Promotion Framework

CSR Management Strategy Committee

Social Contribution Committee
Chairperson: Director responsible for CSR 
and environmental initiatives
Vice Chairpersons: Directors responsible 
for corporate services, global marketing, 
domestic marketing, overseas sales,  
human resources, and Tokyo Head Offi ce 
coordination

Social Contribution Committee working 
groups (comprising related divisions)

Secretariat: CSR & Environment Department

Framework for implementation
Hiroshima: Mazda Community

Service Committee 

Domestic business locations

Overseas business locations

 Volunteering by Employees
Mazda offers support to help employees become actively 
involved in volunteer activities. 
● Providing volunteer opportunities (Specialist Bank, 

Volunteer Center, etc.) 
● Subsidizing part of the cost of activities (cafeteria plans, 

etc.)
● Enabling employees to take leave for activities (volunteer 

leave such as the Special Warm Heart leave system, 
etc.)
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Creating a Biotope at Mazda R&D 
Center Yokohama
Objective
Contributing to biodiversity, coexistence with the local 
community and participating in community activities

Mazda Ekiden Road Relay Race 
(Hiroshima, Hofu)
Objective
For Mazda to get to know people in the community by 
opening the plant grounds for a public event

Social Contribution Activities at 
Mazda Stadium
Objective
Community development that makes use of Mazda 
Stadium

Domestic Activities

Mazda Car Carrier Loading Field Trip

Objective
To support children’s education by offering a chance to 
observe an industrial process

∗In the Hiroshima region, where the Mazda Head Offi ce is located, certain initiatives are implemented, in an organized fashion, by the Mazda Community Services Committee.

Human resources

Community

■ Initiatives and Results for FY2009
Children in the fi fth grade of elementary school study Japan’s 
automotive industry in their social studies classes, and since 
1996, as a social contribution activity, Mazda has provided them 
with a fascinating learning opportunity by holding events where 
they can observe the loading of vehicles onto ships. Each year, 
many participants gather for a chance to see vehicles loaded onto 
specialized vehicle-transport ships called car carriers. In FY2009, 
a total of 76 people, composed of children ranging from fourth 
grade to junior high school and their parents and guardians, 
observed the vehicle loading process. Participants were impressed 
with the way vehicles were packed into the ship with a high degree 
of precision, with only about 30 centimeters separating them at 
the front and back and about 10 centimeters at the sides.

■ Initiatives and Results for FY2009
Mazda acquired the naming rights for the new Hiroshima 
Municipal Baseball Stadium (otherwise known as Mazda Zoom-
Zoom Stadium Hiroshima), and conducts a wide range of social 
contribution activities through our support for the stadium.
• Purchase of ‘green electricity’: Mazda purchases 

environmentally sound green electricity for use in the 
lighting of night games at the stadium. In FY2009 128,000 
kWh were purchased, representing a CO2 emissions 
reduction of approximately 87 tons.

• For each one million stadium visitors, Mazda donates one 
special needs vehicle to a social welfare organization. In August 
2009, we donated one Mazda Biante with an auto-step feature.

In the future, we will continue disseminating information 
about the stadium through our website and other channels to 
attract more visitors and contribute to the vitality of the region.

■ Initiatives and Results for FY2009
Mazda has hosted the Ekiden Road Relay Race using a route 
mapped out across the grounds of our plants—open to Mazda 
employees as well as members of the general public—at our 
Hiroshima Head Offi ce and Plant since 1981 and at our Hofu 
Plant since 1984. Participants include both children and 
adults, and some come from as far away as Kyushu and the 
Tokai region. They not only compete for the best times, but 
also enjoy coming up with original ways to make their teams 
stand out. Approximately 2,000 runners in 339 teams joined 
the race at the Head Offi ce and Plant in March 2010, and 
around 1,300 in 85 teams ran at the Hofu Plant in February 
of the same year.

■ Initiatives and Results for FY2009
Yokohama, home to the Mazda R&D Center Yokohama (MRY), 
has been promoting a collaborative project implemented by 
corporations, residents, and the local government, titled “How 
Far Does a Dragonfl y Fly?,” to restore dragonfl y ponds and 
survey habitats, as well as the Keihin Afforestation project to 
plant and utilize woodlands in the Keihin (Tokyo–Yokohama) 
area. 

MRY plays a part in the Yokohama project by maintaining 
wildlife habitats near bodies of water and conducting surveys 
of dragonfl ies on the research center’s grounds.
In May and June of 2009, a group composed of local 
volunteers, students and Mazda employees transplanted wild 
water plants, and in August a study of the fl ight patterns of 
dragonfl ies was conducted.

Community

EnvironmentCommunity

Initiatives contributing to 
environmental preservation

Initiatives contributing 
to safety

Initiatives aimed at fostering 
the next generation

Community-based 
initiativesHuman resources CommunitySafety Environment
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Contributing to Communities in Many Ways

Mazda Foundation Activities 
Mazda established the Mazda Foundation charitable organization in 1984 to “conduct 
activities to promote science and technology and the sound development of youth, to share 
prosperity with the people of the world, and to build a society where people can lead rich and 
fulfi lling lives.”

As of March 31, 2010, the Mazda Foundation has completed 1,477 projects, providing 
assistance totaling ¥1,280,000,000.

The Mazda Foundation sponsors numerous opportunities for children to encounter the 

Area Details

Promotion of
science and
technology 

Support for research
¥30 million supporting 26 basic and applied research projects in science and 
technology at universities and research facilities across Japan

Support for operations 
¥1.5 million supporting 15 projects related to science education, including 
“Scientifi c Experience” events developed by universities and research facilities in 
Japan’s Chugoku region for elementary and junior-high-school students

“Science is Fun” projects
Hosting events that bring the excitement of science to elementary through 
high-school students, including a junior science seminar on “Observing and 
Experimenting with Marine Life”

Youth health
and 

education

Assistance of research
¥4 million assisting fi ve practical-research projects, aimed at stimulating citizen 
activism regarding the health and education of today’s young people

Support for citizen activism
¥8 million assisting 32 projects rooted in Hiroshima and Yamaguchi Prefectures 
to support the wholesome growth of today’s youth. We provide comprehensive 
support encompassing funding, human resources and expertise.

Seminars

Seminars are held in order to make more people aware of the Foundation’s activities 
and objectives. In FY2009, Kenichiro Mogi, senior researcher at Sony Computer 
Science Laboratories, was invited to Hiroshima to deliver a lecture on “Habits that 
Train the Brain.”

 Activities of the Mazda Foundation (Japan) in FY2009

Hokkaido Kenbuchi 
Proving Ground
Open Facility Event

Objective
To get to know people in the community and convey 
the company’s gratitude

Initiatives by Group Companies: Malox (Hiroshima Prefecture)

Preservation of Local Green 
Space through Bamboo 
Grove Maintenance

Objective   To protect local green space

Related information and details on the following subjects can be viewed on the Web:
Other Initiatives

WEB
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Community

■ Initiatives
In the town of Kenbuchi, approximately 50 km north of 
Asahikawa in Hokkaido, is Mazda’s Hokkaido Kenbuchi Proving 
Ground, where each winter automotive winter cold resistance 
tests are conducted. Every year at this proving ground, 
the Mazda staff thank the people of Kenbuchi, who warmly 
welcome them into their midst, by opening the facility to the 
public and hosting a community event.

■ FY2009 Results
In January 2010, the 20th annual event was held and more 
than 300 visitors took part. Young and old alike enjoyed a 
wide variety of winter activities including games, a gymkhana 
race in the snow, and a chance to take a thrilling ride in the 
snow alongside a professional Mazda test driver. 

Environment

■ Initiatives and Results for FY2009
As an activity benefi ting both the community and the 
environment, Malox provides support for Hiroshima City’s 
community woodlands program aimed at preserving local 
green space. In this program, resident volunteers handle the 
maintenance and upkeep of privately owned green space in 
order to preserve the beauty of the rural landscape and ensure 
people have opportunities to encounter nature. On two days 
in February and March 2010, at the community woodland 
on Ogonzan (Mount Ogon) in Kusuna-cho, Minami Ward, 
Hiroshima, employees of Malox led by Hiroshima City forestry 
staff did upkeep work in a bamboo grove. Twenty-eight people 
took part over the two days, and afterwards participants had 
comments such as, “It was my fi rst time doing this kind of 
work, but I had no problems thanks to the expert guidance,” 
and “I enjoyed the activity and hope to take part again.” 

The activity also helped forge a bond between local residents 
and Malox employees. We will continue with such activities to 
provide opportunities for people to encounter nature and for 
company employees to bond with local residents.

■ Initiatives
Mazda provides funds for various activities. We contribute to 
the activities of regional communities in areas from academic, 
educational, cultural and artistic pursuits to international 
exchanges and sports. 

In FY2009, Mazda provided funds totaling approximately 
¥165,800,000 for a wide range of projects including the 
Mazda Foundation, established to promote science, technology 
and sound youth development, and to government agencies.

wonder of science. Through “Science is Fun” projects, the 
Foundation creates opportunities for elementary, junior-
high and high-school students to get excited about science, 
awakening the desire to get involved in science themselves. 
At the “Inspiring School Michikusa” seminars, the Foundation 
inspires interest in the unknown by arranging encounters that 
allow children to interact with nature and one another.

