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Editorial Information

To satisfy the needs of readers of both of the Mazda Corporate Profile and 
Mazda Sustainability Report  [Digest Version], this report presents Mazda’s 
corporate overview and basic vision while featuring its unique initiatives in FY 
March 2016. The Mazda Sustainability Report 2016 [In-Depth Version] (137 
pages) and [Social Contribution Version] (47 pages) are available on Mazda’s 
official website.

Editorial Policy

The report primarily covers the period from April 2015 through March 2016, 
although some activities after April 2016 are included.

Period Covered

 ・  Clarify the attributes of the Mazda brand, and make concerted efforts across the Mazda Group to realize the Corporate Vision.
 ・  Promote the Group-wide dialogue process to share, understand and agree the goal of the Corporate Vision through the continuous thorough discussions.
 ・  Closely link the Corporate Vision to our daily business activities.

* Mazda revised its Corporate Vision in April 2015, with the following objectives, aiming to be recognized as a corporate group gaining sincere trust of its stakeholders.

We love cars and want people to enjoy fulfilling lives through cars.

We envision cars existing sustainably with the earth and society,  

and we will continue to tackle challenges with creative ideas.

1.

2.

3.

Brighten people’s lives through car ownership.

Offer cars that are sustainable with the earth and society to more people.

Embrace challenges to seek to master the Doh (“Way” or “Path”) of creativity.

The Company’s name, “Mazda,” derives from Ahura Mazda, a god of the 
earliest civilizations in western Asia. The Company has 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 the Company’s founder, Jujiro Matsuda.

The Origin and Meaning of “Mazda”

About Mazda

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 (Established 
in June 1997).

Mazda Brand Symbol

Mazda’s creativity and innovation continuously delivers fun and exhilarating 
driving experiences to customers who remember the emotion of motion first 
felt as a child (Announced in April 2002).

Mazda Brand Slogan, “Zoom-Zoom”

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

Mazda Corporate Mark

Mazda has adopted blue as the corporate color, thinking the color of blue is “expressing the corporate 
attitude as an automobile manufacturer, fulfilling the social responsibility for the environment and  
safety, and also evoking a sense of quality and technological competence.”
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Global Network (as of June 30, 2016)

Other Information

China

Thailand

Russia*2

　

Mazda Motor Europe (Germany)

China Engineering Support Center (China)

Kenbuchi Proving Ground

Nakasatsunai Proving Ground

Mazda R&D 
Center Yokohama

Head Office, Hiroshima Plant

Miyoshi Plant

Hofu Plant

Mine Proving Ground

Tokyo Office

Mazda North American
Operations (U.S.)

Mexico
Vietnam*1

Malaysia*2

■ For more details about major facilies, see Annual Report 2016 (see pp. 14 - 15).　http://www.mazda.com/en/investors/library/annual/

01. Head Office   02. Hiroshima Plant   03. Hofu Plant   04. Miyoshi Plant   05. Tokyo Office   06. Mazda R&D Center Yokohama   07. Mexico   08. Russia   09. China 
10. 11. Thailand    12. Malaysia

Head Office and production site
Research and development site or proving ground
Production site
Liaison, sales, corporate communications site
Production site and proving ground

●

■

*1 Some models are assembled locally (Volume is not disclosed).
*2 Assembly only (Volume is not disclosed).
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http://www.mazda.com/ja/
innovation/technology/gihou/
(For English, Summary is available)

Mazda Technical Review
http://www.mazda.com/en/investors/
library/annual/

Annual Report 2016

http://www.mazda.com/
en/csr/download/

Mazda Sustainability  
Report 2016 
[In-Depth Version] 
[Social Contribution Version]http://www.mazda.com/ 

en/about/d-list
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Continuing to Tackle Challenges

Envisioning Cars 

Existing Sustainably 

with the Earth and Society

Top Message

Although FY March 2016 saw decelerating growth 

Achieved steady growth by implementing 
the major initiatives of the Structural 
Reform Plan

in China and other emerging economies, the Mazda 
Group was able to achieve steady growth in the final 
year of the Structural Reform Plan by implementing 
its major initiatives*1 designed to reinforce the 
financial base and enhance brand value by offering 
attractive, uniquely Mazda products and services.
Our  new-generat ion models  featur ing the 
innovative base technologies known as SKYACTIV 
TECHNOLOGY and Mazda’s design theme, KODO—
Soul of Motion (see p.13), have been enjoying high 
acclaim in Japan as well as overseas. The new 
Roadster/MX-5, released in May 2015, won the 
World Car of the Year and the World Car Design of 
the Year. We also commenced production of the 
new CX-9 crossover SUV in February 2016*2. This 
high-end model of the new-generation line-up has 
been tailored for the North American market, which 
is expected to account for 80% of global sales. In 
FY March 2016, the ratio of SKYACTIV-equipped 
Mazda vehicles increased to 86%, helping us boost 
profitability, enhance the Mazda brand and promote 
the spread of vehicles with excellent safety and 
environmental performance.