In “Science is Fun” projects (presented in association with 
Hiroshima University), the Foundation sponsors junior science 
seminars such as “Observing and Experimenting with Marine 
Life.” Twenty-four students took part in this seminar at the 
Graduate School of Science’s Marine Biological Mukaishima 
Laboratory at Hiroshima University, located on Mukaishima on 
the seacoast opposite the city of Onomichi. The students rode 
a boat out to a tideland, observed marine life forms in their 
natural habitat, and viewed the cell division of fertilized eggs 
and larval development of the purple sea urchin through a 
microscope, gaining a vivid sense of the wonder of organic life.
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Thailand

Project in which AAT and Mazda 
Employees Visit the Elementary 
Schools They Graduated From

United States

Breast Cancer 
Awareness-raising 
Activities

Objective
To promote women’s health

Overseas Activities

Thailand

Donation of Computers

Objective
Support for children who 
have lost their parents 
to AIDS or are otherwise 
disadvantaged

■ Initiatives / FY2009 Results
In August 2009, Mazda Sales Thailand (MST) donated 
computers to children through the volunteer organization 
Chiang Mai–Hiroshima Friendship Group. Local Mazda dealers 
in Chiang Mai and former Mazda employees are among those 
cooperating with this group.

■ Initiatives / FY2009 Results
The Female Employees Committee of AutoAlliance 
International (AAI) engaged in awareness-raising activities in 
October 2009, to promote early detection and treatment of 
breast cancer.

United States

“SOAR” Environmental Conservation 
Internship

Objective
To act on employees’ suggestions for making 
contributions to the regions we came from, so as to 
strengthen the bonds among employees and instill 
ambition and boost academic motivation in the children 
living in the area

■ Initiatives
Since 2004, AutoAlliance (Thailand) (AAT), in cooperation 
with the Mazda Motor Corporation head offi ce and the Mazda 
Workers’ Union, has continued donations of money, stationery 
supplies, and sports equipment to the Back to Employees’ 
Schools project.

■ FY2009 Results
In June 2009, employees made visits to Wat Amphawanaram 
and Nong Phai Kaew schools.

■ FY2009 Results
In the 12 years since the program was established, 500 
student interns have taken part in conservation activities, 
in over 200 natural resources management areas in all 50 
states and the District of Columbia. These interns have spent 
a total of over 350,000 hours on these conservation activities 
and provided services benefi ting approximately one million 
visitors.

Human resources

Human resources Community

Human resources Community

Community

Objective
Environmental conservation and youth education

■ Initiatives
Mazda Foundation USA, in partnership with the SCA (Student 
Conservation Association), a US student environmental 
conservation organization, operates the SOAR (Save 
Our American Resources) program aimed at advancing 
environmental conservation and youth education.

Environment

Initiatives contributing to 
environmental preservation

Initiatives contributing 
to safety

Initiatives aimed at fostering 
the next generation

Community-based 
initiativesHuman resources CommunitySafety Environment
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New Zealand

Protecting the Kiwi

Objective
To protect the kiwi, New 
Zealand’s national bird and an 
endangered species

Colombia

Supporting Education, 
Culture, and the Arts

Objective
To encourage the devel-
opment of education, culture 
and the arts in Colombia

China

Establishment of the 
Mazda Traffi c Safety and 
Victims’ Relief Fund

Europe

Working with SOS 
Children’s Villages

Objective
To protect children who 
are unable to live with 
their own families

Australia

Supporting the 
Reach Foundation

Objective
To promote develop-
ment of young people 
and volunteer activities 
among employees

Related information and details on the following subjects can be viewed on the Web:
Other Initiatives

WEB

Objective
Long-term support for the families 
of disabled people suffering from 
the aftereffects of traffi c accidents, 
and further development and 
improvement of traffi c safety 
awareness in Shanghai

Note: In North America, Australia, Colombia, New Zealand and Japan, certain social contribution activities are carried out through the Mazda Foundation.
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■ FY2009 Results
Facilities operated by SOS Children’s Villages were among 
those damaged in the January 12, 2010 earthquake in 
Haiti, but with the help of volunteers and staff from Costa 
Rica and the Dominican Republic, the group’s activities have 
been able to continue. MME has collected donations in a 
matching campaign, matching the 4,333 euros collected from 
employees with an equal amount for a total of 8,666 euros.
In addition, Mazda Motor Europe, Mazda Austria, Mazda 
Motor Belux, Mazda Motors (Deutschland) and Mazda Motor 
Nederland used Christmas cards from SOS Children’s Villages.

■ FY2009 Results
MA donated A$100,000, lent two vehicles, and provided 
employees as volunteers for the Heroes workshop. One of 
employees who attended this workshop said “It’s an amazing 
program! It provides so much value and has the power to 
help young people see things differently, feel good about 
themselves and think about their future.”

■ Initiatives / FY2009 Results
In 2009, as part of education support efforts, the Mazda 
foundation Colombia awarded scholarships to 30 university and 
graduate-school students of physics, mathematics, and music. 
In addition, the Foundation holds classical music concerts each 
year. There were eight concerts in 2009, featuring guests 
including Colombia’s Batuta National Foundation of the Juvenile 
and Infant Symphony Orchestra and musicians from overseas.

■ Initiatives / FY2009 Results
The Mazda Foundation New Zealand (NZ) supports Project 
Kiwi Trust, a group that aims to protect the kiwi, New 
Zealand’s national bird and an endangered species. The 
grant will assist in the incubation and hatching of kiwi eggs to 
chicks, in a safe environment to ensure their survival before 
they are released, to grow the kiwi population. When kiwis 
grow to a weight of 1,000 grams, they are returned to the 
wild. The Trust has a goal of hatching a minimum of 20 kiwis 
and returning them to the wild for the 2009/2010 breeding 
season. Over the past 13 years, the Trust has also established 
a robust trapping system to control predators to ensure the 
kiwi’s survival. The initial goal of a 20% survival rate has 
already been surpassed, and the Trust now maintains an 
average 40% survival rate for kiwi chicks.
Mazda Foundation NZ provided a NZ$6,500 grant for a kiwi 
enhancement project in 2009.

Human resources Community

■ Initiatives
MME (Mazda Motor Europe) supports SOS Children’s Villages, 
a non-profi t organization that helps children and young 
people who are unable to live with their own families.

■ Initiatives / FY2009 Results
In addition to a charitable donation of 100,000 yuan to the 
Shanghai Red Cross, Mazda (China) executives paid visits to 
the homes of people in the Shanghai Jiading district injured in 
traffi c accidents.

Environment Community

Human resources Community

■ Initiatives
The Mazda Foundation Australia has supported the Reach 
Foundation for fi ve years running. The Reach Foundation 
provides a variety of programs such as teacher workshops and 
youth camps to help young people realize their dreams, no 
matter their social or economic standing. Mazda Australia (MA) 
employees serve as volunteers in the Heroes workshop once a 
year, where they have the opportunity to work together with 
young people.

Safety 

Human resources Community
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45    Products

46    Quality

47    Customer Satisfaction in Sales

50    Safety Initiatives

49    After-sales Service

Customer 
Satisfaction

 Approach to Boosting Customer 
Satisfaction

Based on the four pillars described on this page, Mazda 
makes every possible effort to ensure uncompromising 
quality and customer satisfaction.

 Four Pillars for Increasing Customer Satisfaction

Results in FY2009
 Opening of Mazda (China) Training Center
 Introduction of a new operation system at 
domestic dealerships

Products
 Approach to Manufacturing 
Products

Mazda builds products that embody the attributes of our 
Zoom-Zoom brand statement (see p. 4).

In 2007 we formulated our long-term vision for 
technology development, Sustainable Zoom-Zoom, 
and are continuing to make automobiles that enable all 
who purchase them to experience the joy of driving and 
excellent environmental performance.

Mazda is committed to listening to our customers’ 
opinions and closely following their needs using various 
means available to us. We quickly and accurately grasp 
the needs of customers in each country and region to 
develop products that meet market needs by directly 
exchanging opinions on a wide range of issues including 
products, marketing, and brand strategies with Group 
companies around the world.

4. After-Sales 
Service

 Improving the Quality 
 of After-Sales Service

3. Improving Customer Satisfaction in Sales

1. Products
 Creating Appealing 
 Products

2. Quality
 Improving 
 Product Quality

1. Creating Appealing Products
We will build products that enable all our customers to 
experience the joy of driving, and excellent environmental and 
safety performance.

2. Improving Product Quality
We will make products whose quality exceeds customer 
expectations, by collecting and analyzing customer opinions and 
reporting the results to relevant departments in a timely manner.

3. Improving Customer Satisfaction in Sales
We aim to achieve a top level of customer satisfaction in the 
automotive industry by taking concrete steps to make improvements 
based on what Mazda customers want, as expressed in questionnaires.

4. Improving the Quality of After-Sales Service
We will improve the quality of after-sales service for our 
customers so they feel safe while driving, and if a problem 
occurs with a customer’s vehicle, we will try to fi x it properly the 
fi rst time to ensure satisfaction.

Related information and details on the following subjects can be viewed on the Web:
Responding to Diverse Customer Needs, Aiming to Build Cars that are Easy for Anyone to Use

WEB
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 Developing Vehicles for People 
with Special Needs

In 1995, Mazda became the fi rst Japanese automaker 
to launch a vehicle (the Carol i) that featured a ramp 
for wheelchair access. It was based on the concept of 
providing enhanced usability for caregivers and better 
comfort for the passengers in their charge.

The i-Series special needs vehicles were developed 
under the theme of ‘making vehicles that offer greater 
freedom and enhanced user-friendliness.’