*1 The Structural Reform Plan consists of the following four initiatives: 1. Business innovation 
by SKYACTIV TECHNOLOGY; 2. Accelerate further cost improvement through Monotsukuri 
Innovation; 3. Reinforce business in emerging countries and establish a global production 
footprint; and 4. Promote global alliances.

*2 Launched in May 2016.

I am aware that while brightening people’s lives 
through car ownership, Mazda’s business is related 
to, and has an impact on, the challenges confronting 
our society—including global warming, energy and 
resource shortages, and traffic accidents. To address 
these challenges, Mazda announced “Sustainable 
Zoom-Zoom,” its long-term vision for technology 
development (see p.7). The basic policy of the vision 
is to “provide all customers who purchase Mazda 
vehicles with driving pleasure as well as outstanding 
environmental and safety performance.” We 
undertake a variety of initiatives in keeping with this  
vision. We are committed to further strengthening 
our development efforts for environmental and 
safety technologies, promoting continuous advances 
in SKYACTIV-equipped vehicles (see pp.17-18) and 
starting the development of next-generation products. 

Contribute to a sustainable society through 
technological innovation

Representative Director
President and CEO
Mazda Motor Corporation

Masamichi Kogai

Mazda Motor Corporation03



We steadily implemented the major initiatives of the 
Structural Reform Plan, almost entirely according to 
schedule. However, we recognize that there is still room 
for improvement in the efficiency and effectiveness 
of each area. The Structural Reform Stage 2, our 
medium-term business plan that begins from FY March 
2017, is focused on strengthening these aspects, and 
seeks to accelerate the enhancement of our brand 
value through qualitative business growth. As the 
business environment is rapidly changing, we will  
carefully observe these external changes and respond 
in a speedy and appropriate manner.
Mazda sells vehicles in more than 130 countries and 
regions, and has production sites in seven countries 
around the world. The Company will strengthen efforts 
to establish a system that ensures globally optimized 
business execution throughout the entire value chain, 
thereby promoting qualitative growth. While we 
encourage our business partners in each country or 
region to conduct their own activities with due respect 
for local laws, customs and cultures, we will also 
share management policies across all Mazda Group 
companies and continue developing an environment 
that encourages mutual learning to help further 
improve our brand value.

Accelerate the enhancement of our brand 
value through qualitative business growth

Mazda strives to improve the efficiency of overseas 
plants, while continuing to sustain production at 
around 850 thousand units at its sites in Hiroshima and 

Develop Mazda’s corporate social 
responsibility (CSR) initiatives, taking into 
account changes inside and outside the 
Company

Structural Reform Stage 2

Structural reform will lead to qualitative growth and 
enhanced brand value

Product and R&D

Brand and Sales

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

• Improve the ownership experience

• Continuous enhancement of SKYACTIV models
• Develop and introduce next-generation 
technologies and models

Strengthen financial structure

• Establish strong financial structure
• Raise dividend payout ratio

Global production

• Deploy Monotsukuri Innovation globally to 
accelerate cost improvements

• Maximize plant utilization to support sales growth

FY March 2019 Targets  (Exchange Rates : US Dollar 120yen / Euro 130yen)

Global Sales Volume                    1.65 million units
Operating Income Ratio                  7% or more
Equity Ratio                                     45% or more
Dividend Payout Ratio                   20% or more

Yamaguchi Prefectures in Japan, and maintaining the 
associated employment in the region. We believe that 
applying what Mazda has cultivated in Japan—including 
Monotsukuri (development and manufacturing) 
processes and techniques, environmental management 
systems, and safety and health management methods—
to global production sites will also contribute to local 
communities. In recent years, Mazda has expanded 
its business overseas, notably in emerging markets. In 
countries into which we have made new inroads, we 
are promoting CSR initiatives in cooperation with local 
business partners, so that Mazda will be a community-
based entity that local people can feel close to and 
familiar with.
I realize that FY March 2016 was marked with major 
shifts in social trends, as exemplified by the adoption 
of the Sustainable Development Goals (SDGs) by 
the United Nations and the international agreement 
concerning reduction targets for greenhouse gas 
emissions at COP21*3. We are enhancing our CSR 
initiatives in consideration of such changes in social  
trends and the business environment in which Mazda 
operates, while also taking into account our mid-term 
business plan.

* The Mazda Sustainability Report 2016 [In-Depth Version] and the Annual Report 2016 
provide a more detailed TOP MESSAGE.

We will continue contributing to society 
and protect the Mazda brand by acting 
with integrity and good faith

I believe that a brand is created by people, protected 
by people, and developed by people. I think that we 
can only realize a prosperous future for the Mazda 
brand if we create a corporate culture in which every 
employee in the Mazda Group values customers, local 
communities and all Mazda stakeholders, commits 
themselves to each task with integrity and conducts 
fair business practices in adherence to the basics.
As business structures and the environment in which 
companies operate change, they face increasing 
social responsibilities and a growing list of challenges 
to be addressed. It is important to earnestly confront 
each of these challenges and do our best to resolve 
them. I will continue to intensify the efforts of all  
Mazda Group companies, so that Mazda will further 
grow into a company that earns the sincere trust of 
all its stakeholders around the world. Envisioning cars 
existing sustainably with the earth and society, we will 
continue to tackle all the challenges we face.

*3 The 21st session of the Conference of the Parties to the United Nations Framework 
Convention on Climate Change
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Major Product Lineup

Top 10 Markets in Global Sales for FY March 2016

Mazda’s Value Chain

FY March 2016 Highlights

Global Employee Engagement survey
Striving to improve one’s own skills and 
expertise as a professional 
in one’s own work 77%
Rate of reinstatement after 
childrearing leave
(Non-consolidated) 99%
Percentage of employees 
with special needs 
(Non-consolidated)2.02%

46,398
Number of employees

Overseas local employment rate for 
management 67%

Net sales

3,406.6 
Operating income

226.8 billion yen
Up 12%

YoY

Domestic & overseas production volumes

(Domestic)

(Overseas)

989 thousand units

582 thousand units

Up 12%
YoY%86

Mix of models with 
SKYACTIV TECHNOLOGY

CO2 emissions per unit of sales revenue from production
(Four principal domestic sites*1)

20.0 t-CO2/
100 million yen

Total amount of 
landfill waste
(Four principal 
domestic sites*1) 0 Maintained

since FY
March 2009

Sales and after-sales 
service

Recycling end-of-life 
vehicles

Provision of vehicles and 
services to customers in 
more than 130 countries 
and regions

Pursuit of end-of-life 
vehicle recycling and waste 
reduction

Research and 
Development Purchasing Manufacturing Logistics

Research and development 
in Japan, North America, 
Europe and China for 
providing innovative 
products tailored to the 
markets

Implementation of a broad 
range of initiatives, in tandem 
with 1,047 major suppliers in 
Japan and overseas, aiming 
for harmonious coexistence 
and co-prosperity

Pursuit of high-level 
manufacturing in a total of 
7 countries, including 
Japan, Thailand, China and 
Mexico

Pursuit of high-quality, safe 
and environmentally 
conscious transportation 
on a global basis

Financial Information
Breakdown of Shareholders
by Type
(As of March 31, 2016)

Foreign
institutions and
others
40.5%
243,165 thousand
shares

Japanese
financial
institutions
30.4%
182,302 thousand
shares

Japanese
individuals and
others
18.2%*
109,004 thousand
shares

Other Japanese
corporations
7.8%
46,717 
thousand
shares

Japanese securities
companies
3.1%
18,686 thousand
shares

Net Sales
Operating Income/
Operating Income Ratio
(Billions of yen/%)　■■Operating income　　
                                              Operating income ratio (%)

2016

202.9

2015

182.1

2014

3.7 3.6
3.4

4.9 4.3

2.6

29.4

35.2
37.4

6.8 6.7 6.7

(Years ended
March 31)

Net Income Attributable to Owners 
of the Parent Company

2016

158.8

2015

135.7

2014(Years ended
March 31)

(Billions of yen)　■■Net Sales (Billions of yen)　■■Net Income

2016

3,033.9

2015

2,692.2

2014(Years ended
March 31)

R&D Costs/Ratio of Net Sales
(Billions of yen/%)　■■R&D costs
                                              Ratio of net sales (%)

2016

108.4

2015

99.4

2014(Years ended
March 31)

Equity/Equity Ratio
(Billions of yen/%)　■■Equity　　Equity ratio (%)

2016

869.6

2015

660.7

2014(Years ended
March 31)

Capital Investment/
Ratio of Net Sales
(Billions of yen/%)　■■Capital investment
                                              Ratio of net sales (%)

2016

131.0

226.8

134.4

3,406.6

116.6

954.0

89.2

2015

133.2

2014(Years ended
March 31)

Sales
Production

33,904Sales
Production

Sales
Production

Sales
Production

Sales
Production

Sales
Production

Sales
Production

Sales
Production

Mazda8
(MPV)*
Sales
Production

CX-7
Sales
Production

44,803

2,34422,658

369,248

207,517

182,702

457,301

30,993

5,448

BT-50

MX-5
(Roadster)*

Mazda5
(Premacy)*

CX-5

Mazda6
(Atenza)*

Mazda2
(Demio)*

Mazda3
(Axela)*

CX-9

*Global sales volume/ Sales markets /Production sites for FY March 2016. *Includes old and new models. Not all body types are shown. *Presented models are those produced by Mazda as of the end of March 2016.
*Includes sites with knockdown production only (Production volume unannounced). *OEM vehicles sold in Japan are as follows: Carol, Flair, Flair Wagon, Flair Crossover, Scrum, Familia (van), Titan.