Mazda exhibits its products at special needs/
healthcare exhibitions in Japan and makes use of 
the feedback received from customers in its product 
development.

Quality
 Basic Approach

Mazda formulates a wide variety of quality improvement 
measures and implements them on a Group-wide basis, 
under the basic policy of providing uncompromising 
quality and ensuring customer satisfaction.

To this end, in 1994, Mazda became the fi rst 
Japanese automobile manufacturer to receive ISO 
9002 certifi cation from a third-party certifi er. In 1996, 
Mazda received third-party ISO 9001 certifi cation, which 
applies from design to R&D, production and after-sales 
service, and Mazda is continuing efforts toward effective 
application of the quality management system.

This entails appropriate implementation and steady 
improvement of procedures essential to the quality 
management system in every division and at every level. 
To ensure the compatibility and effectiveness of these 
procedures, we conduct internal quality inspections on a 
yearly basis.

 Supporting Quality Management 
at Overseas Business Locations

Mazda supports the swift and decisive start-up- and 
thorough follow-up- of quality management activities during 
the establishment of business facilities overseas as well as 
for newly introduced products at overseas production sites.  

In the interim between establishment and full-scale 
production start-up at overseas facilities, Mazda participates 
in building local quality management systems. Additionally, 
through education and training, the Company helps staff 
to improve their quality assessment abilities by supporting 
skills training related to production technologies, quality 
assurance, and product quality evaluation. 

Moreover, even after full-scale local production begins, 
Mazda makes proposals on how to address quality issues 
and provides support for the swift resolution of quality 
problems, so as to ensure the effective administration of 
a local staff-led quality management system.

 Mazda Quality Activities
Committed to delivering products that fully satisfy our 
customers, we launched our fi rst QC circle activities in 
1962, and in 1978 we broadened these initiatives into 
company-wide quality improvement activities, known as 
‘Mazda Quality,’ encompassing the quality of all products, 
services and business processes.
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 Quality Management System
In order to boost customer satisfaction, Mazda places a 
strong emphasis on meeting market needs and achieving 
the industry’s highest levels of quality for products, sales 
and services. 

The i-Series Lineup:
● Lift-up-seat-equipped vehicles: Vehicles with a powered lift-

up seat that elevates and rotates (MPV, Biante)
● Wheelchair-ramp-equipped vehicles: Vehicles with a ramp 

that enables people in wheelchairs to get in and out of the 
vehicle while remaining in their wheelchairs (AZ-Wagon i)

● Auto-step vehicles: Vehicles enabling easy entry and exit 
from the rear (MPV, Biante)

Quality Policy
“We will do our work faithfully and unceasingly, so that we may 
offer products and services that will please our customers.”

Mazda Quality Activities
“Activities to enhance the quality of everything we deliver 
to our customers.” 
Specifi c Measures:
● Proactive adoption of quality improvement activities: By proactively 

incorporating world-renowned methods and approaches in quality 
improvement activities, including quality engineering, and by 
retooling its business processes, Mazda has achieved improvements 
in product quality, service quality and costs.

● Quality improvement activities that emphasize all-around quality: 
Guided by the principles of the Mazda Way (see p. 54), Mazda 
implements continuous activities to improve quality, focusing on 
the quality of operations, management, work environment, work 
procedures and the actions of each Mazda employee.

● Holding events and meetings: To ensure that all employees 
share the perspectives and values of activities that have 
made major contributions to quality improvement, Mazda 
holds Company-wide QC Circle Best Practice presentations 
and regularly scheduled Quality Meetings in each division.

VOICE

Related information and details on the following subjects can be viewed on the Web:
Boosting Quality through Reviews, Evaluation Initiatives at Production Sites

WEB

My job is selling home-baked bread 
and other goods. Since the Mazda 
Biante arrived, I enjoy going out every 
day. I’m looking forward to taking a 
long trip somewhere soon!
(Tatsuo Tanaka)

The auto-step function is 
extremely useful for picking up and 
dropping off facility users or selling goods produced at the facility, as well as for 
recreational activities. In particular, the step is safe and secure with no danger 
of slipping, and the vehicle is ideal for transporting physically challenged people 
who are unable to walk. It’s popular with senior citizens because it makes it so 
easy to get in and out of the vehicle. The Biante is roomy and comfortable, so I 
enjoy driving it. (Chisa Kusumoto)

(Left) Tatsuo Tanaka, user
(Right) Chisa Kusumoto, staff
Social welfare facility Hagukumi no 
Sato Work Plaza Higashi
(Vehicle used: Mazda Biante Autostep)

Now That It’s So Easy 
to Get In and Out of the 
Car, I Enjoy Leaving the 
House Much More!
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 Mazda Quality Activities at 
Overseas Plants and with 
Suppliers

Mazda deploys small groups to its affi liated plants in the 
United States and Thailand to raise quality worldwide.

To improve quality at the supplier level, Mazda formed 
the Mazda Group QC Circle Committee for the Hiroshima 
area and the Mazda Group QC Circle Liaison Group for 
the Hofu area. These organizations hold workshops to 
address quality control issues, such as problem solving 
and process management.

Related information and details on the following subjects can be viewed on the Web:
Communication Opportunities with Overseas Group Companies and Distributors, etc.

WEB

 Recalls
Mazda prioritizes quality, and the quality of our safety 
features is our highest priority. All Mazda vehicles 
are designed and manufactured so that they can be 
moved and stopped safely. We continually collect 
quality information about defects from our dealerships, 
investigate any problems swiftly and thoroughly, and 
implement suitable and sustained quality improvement 
efforts. When a product is recalled (product returned or 
sent in for free repairs), we respond in accordance with all 
applicable laws and regulations.

Recall information details are updated on our website 
as soon as possible. In FY2009, a search engine for 
recalls was added to this website in order to facilitate 
disclosure of relevant information to customers.

Customer Satisfaction in Sales
 Working with Group Companies 
and Distributors both in Japan 
and Overseas

Mazda cooperates with Group companies and distributors 
both in Japan and overseas to grasp the needs of customers 
in each country and region quickly and accurately, and to 
develop products and services that meet the needs of each 
market. In addition, we work to boost customer satisfaction 
through strategies tailored to the characteristics of each 
region, such as awards programs, training programs and 
opportunities to share best practices.

 Mazda Call Center
At Mazda, we listen closely to our customers because 
we believe this is the foundation for developing better 
products. To this end, we have opened the following 
two channels to interface with our customers and 
stakeholders, and share the information among relevant 
divisions of the company to incorporate valuable 
customer perspectives on the product development, sales 
and service.

 Questionnaires Given to 
Customers at Dealerships 
Throughout Japan

Manufacturers and sales companies cooperate to improve 
day-to-day customer service at dealerships. The most 
important aspect of these efforts is soliciting customer 
opinions through questionnaires.

Recall procedures (overview):
● Registration with authorities in each jurisdiction, according to 

the laws and regulations of each country and region
● Disclosure to customers via direct mail, newspaper 

advertisements and explanations at dealerships
● Disclosure of recall information on the website

Overseas QC Circle Activities 
(Small-Group Quality 
Improvement Activities)
AutoAlliance (Thailand) (AAT)
● Deploys SGAs (small-group 

activities)
 • Participants: Each circle consists 

of about 10 onsite members, 
who take part in QC activities. 
In FY2009, about 1,700 people, more than half of AAT’s employees, 
took part in QC activities.

� • Content: Each team identifi es a particular issue at its worksite and 
makes relevant quality improvements. At in-house assemblies, circles 
compete to achieve the best results in terms of quality and teamwork, 
and the ones that achieve outstanding results present them at 
national-level QC gatherings in Thailand hosted by the Technology 
Promotion Association (Thailand-Japan). Mazda has been awarded 
the gold medal at these gatherings for three consecutive years.

● In-house training for QC Promoters
AAT carries out in-house training for QC promoters (executives) as 
well as circle members (on-site employees), raising quality throughout 
the AAT organization.

● Commendations are presented every year to outstanding QC 
circles and promoters
Annual commendations for outstanding QC circles and promoters are 
given by AAT independently, contributing to the promotion of higher 
levels of quality.

AutoAlliance International (AAI)
● Deploys VQTs (Vehicle Quality Teams), as QC circle activities
� • Participants: Each circle consists of about eight onsite members who 

take part in QC activities. In FY2009, about 70 people took part in QC 
activities.

� • Content: Each circle develops activities to solve specifi c issues given 
beforehand, on the basis of Six Sigma, a well-known process improvement 
approach to reducing product and service irregularities based on the 
defi ne, measure, analyze, improve, control (DMAIC) work methodology.

● Participation in Ford quality training
Because AAI handles the production of Ford as well as Mazda vehicles, 
staff members attend Ford Motor Company training as well, further 
elevating their skill levels.

National convention in Thailand

Mazda Call Center
To listen to inquiries and opinions, and consult with customers 
within Japan

Mazda Offi cial Website
To listen to inquiries and opinions, and consult with customers 
both within Japan and overseas

● Requests for 
documents 1,813

3%

● Complaints 6,603
10%

● Other 550
1%

● Questions 54,026
86%

FY2009 Breakdown of Mazda Call Center Customer 
Responses by Type
(April 2009–March 2010)
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We award commendations to overseas Group 
companies and distributors with outstanding 
performance in the following areas: 
(In regions under Overseas Sales Division jurisdiction: Asia, Oceania, 
Africa, the Middle East, the Caribbean, Central and South America, 
others)

1. Achieve signifi cant results in increasing sales of Mazda 
vehicles in terms of number of units sold and/or rate of 
growth.

2. Excel in growth of service and/or parts operations, response 
to quality control issues, and other areas.

3. Achieve the highest ranking in surveys of customer 
satisfaction in the sales and service fi elds.

4. CRM (Customer Relationship Management): Group 
companies and distributors that have performed activities 
successfully in this area or shown superior marketing 
performance.

FY2009 awards for domestic dealerships
● Evaluation period: regular business year
● Primary areas of evaluation: sales performance, customer 

satisfaction, etc.

Starting in 2010, we are employing a new 
questionnaire methodology, which emphasizes not only 
numerical indicators but also more detailed opinions from 
customers. We plan to construct a system that enables us 
to make improvements promptly based on these opinions. 
In addition, we continually conduct events aimed at 
boosting customer satisfaction.

 Customer Satisfaction Promotion 
Meetings to Share Best Practices 
in Japan

Mazda holds annual regional meetings, hosted by 
dealerships in each region, using examples of best 
practices from each dealership, in order to boost the level 
of customer-satisfaction efforts throughout the entire 
Mazda Group. 

A theme for the year is determined at each 
dealership, and presentations about efforts to improve CS 
are made and shared as widely as possible.

the Mazda Dealership Association and Mazda Autozam 
Dealership Association.

 Evaluations and Awards for Group 
Companies and Dealerships in 
Japan and Overseas

Mazda gives awards to dealerships in recognition of 
outstanding performance and to strengthen dealer 
loyalty. 

 Training for Sales Staff Dealing 
with Newly Launched Models in 
Japan

When a new model is launched, all sales staff should 
be able to provide customers with correct and detailed 
answers to any questions posed to them. To this end, 
sales staff undergo training before the new model is 
introduced. In FY2009, approximately 5,400 sales staff 
at 130 venues throughout Japan underwent training at 
the introduction of the new Mazda Axela/new Mazda3.

 Communication with Dealerships 
in Japan

Mazda works to provide all our dealerships in Japan with 
information on mid- and long-range strategies, products, 
and services in a timely fashion, as well as making 
proactive efforts to collect information from them. We 
also encourage communication among dealerships via 

 Sharing Best Practices among 
Group Companies and Distributors 
Overseas

Mazda cooperates with overseas Group companies and 
distributors to improve customer satisfaction levels and 
enhance CRM. 

In addition, we create opportunities for and promote 
the exchange of best practices in each country and 
region.

Specifi c Examples of Initiatives in FY2009
Global
(In regions under Overseas Sales Division jurisdiction: Asia, Oceania, 
Africa, the Middle East, the Caribbean, Central and South America, 
others)

• ‘CS/CRM News’: a bulletin to share CS/CRM best practices in 
various countries, issued six times a year

• ‘CS Best Practice’: a bulletin aimed at enhancing CS 
improvement best practices, issued twice a year

China
• Enhancement of training: In March 2009, training centers 

were opened in three locations in China (Beijing, Shanghai, 
Shenzhen) and effective training programs aimed at boosting 
customer satisfaction in the sales and service areas were 
conducted.

• Training for the presidents of dealerships is conducted, with 
the primary objective of bolstering customer satisfaction at 
the dealerships they manage. The content of the training they 
undergo is shared with the dealership personnel.
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Kazuhiko Sugo
Shop Manager
Gotanda Sales Shop
Tokyo Mazda Sales 
Co. Ltd.

It’s often said that safe driving is also eco-
friendly driving. Along that line of thinking, 
we hold workshops for customers, known as 
Eco-Friendly Driving Fairs, which focus on both 
safety awareness and eco-friendly driving. As 
this program was implemented about three 
months after the start of a government subsidy 
program for people who buy environmentally 
friendly vehicles, there has been a high level 
of interest from customers, some of whom were impressed by the fact 
that eco-friendly driving is possible even without a hybrid or i-stop 
equipped car. I believe this program is suited to our dealers’ approach, 
which is important to maintain a relationship with customers after 
they purchase a car. From now on, our staff will continue to offer warm 
hospitality to customers, always putting themselves in the customer’s 
place and asking, ‘ How would I feel if I were the customer?’

VOICE

Eco-friendly Driving Fairs, 
Incorporating the Customer’s 
Viewpoint
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After-sales Service
 Basic Approach

Mazda strives to provide comprehensive after-sales 
service to its customers both in Japan and overseas, from 
vehicle purchase to end-of-life disposal, so that they can 
enjoy the experience of driving their cars with peace of 
mind.

We intend to continue improving after-sales 
service in a wide variety of areas, based on maintaining 
environmental performance such as fuel economy, 
exhaust emissions, and safety performance.

● Maintenance which ensures that customers can enjoy the 
experience of driving their cars with peace of mind

● A system ensuring that, if a problem occurs with a 
customer’s vehicle, it will be fi xed properly the fi rst time

● Optimal communication with customers
● Collection of quality-related customer feedback from service outlets 

worldwide to improve repair technology and vehicle quality

 Improving After-sales Service in Japan
To allow our valued customers to enjoy their Mazda 
vehicles as long as possible, we are making every effort to 

Training
Number of Participants 

in FY2009
Contents

Technical 
Training

Standard Training 1,900 Training program to cultivate diagnostic skills, tailored to each individual’s existing skills and experience

New Model Training 100 Training program to familiarize technicians with the new features and technologies of new car models and 
how to service them

Customer 
Service Training

Standard Training 1,500 Training program to instill the customer-relations skills needed for boosting customer satisfaction, 
increasing profi tability and bolstering productivity

 Training for Service Staff in Japan

1. Strengthening of relationships with customers through 
development and provision of high-quality services and 
service products

2. Proper dissemination of information
3. Refl ecting customer opinions in products and services
4. Cultivation of human resources

Service Skills Competitions Overseas
● Mazda convenes Overseas Service Skills Competitions aimed 

at improving technical and customer service skills.

Cultivation of Human Resources
● Mazda instructs overseas technical trainers about the 

servicing of new vehicle models.
● The Mazda Masters Program, a training and certifi cation 

program focused on improving the customer relations, repair, 
and maintenance skills of service staff, has been introduced.

Through this program, overseas dealerships train their service 
staff by themselves under the guidance of Mazda, and Mazda 
confers certifi cation on service staff who have attained a 
certain level of profi ciency, helping to strengthen the cultivation 
of human resources at overseas dealerships and boost the skill 
and motivation of service staff.

improve after-sales service, particularly in the following 
four areas:

To achieve these goals, we conducted a joint study, 
followed by a trial implementation of innovations in 
the service division at four dealerships over a two-year 
period ending in FY2009. We introduced a new operation 
system in April 2010 incorporating these reforms at our 
dealerships in Japan, achieving shorter wait times for 
customers; securing suffi cient time for customer service 
at reception areas and explanations of the contents of 
maintenance work; and carrying out speedy, standardized 
and reliable maintenance, and car-washing.

 Technical Training and Customer 
Service Training for Service Staff 
in Japan

Mazda provides two training programs for its dealership 
service staff to continuously improve their level of 
profi ciency. The fi rst is a technical training program to 
cultivate technical skills, and the second a customer 
service training program to improve customer service 
performance and management skills.

 Improving After-sales Service at 
Overseas Dealerships

Mazda takes various measures to assist overseas 
dealerships in improving after-sales service.

Opening of Mazda (China) Training Centers
Mazda Motor (China) Co., Ltd., has opened Mazda 
(China) Training Centers in Beijing, Shanghai and 
Shenzhen. 

These centers provide management, sales and 
service training, including training in dealership 
management, training to improve customer service, 
and training for service staff and service advisors at 
various levels of profi ciency. Approximately 5,000 
people per year receive training.

The training centers are aimed at achieving 
some of the industry’s highest levels of sales skills, 
maintenance and technological capabilities, and 
customer service performance, thereby boosting 
levels of customer satisfaction.

TOPICS

Mazda (China) Training Center

Related information and details on the following subjects can be viewed on the Web:
Key Measures to Improve After-Sales Service and Service Skills Competitions

WEB
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For Mazda, improving safety performance is a cornerstone of automotive manufacturing. We also 
conduct awareness campaigns about safe driving to build an affluent and safe society.

Safety Initiatives

Main achievement in FY2009
 Mazda3 earns the highest rating from Euro NCAP∗1

 Safety Technology Site (Mazda offi cial website) (Japanese only)
This link contains easy-to-understand videos about Mazda’s safety 
technologies: http://www.mazda.co.jp/philosophy/tech/safety/

∗1 An independent agency formed by traffi c-related regulators of European 
countries, Euro NCAP has conducted automobile safety evaluations since 
1997.
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Related information and details on the following subjects can be viewed on the Web:
The ITS Project Mazda Participates in and Other Such Activities

WEB

road, and have made steady progress in developing passive 
technologies for the protection of passengers and drivers.

In November 2009, the Mazda3 earned the highest 
fi ve-star rating from the European New Car Assessment 
Programme (Euro NCAP), a European vehicle safety 
performance review organization, following on from the 
Mazda6, which won the same rating the previous year. 
Mazda is striving to achieve the world’s highest levels of 
safety performance in its vehicles.

 Active Safety Technologies 
Designed to Help Avoid and 
Predict Risk

Mazda is engaged in the research and development 
of active safety technologies to help drivers avoid and 
predict risk and prevent traffi c accidents from occurring. 
The Company is already successfully commercializing 
active safety technologies and will continue to work on 
R&D and commercialization in this area from a range of 
perspectives.