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

CX-3
Sales
Production

117,476
Global sales volume

Global sales volume

Global sales volume

Sales
Production

9,041
Global sales volume

Sales
Production

4,846
BIANTE Global sales volume

U.K.U.S. JapanChina Australia ThailandCanada RussiaGermany Mexico

232,350235,024

71,032

47,997 42,380

24,657

58,91759,961

116,193

305,783

Japan
15.1%
（232 thousand）

Europe
16.8%
（257 thousand）

North America
28.6%
（438 thousand）

China
15.3%
（235 thousand）

Other
24.3%
（372 thousand）

Well balanced sales mix 
in global markets

1,534
thousand units

Up 9.8％ year-on-year

billion yen
Up 12%

YoY
Improved YoY
3.1 t-CO2/
100 million

yen

300,000

250,000

200,000

150,000

100,000

50,000

* Treasury stock is included in Japanese 
   individuals and others

130
countries

More than
Number of sales countries/regions

1,047
Number of primary-tier suppliers

*1 Head Office (Hiroshima); Miyoshi Plant; Hofu Plant, Nishinoura District; 
Hofu Plant, Nakanoseki District (including R&D and other indirect areas)

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

BONGO
Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China
Japan North America Europe China Other

Other

Japan North America Europe China Other
Japan North America Europe OtherChina

* ( ): Japanese name

(Units)
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Major Product Lineup

Top 10 Markets in Global Sales for FY March 2016

Mazda’s Value Chain

FY March 2016 Highlights

Global Employee Engagement survey
Striving to improve one’s own skills and 
expertise as a professional 
in one’s own work 77%
Rate of reinstatement after 
childrearing leave
(Non-consolidated) 99%
Percentage of employees 
with special needs 
(Non-consolidated)2.02%

46,398
Number of employees

Overseas local employment rate for 
management 67%

Net sales

3,406.6 
Operating income

226.8 billion yen
Up 12%

YoY

Domestic & overseas production volumes

(Domestic)

(Overseas)

989 thousand units

582 thousand units

Up 12%
YoY%86

Mix of models with 
SKYACTIV TECHNOLOGY

CO2 emissions per unit of sales revenue from production
(Four principal domestic sites*1)

20.0 t-CO2/
100 million yen

Total amount of 
landfill waste
(Four principal 
domestic sites*1) 0 Maintained

since FY
March 2009

Sales and after-sales 
service

Recycling end-of-life 
vehicles

Provision of vehicles and 
services to customers in 
more than 130 countries 
and regions

Pursuit of end-of-life 
vehicle recycling and waste 
reduction

Research and 
Development Purchasing Manufacturing Logistics

Research and development 
in Japan, North America, 
Europe and China for 
providing innovative 
products tailored to the 
markets

Implementation of a broad 
range of initiatives, in tandem 
with 1,047 major suppliers in 
Japan and overseas, aiming 
for harmonious coexistence 
and co-prosperity

Pursuit of high-level 
manufacturing in a total of 
7 countries, including 
Japan, Thailand, China and 
Mexico

Pursuit of high-quality, safe 
and environmentally 
conscious transportation 
on a global basis

Financial Information
Breakdown of Shareholders
by Type
(As of March 31, 2016)

Foreign
institutions and
others
40.5%
243,165 thousand
shares

Japanese
financial
institutions
30.4%
182,302 thousand
shares

Japanese
individuals and
others
18.2%*
109,004 thousand
shares

Other Japanese
corporations
7.8%
46,717 
thousand
shares

Japanese securities
companies
3.1%
18,686 thousand
shares

Net Sales
Operating Income/
Operating Income Ratio
(Billions of yen/%)　■■Operating income　　
                                              Operating income ratio (%)

2016

202.9

2015

182.1

2014

3.7 3.6
3.4

4.9 4.3

2.6

29.4

35.2
37.4

6.8 6.7 6.7

(Years ended
March 31)

Net Income Attributable to Owners 
of the Parent Company

2016

158.8

2015

135.7

2014(Years ended
March 31)

(Billions of yen)　■■Net Sales (Billions of yen)　■■Net Income

2016

3,033.9

2015

2,692.2

2014(Years ended
March 31)

R&D Costs/Ratio of Net Sales
(Billions of yen/%)　■■R&D costs
                                              Ratio of net sales (%)

2016

108.4

2015

99.4

2014(Years ended
March 31)

Equity/Equity Ratio
(Billions of yen/%)　■■Equity　　Equity ratio (%)

2016

869.6

2015

660.7

2014(Years ended
March 31)

Capital Investment/
Ratio of Net Sales
(Billions of yen/%)　■■Capital investment
                                              Ratio of net sales (%)

2016

131.0

226.8

134.4

3,406.6

116.6

954.0

89.2

2015

133.2

2014(Years ended
March 31)

Sales
Production

33,904Sales
Production

Sales
Production

Sales
Production

Sales
Production

Sales
Production

Sales
Production

Sales
Production

Mazda8
(MPV)*
Sales
Production

CX-7
Sales
Production

44,803

2,34422,658

369,248

207,517

182,702

457,301

30,993

5,448

BT-50
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(Roadster)*

Mazda5
(Premacy)*

CX-5
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(Demio)*
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*Global sales volume/ Sales markets /Production sites for FY March 2016. *Includes old and new models. Not all body types are shown. *Presented models are those produced by Mazda as of the end of March 2016.
*Includes sites with knockdown production only (Production volume unannounced). *OEM vehicles sold in Japan are as follows: Carol, Flair, Flair Wagon, Flair Crossover, Scrum, Familia (van), Titan.