 Installation of Brake Override 
System (BOS)

A brake override system (BOS) stops a car by giving 
priority to the braking function when the brake and 
accelerator are pressed simultaneously in unexpected 
situations, as a means of preventing accidents and 
reducing vehicle damage. Beginning with the new 
Premacy/Mazda5 being released in 2010, BOS will be 
successively included as standard equipment in all new 
passenger vehicles sold globally going forward.

In addition to research and development into the 
latest technologies, Mazda is also working to introduce 
safety features from a customer perspective.

 Activities for a Safe Society 
Utilizing ITS in Japan

The intelligent transport system (ITS) uses 
telecommunications technology to bring together cars, 
people, and the traffi c environment, and is receiving 
attention as a potential system for easing traffi c 
congestion and reducing the number of accidents.

Mazda is actively participating in projects related to 
research and development and the construction of the ITS 
in cooperation with government and local governments 
as well as related companies in order to achieve a safe 
automotive society for everyone. As an automobile 
manufacturer, Mazda is also developing equipment for 
ITS-compatible vehicles and analyzing ITS data.

In  addition to safety, a project was launched in 2009 
to focus on environmental protection, and progress is 
being made in creating a joint public-private sector road 
and traffi c system.

 Basic Approach to Safety
Mazda’s aim is to achieve a safe, accident-free automotive 
society from the three perspectives of vehicles, people, 
and roads and infrastructure. To this end, the Company 
has formulated the Mazda Safety Policy and is working 
to deliver a steady stream of technologies and solutions 
based on it. Mazda is moving ahead with these initiatives 
while taking into account short- and medium-term road 
safety targets set in different countries and regions, as 
well as changes in social requirements.

 Passive Safety Technologies 
that Mitigate Injuries in Case of 
Accidents

Mazda does much more than simply comply with the laws 
of each country and region. We also conduct tests for 
various types of potential collisions that can happen on the 

Our vision: A safe, accident-free automotive 
society

Developing and 
commercializing 
safe cars

Participating vigorously in efforts 
to build traffic environments in 
which accidents do not happen

Vehicles

Roads and
infrastructure

People

Educating 
people about 
safety

Mazda Safety Policy

1. Researching the ways in which customers use our 
cars and the traffic environment in which they are 
being used

2. Deepening research into safety technology and 
reflecting the results of this research in our products 
in a way that offers our customers the best available 
and appropriate technology

3. Contributing to the creation of safe societies through 
safety communication (products, technologies and 
safety education)

Based on the awareness that striving for
safe cars is one of the foundations of a 
worry-free life, Mazda is committed to:

Safety Initiatives
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Measures Based on Our Basic Purchasing Policy
• We extend opportunities to businesses throughout the world, 

regardless of nationality, scale, or extent of experience in the fi eld.
• Upon receiving a request to do business, we assess the company 

in question in a fair and even-handed manner according to 
our in-house criteria for evaluation of business partners, and 
determine the feasibility of a business partnership.

• We request that business partners comply with Mazda Supplier 
CSR Guideline and Mazda Green Purchasing Guideline (see p. 
35).

 Mazda Supplier CSR Guideline
Mazda takes steps to facilitate the CSR activities of our 
suppliers. In July 2010, we created Mazda Supplier CSR 
Guideline with reference to the CSR Guidelines of the 
Japan Automobile Manufacturers Association. We have 
also revised the Mazda Green Purchasing Guideline, 
aiming to promote CSR-oriented activities throughout the 
entire supply chain.

In addition to requesting total compliance with the 
laws and regulations of all countries and regions, these 
guidelines outline areas such as prohibition of child labor 
and forced labor, compliance, and emphasis of corporate 

Working with Our Suppliers
Based on our basic purchasing policy, Mazda does 
everything it can to build open business relationships and 
ensure fair and even-handed dealings with our suppliers 
around the world. 

Mazda set the following basic purchasing policy 
Mazda will, in the fullest sense of coexistence and mutual 
prosperity, engage in research and production for improved 
competitiveness. We will build open and fair business 
relationships to ensure sustainable growth and raise our level of 
contributions for social and economic development. (1994)

Mazda strives to maintain win-win relationships with its suppliers and distributors throughout Japan 
and around the world, providing these valued partners with a full range of assistance.

Commitment to Our Business Partners

In addition, we are committed to promoting CSR 
activities aimed at building a sustainable society 
in full partnership with our suppliers. We base our 
assessments of business dealings with our suppliers 
on a comprehensive evaluation that covers not only 
quality, technical strengths, pricing, delivery time 
and management approach, but also their corporate 
compliance structure and initiatives to preserve the 
environment.

51    Commitment to Our Business Partners 

53    Respect for Human Rights

54    Initiatives with Employees

Respect for People
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 Other Measures for Supplier Support
1. Change to the “milk-run” system: We are shifting from 

the conventional system, with delivery of parts by 
each supplier, to the “milk-run” system (MRS), in which 
a single Mazda truck stops at multiple suppliers to 
collect parts. This system reduces workload in logistics 
operations and contributes to reduced environmental 
impact.

2. We provide advice on joint subscription systems 
for product liability insurance, which reduces 
manufacturers’ liability risks for parts.

3. We provide information on third-party exhibitions and 
conventions to showcase the latest technologies and 
manufacturing methods.

ethics, and ask that all our suppliers comply with the 
guidelines in these areas.

 Communicating with Our Suppliers
To enable coexistence, mutual growth and prosperity for 
all parties along with the overarching goal of building high-
quality cars, Mazda takes steps to promptly brief suppliers 
on medium- to long-term business strategies and on 
matters related to sales and production. To that end, Mazda 
arranges opportunities for the exchange of information on 
a regular basis. We also maintain close liaison with supplier-
managed purchasing cooperative organizations.

 Evaluating and Recognizing Suppliers
Every year, Mazda evaluates its suppliers in order to build 
more positive business relationships, and passes the results 
of these evaluations back to the suppliers. Suppliers with 
very positive overall evaluations, and suppliers offering 
outstanding quality, are recognized with awards.

In addition, companies belonging to Mazda’s 
cooperative organizations take part in subcommittee 
activities in which they pay visits to one another to share 
examples of best practices.

Automotive 
parts 443

Materials, 
etc. 164

Equipment 
and tools 408

Total 1,015

Parts suppliers

Kanto Yokokai
(Kanto region) 64

Kansai Yokokai
(Kansai and Tokai regions) 48

Nishi Nihon Yokokai
(Chugoku, Shikoku and 
Kyushu regions)

60

Materials suppliers
(Raw materials, equipment, 
molds, etc.)

Yoshinkai 79

 Suppliers  Purchasing Cooperative Organizations 
(As of March 31, 2010) (As of March 31, 2010)

FY2009 Results
● Main areas evaluated: Overall assessment of cooperation, 

quality, delivery time and cost
● Suppliers receiving awards: 77 parts suppliers and 9 

materials suppliers

Related information and details on the following subjects can be viewed on the Web:
J-ABC Program to Promote Manufacturing Skills at Local Suppliers

WEB
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 Supporting Suppliers’ Business and 
Quality Enhancement Activities

As a business partner striving for coexistence and mutual 
prosperity with its suppliers and the achievement of a 
sustainable society, Mazda offers wide-ranging support 
through joint activities and other efforts.

One such measure is an initiative to maximize quality 
at local suppliers that handle particularly large volumes 
by providing a wide variety of opportunities for training 
and advice from Mazda.

 Mazda Quality School: Supporting Local 
Suppliers’ Personnel Development

Mazda holds Mazda Quality School classes for employees 
of local suppliers in Hiroshima Prefecture, aiming to 
raise the level of quality throughout the supply chain and 
support personnel development at our local suppliers.

Content of Activities
To improve participants’ perceptiveness in overall quality 
management, this initiative enhances their understanding and 
sharing of approaches to quality through the study of actual 
cases of defects, and a full and frank exchange of opinions.
● FY2009 results
• Themes: Evaluation of process assurance, routine 

maintenance (change management)
 (each year, themes are selected based on requests from 

participants)
• Participants: Younger and mid-career employees
• Number of classes per year: Ten (two classes held every other 

month)
• Number of participants: Approximately 100 participants from 

46 companies
● Schedule for FY2010
• Classes related to building, development and promotion of 

routine maintenance activities at the management level at 
suppliers, including subcontractors

• �Survey of the current status of routine maintenance activities 
at suppliers, including subcontractors, evaluation of actual 
practices related to process assurance evaluation and change 
management

Shinya Yokomine
Quality Assurance 
Division
Quality Department 
No. 1
Hiroshima Aluminum 
Industry Co., Ltd.

When I saw information about the Mazda Quality 
School, I had just been thinking I would like to 
study process assurance evaluation and change 
management in more depth, so I put in a request 
to my supervisor asking permission to participate. 
In the Mazda Quality School classes, I was able to 
deepen my understanding of key points and problem 
areas, and I achieved considerable professional 
growth. Also, the opportunity to interact with other 
suppliers, sharing and exchanging examples of 
defects and ways of resolving them, considering our approaches to quality, and 
so on, greatly contributed to my personal growth. I look forward to putting the 
knowledge which I gained during these classes to use in my own workplace, 
and to seeing Mazda Quality School classes continue to make a positive impact 
on quality throughout the Mazda Group.

VOICE
Sharing Problems and Solutions 
with Other Suppliers at Mazda 
Quality School
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request consultations. Counseling is offered face-to-face, or 
via telephone or e-mail. A response to the consultation will be 
initiated within 24 hours, with the goal of rapidly improving 
the workplace environment for the affected employee.

The Counseling Desks are managed by the Compliance 
Administration Department, and responses are reported 
to the Human Rights Committee and used for purposes 
including formulating more effective Company-wide 
policies and implementing educational activities.

 Educational Activities
To raise awareness of human rights, Mazda requires all 
employees to take time to consider these issues at least 
once a year through human rights training programs or 
educational activities.

The status of employees’ human rights awareness is 
gauged based on the results of questions related to employee 
human rights included in an employee awareness survey 
taken once a year. These results are used as the basis for 
revisions of activities and measures aimed at improvement.

 Basic Concept
Mazda regards human rights as fundamental to its 
corporate activities.

Mazda believes that a friendly, productive workplace in which 
employees respect the dignity and individuality of their coworkers 
is essential. Such a workplace harnesses the capabilities of its 
employees and is a source of great strength to the organization.

With this in mind, Mazda adopted the Human Rights 
Declaration in 2000. Besides legal compliance and the 
prohibition of child labor and forced labor, the declaration 
states that Mazda’s strong opposition to human rights 
violations of any kind, including discrimination and bullying 
on the basis of race, nationality, faith, gender, social status, 
family origin, age, physical disability or sexual orientation, and 
will seek the complete elimination of human rights violations 
from business activities both inside and outside the company.

In 2008, Mazda was awarded the Human Rights Merit 
Award by Japan’s Ministry of Justice and the National Federation 
of Consultative Assemblies of Civil Liberties Commissioners—the 
fi rst corporation in Japan to receive this award.

Mazda regards respect for human rights as fundamental to its corporate activities, and is actively 
and sincerely committed to human rights protection activities. 

Respect for Human Rights

Related information and details on the following subjects can be viewed on the Web:
Human Rights Promotion System, Initiatives with Group Companies in Japan and Overseas

WEB

 Rules/Guidelines
Believing it necessary to clarify values and standards of 
behavior for employees to promote an atmosphere of 
respect for human rights, Mazda enacted the Guidelines 
on Eliminating Sexual Harassment in 1999 and the Rules 
to Eliminate Human Rights Violations in 2000, aiming to 
ensure a positive workplace environment for all employees.

 Systems for Promoting Human Rights
The Human Rights Enlightenment Promotion Group in 
the Compliance Administration Department acts in a 
leadership role for the overall protection of human rights 
in the Mazda Group. It reports on human rights activities 
to senior executives and the division manager at Human 
Rights Committee meetings. In addition, the company has 
developed a system in which each division manager leads 
the activities of his or her department as the human rights 
promotion offi cer, with a view to promoting activities and 
resolving issues throughout the Group. A human rights 
protection promotion offi cer is appointed for each division 
at Mazda as well as at Group companies in Japan and 
overseas. Exchanges of opinions among Group companies 
take place on a regular basis. Serious human rights 
violations are reported to Mazda’s top compliance offi cer 
or other top management executives, and there is a system 
enabling the implementation of Group-wide solutions.

 24-Hour Counseling Desks
Mazda has set up a Human Rights Counseling Desk and 
a Female Employee Counseling Desk, which are 24-hour 
counseling desks staffed by dedicated counselors, to 
provide prompt counseling to victims of human rights 
violations and respond to human rights issues.

Mazda has set out regulations mandating strict 
confi dentiality, guaranteeing immunity from reprisals, and 
ensuring that no disadvantage will accrue to employees who 

Human Rights Declaration (November 2000) 
Mazda will strive to become the leading company in Japan for 
respecting human rights and for the ethical treatment of its employees

 Collaborating with External Organizations 
and Contributing to Local Communities

Mazda is collaborating with local governments, other 
companies and other external organizations to carry out 
human rights protection activities to convey a message of 
respect for human rights in the local community.

Major FY2009 initiatives
● Lectures held at the Taxation Bureau and others in Hiroshima, 

Yamaguchi, and Shimane Prefectures in Japan
● Holding and participating in events such as the ‘Human Festa’ 

(festival) in Hiroshima Prefecture

In-house Human Rights Education Activities
Mazda implements human rights meetings that ensure all employees 
discuss and think about human rights during working hours, including a 
human rights motto, human rights posters, a human rights panel display, 
human rights cards, e-learning, and buses decorated with human rights 
slogans, among other actions.

FY2009 Results for Educational Activities
● Human rights panel (June, December)
● Human Rights Meetings (four times a year for on-site workers, twice a 

year for workers in divisions indirectly connected with production)

Human Rights Training
Mazda holds obligatory human rights training programs for employees when 
they are promoted in rank or position (over 20 training programs currently 
in place). We also hold event-based training including human rights lectures, 
as well as concerts and fi lm screenings to promote human rights.

Jasmine Stringer
Human Resources 
Manager
Mazda Australia

We have a strict policy against harassment, 
discrimination, bullying, interference with equal 
employment for women, and all other forms of 
human rights violations, and take every available 
opportunity to make employees aware of this 
policy. Employees undergo sexual harassment 
training upon entering the company, and in the 
future, similar training is planned for bullying. In 
addition, Mazda supports the Reach Foundation, 
which was established to help young people realize 
their full potential and put their dreams within reach, through donations of 
Mazda vehicles, fi nancial assistance and volunteer work by Mazda employees.

VOICE
We Take a Strong Stance Against 
Human Rights Violations.

Australia
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Based on the principles of the Mazda Way, the Mazda Group promotes human development and 
works to create a climate and environment in which employees can enjoy their work.

INITIATIVES WITH EMPLOYEES

 Tobiuo (Flying Fish) Human 
Resources System

Mazda utilizes the Tobiuo Human Resources System with 
the following two objectives:

 Basic Approach to Personnel
Mazda recognizes that people are its most important 
resource and aims to be a company staffed by people 
who enjoy their work. To this end, we promote human 
resource training  based on the Mazda Way principles 
shared throughout the entire Mazda Group worldwide. 
Also, we have actively implemented a wide variety of 
other measures and initiatives including the Tobiuo (Flying 
Fish) Human Resources System, which is established to 
act as a platform for individuals to realize their potential 
for growth and success. 

 The Mazda Way
In 2008, Mazda summarized seven basic principles and 
values handed down within the company over time and 
defi ned these as the principles of the Mazda Way.

In FY2009, Mazda made efforts to share work-related 
best practices in-house and encouraged employees to 
incorporate these into their own work, so as to ensure the 
Mazda Way has a fi rm place in both the awareness and 
behavior of every Mazda employee.

Related information >> P17

Employee’s success Mazda’s success

Choice and Self-Realization

Promote Balance between Work and Life

Best Match of People, Work and Rewards

People are able to show initiative 
and produce results when they 
are matched with positions that 
suit their abilities.

The opportunity to choose jobs or 
environments where I can fully 
display my abilities.

The energetic spirit of employees 
is reflected in their work and 
products, allowing customers to 
truly feel the Mazda brand 
(power).

I can have a very productive day 
every day, actively enjoying both 
work and play.

Active players can be rewarded 
according to the level of their 
contribution.

My contribution is fairly and 
directly reflected when rewards 
are determined.

Integration Establishment Evolution

August 2008–
March 2009
(8 months)Goal Image

(Employee)

Know

Act

April 2011–
April 2009–
March 2011 (24 months)

<Basic Concept> Through day-to-day work, acquire the behaviors which are 
required for the Mazda Way Integration.

All employees 
develop 
personal
understanding 
of the Mazda
Way.

All employees utilize 
the Mazda Way in 
their meetings and 
reviews.

All employees form the
habit of think and act by
applying the Mazda Way
in their day-to-day work.

All employees apply the 
Mazda Way naturally and 
pass on to the future 
generations the Philosophy / 
Principles for Good work.

All employees can 
explain what the 
Mazda Way is by 
referring to the 
actual work 
examples.

All employees
reconsider and deepen
the understanding of 
the Mazda Way.

Goals for Mazda Way Promotional Activities
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 The Three Pillars of Tobiuo
The Tobiuo Human Resources System involves active 
implementation of a wide variety of measures based 
around three basic pillars.

● Provide the appropriate jobs and environments where each 
employee can demonstrate their best performance, and

● Support their development and performance in connection 
with the realization of our corporate vision.

Human Resources Policies in the Mazda Group
The Mazda Group engages in regular communication with all 
Group companies worldwide, and the entire Group is working 
together to create further opportunities for interaction among 
personnel and cultivate a climate based on a shared point of 
view.

Measures
● Global PDC (Global Personnel Development Committee)
• Discussions among leaders of various domestic and 

international Group companies on interaction among, and 
utilization of, personnel in these companies

●Regularly scheduled meetings of human resources managers 
from each company

• Regularly scheduled meetings with overseas facilities
• �Regularly scheduled meetings with domestic subsidiaries in 

the same region as the Head Offi ce (Hiroshima) (quarterly) 
● Employee Awareness Surveys
• Employee awareness surveys are carried out, covering 

employees of all Mazda Group companies (annual)
 The results of the survey analyses are disclosed to employees 

and are used to promote a corporate culture based on a 
common outlook

In-house display poster
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 Mazda Technical College (two-year course)
Mazda believes that development of human resources is 
essential to manufacturing excellent products. To this end, 
Mazda established the Mazda Technical College, which 
offers courses to high school graduates and selected 
employees. Those who complete the two-year program 
are assigned to production and manufacturing divisions 
and are active in the manufacturing workplace.
 Number of current students: 126 (as of April 1, 2010)
 Total number of graduates: 1,299 (from 1988 through March 2010)

 Choice and Self-Realization
Mazda provides opportunities for each employee to set his 
or her own work goals. This is followed up with support 
from the company and the employee’s supervisors to help 
achieve the objectives.