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

Global sales volume

CX-3
Sales
Production

117,476
Global sales volume

Global sales volume

Global sales volume

Sales
Production

9,041
Global sales volume

Sales
Production

4,846
BIANTE Global sales volume

U.K.U.S. JapanChina Australia ThailandCanada RussiaGermany Mexico

232,350235,024

71,032

47,997 42,380

24,657

58,91759,961

116,193

305,783

Japan
15.1%
（232 thousand）

Europe
16.8%
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North America
28.6%
（438 thousand）

China
15.3%
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Other
24.3%
（372 thousand）

Well balanced sales mix 
in global markets

1,534
thousand units

Up 9.8％ year-on-year

billion yen
Up 12%

YoY
Improved YoY
3.1 t-CO2/
100 million

yen

300,000

250,000

200,000

150,000

100,000

50,000

* Treasury stock is included in Japanese 
   individuals and others

130
countries

More than
Number of sales countries/regions

1,047
Number of primary-tier suppliers

*1 Head Office (Hiroshima); Miyoshi Plant; Hofu Plant, Nishinoura District; 
Hofu Plant, Nakanoseki District (including R&D and other indirect areas)

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

BONGO
Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China Other
Japan North America Europe China Other

Japan North America Europe China
Japan North America Europe China Other

Other

Japan North America Europe China Other
Japan North America Europe OtherChina

* ( ): Japanese name

(Units)

Mazda Motor Corporation 06



At COP21*1 held in December 2015, delegations adopted the 
Paris Agreement, a historic deal under which 150 countries 
and regions around the world pledged to work in cooperation to 
address global warming. It will become increasingly important 
for the automotive industry, as one of the major sources of CO2 
emissions, to take environmental measures.
In addition to the predominant internal combustion engine, 
vehicles today are powered by diversifying power sources, 
including electric motors and hydrogen engines. Each has 
different characteristics regarding CO2 emissions, and available 
energy sources differ by country or region. For example, electric 
vehicles emit no CO2 while running, but in countries and regions 
where a high proportion of electricity is generated by thermal 
power, a considerable amount of CO2 is emitted during electricity 
production. In these countries and regions, electric vehicles 
cannot always reduce CO2 over the life cycle of vehicles. On 
the other hand, in the countries like Norway, most electricity is 
generated by hydroelectric power, and widespread use of electric 
vehicles will help curb CO2 emissions. 
In implementing global warming countermeasures through its 
products, Mazda considers it important to develop a multi-solution 
approach, while assessing total CO2 emissions over a vehicle’s 
entire life cycle. Based on this concept, we promote research and 
development not only from the perspective of “Tank-to-Wheel*2”, 
but also from that of “Well-to-Wheel*3”.

*1 The 21st session of the Conference of the Parties to the United Nations Framework 
Convention on Climate Change

*2 Tank-to-Wheel, literally “from fuel tank to vehicle wheels.” In this article, this phrase is 
used to mean “from fuel tank to fuel consumption during driving.”

*3 Well-to-Wheel, literally “from oil well to vehicle wheels.” In this article, this phrase is  
used to mean “from fuel extraction  to consumption during driving.”

Mazda announced its long-term vision for technology development “Sustainable Zoom-Zoom” in 2007. The basic policy of the 
vision is to “provide all customers who purchase Mazda vehicles with driving pleasure as well as outstanding environmental and 
safety performance.” 
Thanks to advances in mass-production, the automobile has contributed to society and enriched people’s lives by providing 
the freedom of personal mobility since its invention 130 years ago. Globally, automotive markets continue growing in line with 
population growth in emerging countries. While vehicles are indispensable in people’s everyday lives, their spread has given rise 
to social challenges, including environmental and safety concerns.
Taking into account differences in energy sources, infrastructure and other factors influencing the automotive environment in 
each country or region, Mazda seeks to create value that enables the provision of “cars that are sustainable with the earth and 
society,” as stated in its Corporate Vision.

Aiming to Make Cars that are Sustainable 
with the Earth and Society
-Achieving both Driving Pleasure and Outstanding Environmental and Safety Performance-

Feature Story 1

“The Zoom-Zoom tree” embodies the Zoom-Zoom concept (see p.1) and its spread throughout society. The tree absorbs the “ONE 
MAZDA” corporate culture as nutrients through firmly planted roots. As it continues to grow, the left branch represents 
the environment, the right branch represents safety, and the treetop embodies the Zoom-Zoom concept.

Zoom-Zoom Tree

“Sustainable Zoom-Zoom”
Mazda announced its long-term vision for technology development “Sustainable Zoom-
Zoom” in March 2007. The basic policy of the vision is to “provide all customers who 
purchase Mazda vehicles with driving pleasure as well as outstanding environmental and 
safety performance.” This vision commits Mazda to making vehicles that always excite 
and that embody a "Zoom-Zoom" feeling, meaning they look inviting to drive, are fun to 
drive and make you want to drive them again, helping to achieve an exciting, sustainable 
future for vehicles, people, and the Earth.