Career Meetings where Supervisors and Employees 
Communicate

At Mazda, opportunities for formal communication 
are provided through one-on-one career meetings 
between supervisors and their staff which are held four 
times a year for all employees. The results of annual 
employee awareness surveys show that these measures 
are effective, with the survey results indicating that 
employees’ sense of growth and achievement are rising 
year by year.

Related information and details on the following subjects can be viewed on the Web:
Main Themes of the “Career Meetings,” Companywide Competency Development System

WEB

Toward a ‘Challenging Career’ (In-house Recruitment 
and the ‘Free Agent’ system)
Mazda’s career development assistance for employees 
includes the following two programs.
● In-house recruitment
 In-house recruitment involves the company publishing notices of 

the professional experience and skills required for positions, for 
which current employees who want to try these jobs may apply. 

● Free agent system
 Involves an employee making a declaration of free agency that 

describes their abilities and career within the company, and 
using their accumulated skills and experience to rise to the 
challenge of a job in a different fi eld of work or department.

Education and Training
Mazda offers a range of education and training programs 
to assist employees in developing their careers and 
improving their skills. In particular, to ensure that the 
company’s spirit of manufacturing innovation endures, 
to sustain the handing down of leading technologies and 
techniques to future generations, and to maintain its 
traditions and sense of passion, we offer various technical 
skills enhancement programs.

 Promoting a Work-Life Balance
Mazda is working on variety of programs to enable its 
employees – a diverse range of people with different 
values and lifestyles – to enjoy a healthy balance 
between their work and personal lives. In 2007, Mazda 
was awarded the ‘Kurumin’ certifi cation logo mark in 
affi rmation of its action plan for childrearing support 
initiatives, based upon the Ministry of Health, Labour and 
Welfare’s Law to Support the Development of the Next 
Generation. This award recognized 
Mazda’s effort to promote the balance 
between work and one’s personal life.

Takeshi Tsutsumi
Hiroshima Plant 

employee

I won the gold medal in the car painting category in 
the 40th WorldSkills Competition held in September 
2009. I was overjoyed in receiving this honor, 
as I had been aiming to win the top prize at this 
competition since I joined Mazda in 2006. During 
the four long days of the competition there were 
minor fl aws in my performance, but I was able 
to recover and maintain my confi dence thanks to 
my training. Going forward, I’ll be training younger 
employees in the same skills, and I sincerely hope they will also turn into 
workers who can learn from their mistakes and think for themselves at all 
times.

VOICE
Winner of a Gold Medal at the 
WorldSkills Competition

Shunichi Kumura
Workshop Engineering 

Department No. 2 
Hofu Plant

When my child suddenly fell ill and my wife 
was unable to take time off from work, I took 
advantage of Mazda’s Special Warm Heart paid 
leave system so we could spend more time with 
my child at the hospital. Since then, I have become 
more aware of the potential need to take a sudden 
leave of absence due to illness or injury for not 
only myself, but also members of my family, and 
have been making an effort to wrap up my work as completely as I can at the 
end of each day.

From now on, men and women alike will need to plan their use of paid 
vacation time, and make effective use of systems like the Special Warm Heart 
leave system, so as to be able to spend more time with their families. The 
professional and personal benefi ts to employees will be maximized if people 
using maternity, child-rearing and nursing care leave are as well-informed as 
possible about the details of the systems.

VOICE
Taking Advantage of the System 
Let Me Lead a More Fulfi lling 
Work and Home Life

In summer 2009, the Mazda Technical College launched 
an ‘Open College’ program where participants studied 
how to pass on time-honored manufacturing techniques to 
employees with intermediate skill levels who work at parts 
makers affi liated with Mazda. This initiative was prompted by 
the ‘Year 2007 Problem’, in which a large number of highly 
skilled baby boomer-age employees reached retirement age 
en masse. Seeing that Mazda and our business partners 
faced the same problem, we decided to launch the Open 
College.

This initiative will contribute to the development of 
highly skilled production leaders and thereby boost the level 
of manufacturing quality throughout the Mazda Group.

Feature
Raising the Bar for Manufacturing Techniques 
Company-wide: Mazda Technical College

The philosophy behind career meetings
● People will become highly motivated, demonstrate their 

full potential, and achieve their goals only after fully 
understanding their roles and responsibilities.

● Meetings give individual employees a chance to talk in depth 
with supervisors and share ideas on how to ‘become the 
person they want to be.’
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Increasing the Employment and Range of Opportunities for Women
Mazda is committed to promoting the employment and utilization of female 
employees’ abilities. To facilitate this, Mazda has implemented the following:
● Expanded measures to improve employees’ work-life balance which enable 

employees to choose a fl exible working style in line with their various needs.
● A project team of mainly female employees in the R&D area that focused on 

the specifi c characteristics and needs of women for product development.

Promoting Employment of Older Employees, and Passing on Skills and Know-How
Mazda is actively recruiting older employees and enabling 
them to share their expertise, skills and know-how to younger 
employees in the skilled production and non-production areas.

 Global Employment Opportunities
Mazda is proactively working to ensure equal employment 
opportunities, by various means including the 
development of fair recruitment processes adapted to the 
circumstances of different countries and regions.

The Company is also developing a foundation for the 
exchange and utilization of human resources throughout 
the Group as a whole, through the Global PDC (Global 
Personnel Development Committee) and other means, to 
enable a diverse range of employees to succeed on the 
global stage regardless of their country of origin or place 
of employment.

 FY2009 Revisions to the Mazda Work-Life Balance Measures
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 Best Match of People, Work and Rewards
Mazda has put in place a system to ensure that employees are aware of their 
work evaluation results and ability level assessments, and feel that their 
growth and performance are appropriately refl ected in their compensation.
Compensation and Grading System
• A compensation and grading system that does not use 

age or years of service as criteria.
• Employees are graded according to ability level (production and 

medical staff) and work level (administrative and technical staff), 
and base salaries and bonuses directly refl ect their performance.

Human Resources Development Committee
We are aiming to train employees to be leaders in global 
business and deploy Mazda employees around the world. 
Each business or headquarters periodically convenes 
a Human Resources Development Committee with 
management-level employees as members.

 Ensuring Diversity
Mazda respects the diversity of its employees, and we aim 
to foster a corporate climate in which every employee can 
express his or her individuality while working alongside 
others to contribute to the Company.
Stable Employment for Those with Special Needs
As part of Tomoiku (mutual learning) human resource 
development, one aspect of the Mazda Way, we are developing 
a diverse workplace environment that enables people in 
various situations, including those with disabilities, to succeed.

Physical Challenge Support Desk 
The Physical Challenge Support Desk enables employees with special needs to consult 
with a special career counselor regarding their work-related concerns, helping to 
ensure a workplace environment where differently abled people can work productively.

System Description FY2009 Results

Maternal care paid leave A system that allows female employees who are pregnant and have diffi culty performing their duties due to 
morning sickness or other feelings of discomfort to take paid leave for the necessary amount of time. 31 participants

Child-rearing paid leave
This leave system can be used following childbirth or for child-rearing. Previously available for three consecutive 
working days to men only, the system has been expanded in FY2008 to fi ve consecutive working days for both 
men and women. 

375 participants
Male: 303
Female: 72

Child-rearing leave A system supporting unpaid leave for child-rearing. It is possible to take leave in installments. Unpaid leave was 
expanded in FY2008 from up to the child’s fi rst birthday to up to the child’s third birthday.

155 participants (4 of 
them male)

Nursing care leave This system allows employees with eligible family members requiring nursing care to take a leave of absence. The 
maximum length of the leave is one year. 3 participants

Special working arrangements for 
employees involved with child-rearing 
or nursing

This system allows employees involved with child-rearing or nursing to reduce work hours, be excused from 
overtime and holiday work, etc. In FY2008 the period of applicability was extended from “until the end of the 
child’s second year of primary school” to “until the end of the child’s sixth year of primary school.”

Reduced working hours:
For child rearing: 111 
participants
For nursing care: 4 
participants

Reemployment System This system provides an opportunity for former Mazda employees who left the company due to marriage, child-rearing, 
to provide nursing care, or other reasons to return to work if they so desire. The system was introduced in FY2008. 2 registrants

Work-at-home system This system enables employees to perform up to 25% of their work hours at home, for the purpose of child-
rearing or nursing care. 53 participants

Special Warm Heart leave system  A paid-leave system that covers nursing care for relatives, volunteer work, functions at one’s child’s school, and 
infertility treatment. It previously covered only nursing care for relatives, but was expanded in FY2008.

213 participants
Male: 87
Female: 126

“Take your child to work” day This program offers employees an opportunity to invite their families to the place where they work, providing 
families with a deeper understanding of the work employees do.

Not implemented yet as 
of FY2009

Onsite daycare center: Mazda Waku-
Waku Kids En

This daycare center was established for employees’ children who have not yet entered school. A permanently 
stationed nurse is available to look after children who become ill. 44 preschoolers

Leave for employees accompanying 
a transferred family member

This system allows employees to take a fi xed-term leave in order to accompany a spouse who has been 
transferred, allowing the employee to resume their career at Mazda later on. 21 participants

Challenging Career leave In order to increase future career potential, employees can use this system to take leave for up to three years 
while attending a school or other training facility. 5 participants

Go Home Early Campaign By streamlining operations, we have reduced the long working hours for divisions not directly connected with 
production. Examples of this initiative include no-overtime days and setting mandatory lights-out times.