Offering Optimal Solutions to 
Reduce CO2 Emissions in Each 
Country and Region

Environment Interview

General Manager
Product Strategy Division

Takeji Kojima
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driving. In collaboration with universities, research institutes and 
suppliers, Mazda will continue research and development, to realize 
Mazda-unique autonomous driving technologies that can achieve both 
driving pleasure and safety performance. Through such efforts, the 
Company will contribute to the further reduction of traffic accidents.
In developing safety technologies, Mazda will continue to enrich 
people’s daily lives by providing the freedom of personal mobility 
into the future. The Company is also focusing on how vehicles can 
invigorate people both physically and mentally through driving 
pleasure. Driving a vehicle requires a certain level of skill and 
concentration, and there are indications that when people drive a 
vehicle, both their mind and body are revitalized and energized. 
In recent years, developed nations have begun to confront aging as a 
social challenge. I consider that research and development aimed at 
vehicles capable of supporting drivers in an appropriate fashion can 
contribute to society, not only in providing the elderly with a safer and 
accessible means of transportation, but also in terms of anti-aging by 
mitigating the decline in their mental and physical abilities. 

To contribute toward reducing traffic accidents through vehicle 
engineering, we conduct research and development in line with 
our safety philosophy, Mazda Proactive Safety (see p. 15), which 
particularly respects the driver.
To support safer driving in normal situations, we provide a good driving 
environment and excellent visibility by locating the major controls in 
ideal positions and improving handling stability, to ensure that drivers 
can enjoy driving without anxiety or stress. Meanwhile, our vehicles 
are designed to continuously monitor the driver’s movements and 
condition, offering information and warnings if necessary to provide 
the driver with appropriate support. Mazda has already introduced 
i-ACTIVSENSE, an umbrella term covering a series of advanced safety 
technologies, which we are working to continuously advance (see p. 
15).
Moreover, Mazda is exploring possible future technologies based on 
the premise that drivers occasionally make unavoidable mistakes and 
are not always in the best state of health. For example, we envision 
an autonomous driving system that constantly monitors the driver’s 
condition, and can override the actions of the driver should it detect 
that he or she is not operating the vehicle properly. The idea is to 
fulfill our social responsibility of not endangering the customer and 
reducing risks to nearby people and property. The system will then 
automatically contact a third party, and help secure safety by driving 
the vehicle to an appropriate location where it will not be a danger to 
other people or property. In doing so, the system will help prevent an 
accident. We believe that autonomous driving technologies should be 
human-oriented to support safer driving by the customers themselves.
Currently, a variety of research and development activities are 
under way in the automotive industry. These include projects to 
develop technologies for autonomous driving as well as technologies 
for understanding the drivers’ condition, such as cognition, good 
judgment and vehicle manipulation, which are the basics for safer 

From the perspective of Tank-to-Wheel, we are proceeding with 
the development of SKYACTIV Generation 2 models (see pp. 
17-18) to further improve the efficiency of internal combustion 
engines, which are most commonly used around the world 
since they can be used without making changes to conventional 
fuel infrastructure. At the same time, we are moving forward 
with the development of electric vehicle technology, including 
continuous research and development of electric vehicles, 
based on our Building-Block Strategy, which gradually 
introduces electric devices in stages (see pp. 17-18). And from 
the perspective of Well-to-Tank, we are steadily conducting 
surveys and research through industry-academia-government 
collaborations.
Through these initiatives, we will continue research and 
development with a Well-to-Wheel perspective, aiming to offer 
solutions to reduce CO2 emissions that are optimized for each 
country and region where Mazda vehicles are used.

* Where fossil fuel is extraction and used to drive a vehicle.

Feature Story 1   Aiming to Make Cars that are Sustainable with the Earth and Society

Well
(fuel extraction)

Tank
(fuel tank)

refueling driving a vehicle 
(combustion engine)

oil refining

electrical charge driving a vehicle (electric)power generation

Wheel
(driving a vehicle)

Conceptual diagram of Well-to-Wheel*

CO2

CO2 CO2

CO2

Well-to-Wheel (from fuel extraction to consumption during driving)

Well-to-Tank
from fuel extraction 

to fuel tank

Tank-to-Wheel 
from fuel tank to fuel 

consumption during driving(　　　    ) (    　　　    )

Safety Interview

Applying Autonomous Driving 
Technologies in a Uniquely 
Mazda Way

Deputy General Manager
Integrated Control System Development Division

Toru Yoshioka
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Feature Story 2

Becoming a Brand with which Customers Feel  
an Emotional Connection 
-Initiatives to Enhance Mazda’s Brand Value-

Further Promoting Brand Value Management

The Mazda Group promotes initiatives to enhance its product and corporate brand value, while emphasizing dialogue with 
customers and other stakeholders. Mazda believes that it can develop its business and enhance its corporate value by gaining the 
trust and support of its stakeholders. This concept is called “Brand Value Management,” and has been promoted in earnest since 
2013.

Becoming a Brand with which Customers Feel an Emotional Connection

In the Structural Reform Stage 2, a medium-term business plan starting from FY March 2017, the Mazda Group sets forth global 
sales and network enhancement as one of its main initiatives to improve brand value. Aiming to create an emotional connection 
with customers in more than 130 countries and regions where Mazda vehicles are sold, the Company is driving drastic reforms 
at the sales frontline with an emphasis on improving customers’ brand experience.