Ongoing 
implementation

Paid Leave for JICA Activities Employees participating in Japan International Cooperation Agency (JICA) volunteer activities are entitled to take 
paid leave for these activities. No users as yet

Promoting understanding of the support system 
for balancing work and childcare (company-wide 
distribution of a special pamphlet)

We distribute a pamphlet explaining Mazda's measures to promote a healthy work-life balance in an easily 
understandable manner, using information such as feedback from employees who used the system. We disseminate 
the same information through the in-house Intranet to promote further understanding of these measures.

Ongoing 
implementation

Benefi t program to support employees’ 
environmental conservation and social 
contribution activities

As part of a cafeteria plan (in which points given every year can be used to select various benefi ts), employees 
can apply their points toward compensation of the costs incurred during volunteer activities they perform. This 
system is also extended to employees who participate in JICA activities.

Ongoing 
implementation

Promotion of planned use of paid 
leave

Labor and management cooperate to streamline and standardize work processes, helping to create an 
environment in which employees take the initiative in planning for and using their paid vacation days.

Average number of days 
taken: 12.5 (67% of 
available days taken)
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 Employee Data (As of March 31, 2010)

Related information and details on the following subjects can be viewed on the Web:
Specifi c Measures to Maintain and Improve Health, Health and Safety Committee

WEB

∗ The number of employees dispatched to other locations is included.

 Occupational Safety and Health
Based on our Safety and Health Creed, Mazda is working 
to develop people, workplaces, and mechanisms that 
ensure the safety and health of the people who work 
for us. Starting in March 2009, the Company began a 
three-year plan called the ‘One Mazda Movement for 
an Enjoyable Workplace,’ with the aim of achieving an 
enjoyable workplace for all.

Occupational Safety and Health Management System
Mazda implements voluntary and continuous safety and 
hygiene management through its Safety and Health 
Management System. This system reduces the potential 
risks for work-related accidents and enhances overall 
levels of safety and hygiene standards.

 Workplace Accident Occurrence Ratio (lost time work incident ratio)

 Health Maintenance and Improvement
Mazda is promoting Company-wide health improvement 
activities that emphasize enhanced mental health 
measures and lifestyle improvements. We will expand 
these activities globally, and are aiming to improve our 
system for offering counseling and advice to Group-
related companies.

 Industrial Relations
Mazda has a standing labor agreement with the Mazda 
Workers’ Union. We  have a shared outlook on the 
direction of our business operations and aim to build 
relationships in which everyone thinks and works together 
to contribute to all stakeholders.

In addition, we regularly exchange information and 
engage in active discussions with the Federation of All 
Mazda Workers’ Unions, composed of the labor unions of 
all Group companies, and make every possible effort to 
maintain positive labor relations.

Employees
Average 

age
Average
years of

employment
Manufacturing-

related
Administrative/

engineering

Non-
consolidated

Males 10,887 9,397 38.6 16.7 

Females 551 1,211 33.8 11.4 

Total 22,046 38.2 16.2

Consolidated Total 38,987 — —

FY2007 FY2008 FY2009 results

Number of female employees hired 423 194 130

Female managers
(assistant manager or above) 76 84 95

Percentage of female employees 7.8% 7.6% 8.0%

Percentage of female managers
(percentage of all employees) 0.3% 0.3% 0.4%

Percentage of female managers
(percentage of all managers) 1.9% 2.1% 2.4%

Number of workers 60 and over 
(Expert Family, Senior Family) 996 1,265 1,341

Percentage of employees with special needs
(using legally stipulated calculation method) 1.82% 1.88% 2.03%

Number of current employees with 
special needs 232 254 257

Percentage of paid vacation days 
taken 88% 87% 67%

Average number of paid vacation 
days taken 16.1 days 16.1 days 12.5 days

Safety and Health Creed
For workers, safety and health are essential assets.
Our people are our most valuable resource, and we are 
committed to keeping them safe.

“One Mazda Movement for an Enjoyable Workplace”
Three-Year Policy: We will create enjoyable workplaces based on 
safety and health by means of the Safety and Health Creed.
Slogan: Safety and health fi rst in One Mazda, 24 hours a day!

Contents of the Management System Initiative
Risk assessment–which determines potential dangers and risks 
and establishes countermeasures–works to prevent accidents 
before they happen. We also implement system audits and 
evaluations to support the appropriate implementation of the 
system. These processes are part of the PDCA (plan-do-check-
act) cycle, which we apply on an ongoing basis.

FY2009 results
Serious accidents: 0
Divisions/departments subject to internal system audits: 16 
divisions, 95 departments

20092005 2006 2007
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Mazda Affiliated companies

(FY)2008

Toyukai (supplier Group organization)
∗ Toyukai: Consortium of Mazda suppliers
∗ Lost time Work Incident Ratio: accident frequency, measured as the number of accidents 

resulting in lost time per million person-hours worked.
∗ Data from FY2003 onward have been recalculated because the data collection period for 

Mazda and affiliated companies was changed from April to March. 

Specifi c Initiatives
● Through collective bargaining, the Labor Management 

Council, and other means, we cooperate on issues including 
employment stability, the maintenance and improvement of 
working conditions, and safety and hygiene.

● On September 30, 2001, we adopted the Mazda 21st 
Century Labor–Management Joint Declaration.

∗ The Mazda Worker’s Union has determined that, starting in July 2010, not 
only full-time employees, but also temporary workers who have worked for six 
months and had contracts renewed are eligible to join the Union.
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Third-Party Opinion

■ Strong Points in the Mazda Sustainability Report 2010

■ Points That Can Be Further Improved in CSR/Sustainability Communications

■ Proposals for Enhancement of CSR Management

There appear to be no fundamental changes from the previous 
(2009) Sustainability Report. I believe this is because the 2009 
report already met the high standards expected of a major blue-
chip company and represented a dramatic improvement over the 
preceding 2008 and 2009 reports.

With this in mind, I would like to make the following points 
regarding the structure and content of this year’s Sustainability 
Report:

● Major reduction in number of pages
The reduction of the number of pages from over 80 to less 
than 60 is commendable not only in terms of conservation of 

resources, but also in terms of effective communication. An 
appropriate volume of information allows readers to read and 
absorb the report’s content.

●Executive Dialogue
The “Top Commitment” section has been changed to “Executive 
Dialogue” in the 2010 report. This helps to convey the 
president’s thoughts in a more dynamic fashion, and will likely 
encourage a greater percentage of readers to read this section. 
I also feel the presentation of four keywords within this dialogue, 
in an easily understandable fashion, is highly benefi cial to 
readers.

I would like to make the following two points regarding areas that 
can be further improved:

● The most important issue is the format the report is to take 
from now on. Because a good deal of information in each year’s 
report is nearly unchanged from the previous year’s report, 
I believe it is necessary to consider whether or not to go on 
publishing printed copies of the report on paper media every 
year, and to begin these considerations at an early stage, before 
entering into the cycle of producing the report. It is notable that 
some companies forgo printed copies of reports altogether, 
making them available instead as PDF fi les on the Internet or as 
e-books, which can then be printed as needed.

The decade starting in 2010 is one in which restrictions on 
resource and energy use will become increasingly stringent, 
and it is of vital importance for large organizations in particular 
to eliminate wasteful practices. At the same time, for purposes 
of communication, it is necessary to consider “which medium 
most effectively satisfi es the information requirements of which 

audience.” Who constitutes the primary audience for the Mazda 
Sustainability Report? What are their information requirements? 
After deliberating on these questions, I hope you will give careful 
thought to the issue of whether to go on publishing a large 
number of printed copies of the report from 2011 onward.
My personal view is that a compact booklet containing only the 
sections on Mazda’s corporate values (“Stories”) and major 
developments since last year should be published primarily for 
the benefi t of customers and employees, and other information 
gathered in a detailed report published on the website only.

●A great many companies feature “Stakeholder Dialogues” in 
their reports. However, the majority of these seem not to be 
dialogues with actual stakeholders, who have a vested interest 
in the company, but rather with specialists and experts. If Mazda 
were to hold stakeholder dialogues and publish the results, a 
highly effective method would be for Mazda to make use of its 
status as a leading company in its region and hold dialogues with 
genuine regional stakeholders including local NGOs, residents of 
the area, and employees working in factories.

CSR management can be said to be composed of two main 
areas: “improvement in the ability to effect good corporate 
governance” and “improvements in the ability to address social 
and environmental issues.”

Regarding the former, more information on the global 
policies and activities Mazda pursues would be welcome. 
Regarding the latter, the 2010 report gives a clear picture of 

Mazda’s stance and efforts, including disclosure of the company’s 
vision for the future according to certain scenarios, and a 
detailed explanation of the Company’s Building-Block Strategy, 
as well as detailed information on social contribution activities. In 
the future, I look forward to seeing further improvements in both 
these areas, contributing to increased competitiveness in the 
global marketplace.

Once again this year, I am pleased to offer my third-party opinion for the Mazda Sustainability 

Report 2010. As with last year, I will offer my opinions on the following points: (1) the strong 

points in this report, (2) points that can be further improved in terms of communication, and (3) 

proposals for the enhancement of CSR management at Mazda. Peter D. Pedersen
Chief Executive
E-Square Inc.
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