Changing the Conventional Communication

In 2002, Mazda announced its brand slogan “Zoom-Zoom” worldwide. In synergy with sporty product lineups, the slogan 
has successfully formed Mazda’s brand image as it is today. “Zoom-Zoom” represents that Mazda’s creativity and innovation 
continuously delivers fun and exhilarating driving experiences to customers who remember the emotion of motion first felt as 
a child. Initially, however, the brand slogan tended to function only as a tool of the marketing communication strategy. It was 
therefore necessary for Mazda to change its conventional communication strategy in order to embody the brand slogan in the daily 
operations of distributors and dealerships, from the perspective of establishing a bond with customers.
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All touch points with customers

Connecting with customers
-A dialogue at Tokyo Motor Show 2015-

Brand communication slogans tailored to the 
culture and customs of each country/region 
(As of July 2016)

[Australia] Imagination Drives Us

[North America] Driving Matters

 [Japan] Be a Driver.

 [China] BREAKER+越己・心力量

[Europe] Defy Convention

Feature Story 2   Becoming a Brand with which Customers Feel an Emotional Connection

Three Approaches to 
Establish an Emotional Connection with Customers

To establish an emotional connection with customers, Mazda considers it  
necessary to take into account all touchpoints, i.e., not only the period during 
which customers are in possession of a Mazda vehicle, but also the periods 
before they purchase the vehicle and after they let go of it. Based on this idea, 
marketing, sales, customer services, and other departments jointly set up a 
team to discuss this subject. After  much discussion, the team summarized three 
approaches required to establish a bond with customers.
The first approach is to view customers from a lifelong perspective. In childhood, 
people ride in their family vehicle, and after growing up, they enjoy owning 
their own vehicle. Then at an advanced age, they return to riding in someone 
else’s vehicle. It is important to have customers continue to feel close to Mazda 
and Mazda vehicles over all these years. The second approach is to always 
provide customers with excitement and stimulation and continuously maintain 
the relationship so that customers can feel a stronger connection to Mazda as 
time proceeds. The third approach is to place particular emphasis on Mazda’s 
uniqueness. Examples include Mazda’s strong attachment to Hiroshima, Japan, 
where its Head Office is located, and its enthusiasm for offering driving pleasure.

Establishing an Emotional Connection through Value 
Co-creation 
The integrated philosophy for brand value management has produced 
interdepartmental collaboration at the Mazda Head Office, and is gradually 
establishing the same system and process throughout the Mazda Group. As 
a result, a climate for creating new value based on the knowledge obtained 
through various dialogues—in other word, co-creation—is being cultivated. 
Through co-creation activities, the Mazda Group believes that it can offer an 
experience of vehicle ownership that will help customers enjoy fulfilling lives, and 
thereby establish emotional connection with them.

Respecting the Cultures of Each Country/
Region while Sharing a Common Strategy

Frontline sales staff from distributors and dealerships in Japan and overseas 
were offered many opportunities to visit Mazda’s Head Office and plants, to 
deepen their understanding of and empathy with the three approaches stated 
above. In addition to increasing understanding of the philosophy and passion 
behind all Mazda vehicles, these sessions consistently emphasized the common 
brand value Mazda wants to offer customers through its vehicles, and the sales 
staff’s recognition has gradually improved.
After obtaining their understanding of and empathy with the direction of the 
three approaches imparted at Mazda Head Office, the Company entrusts 
frontline sales staff, who know well the regional characteristics, to determine 
and implement specific measures. This is to take careful measures tailored to the 
culture and customs of each country or region, and to understand and respect 
the needs of customers and their way of thinking. While the Mazda Group may 
not be a large business entity, its relatively small scale enables it to better 
coordinate its Group companies in each country or region, and makes it possible 
to share best practices throughout the Mazda Group.

Contract 
and vehicle 

delivery

Regular 
vehicle use

Interest and 
information 

seeking

Communication 
with dealerships 

and staff

Next 
purchase

Inspection, 
repair and 
loaner car 

arrangement

Test-rides 
and sales 

communication

Communication 
with the Mazda 

brand

Mazda Motor Corporation 10



Changing within to Create a Connection with Customers
We aim to establish an emotional connection with our customers by strengthening their 
attachment to Mazda and its products. We consistently implement measures enabling all those 
concerned with Mazda vehicles to share the same objectives and provide a consistent brand 
experience across the five Ps: people, products, prices, place and promotion. The key factor behind 
the progress in these initiatives is the fact that the top management team declared the promotion 
of brand value management in 2013. Numerous dialogues and training sessions on brand value 
management have been held, and important viewpoints identified during this process have begun 
to take root within the Mazda Group.
Previously, even within the Mazda Head Office, I felt that there were not always a lot of 
opportunities for different departments to carry out specific measures from the same perspective. 
This situation was resolved by the development of brand value management. Presently, a system 
is being established under which divisions including research and development, production, 
marketing, sales and customer services work together toward co-creation. 
In the past, I think that it was difficult to realize co-creation, although respective departments felt 
its necessity. Against this background, their field of vision must have been suddenly expanded, 
when top management showed them the direction to be taken. 
Now I feel that we are becoming aware of the importance of co-creation, while holding discussions 
between concerned parties about their own problems, working together to devise solutions, and 
accumulating successful cases—no matter how small they may be. 

Steady Activities will Eventually Produce Substantial Results
Conventionally, various events for distributors and dealerships at home and abroad have been 
planned and implemented primarily by the marketing and sales departments in the Mazda Head 
Office. However, now people involved in making vehicles, including those from the research and 
development, design, and production engineering divisions, also participate. Members directly 
involved in the creation of cars talk about the aspirations they put into each product. 
After listening to their stories, participating leaders of distributors and dealerships take them back 
to their companies, where they share the information with other employees. These meetings also 
serve as a venue for important dialogue aimed at co-creation between Mazda Head Office and 
distributors/dealerships. At the Tokyo Motor Show 2015*1, we organized an event focusing on the 
dialogue between visitors and Mazda staff in charge of vehicle development. The event received 
a great response both from inside and outside of the Company. Seeing this dialogue as a precious 
opportunity for the Mazda Group to realize co-creation with customers, we are now planning to 
organize similar events on the occasions of overseas motor shows to be held in Geneva, New York, 
Beijing and other locations. “Rome was not built in a day.” We understand that it is impossible to 
garner many Mazda fans in a short time. Believing that steady activities via such dialogues will  
eventually lead to establishing an emotional connection with many customers around the world, 
we will continue these endeavors.
* Held from October 30 to November 8, 2015

Every Dialogue with Customers Strengthens the Bond

Passion for Product Development Directly 
Conveyed Around the World
[Co-Creation Meetings: Creating Bonds with 
Overseas Group Companies and Distributors]
The co-creation meeting program offers opportunities for persons in 
charge of product development, design and production to go overseas 
to give presentations about new products before they are launched. 
At the co-creation meeting, members involved in developing and 
producing the product and those from the local distributors/dealerships 
exchange opinions to consider together how to proceed with the market 
introduction of a new product. Directly listening to the presentations 
of engineers involved in product development and production helps 
overseas companies to develop sales staff who can better explain to 
customers the features of the product and the aspirations behind it. For 
Head Office employees, the meetings serve as important opportunities 
to feel the enthusiasm of overseas dealerships and distributors directly, 
and reaffirm their pride in and responsibilities for creating a product.

Striving to Become a Brand with a Personal Touch
[Tokyo Motor Show 2015]

Mazda participated in the Tokyo Motor Show 2015, where the 
Company offered visitors opportunities for direct dialogue with 
staff members, through a talk session, lecture and other programs. 
The Mazda booth was mainly staffed by engineers in charge of 
product development, rather than models. Mazda placed emphasis 
on ensuring that these staff members sincerely answered visitors’ 
questions, while expressing their enthusiasm and philosophy for 
making vehicles. For example, for a customer who had driven his 
beloved Roadster (MX-5 overseas) for over two decades, the staff 
explained how to better maintain his old vehicle, in addition to 
giving explanations about the new model displayed in the booth. 
Some visitors, including this man, posted reports on SNS sites, 
which helped Mazda’s attitude toward customers to gain attention.

General Manager
Brand Strategy Department
Global Sales & Marketing Division

Yoji Nukina
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In Pursuit of Service that Provides Customers with an Outstanding Brand Experience
The duty of customer service related divisions is to provide customers with safe and secure 
ownership experiences, as professionals with maintenance knowledge and skills. Traditionally, 
we have made all-out efforts to train maintenance service staff and prepare easy-to-
understand service manuals, to ensure that reliable repair and maintenance services can be 
performed after customers had purchased vehicles.
However, in the course of promoting brand value management, and working together with 
sales, marketing and other related divisions to consider what kind of brand experience we 
should offer customers, we have become aware of many points to be addressed.
For example, the attitudes during repair work may differ according to the maintenance/repair 
service staff members. We noticed that whether they think that they are just fixing a vehicle 
or they regard the repair as an opportunity to offer a brand experience to the customer will 
make a difference, not only in the quality of maintenance, but also in terms of communication 
with customers.
This awareness has motivated us to review who should attend training programs when a new 
product is released. We are now expanding the scope of participants, who were previously 
all sales representatives, to include maintenance service staff members. In addition to the 
content of maintenance work, if the service staff members could explain about the structure 
and comfortable ride of the vehicles, and convey the aspirations of the engineers in charge of 
product development, our customers would be even more pleased.

Creating a Culture of Caring about Customer Touchpoints
New initiatives are also under way in areas other than maintenance service. One example 
is the distribution of owner’s manuals in digital format. In Japan, we have developed these 
electronic owner’s manuals that are accessible from various terminals, in order to render thick 
and wordy manuals more user-friendly. Also, these manuals reflect our hopes that customers 
can use Mazda vehicles more safely and with greater peace of mind, and that they can make 
fuller use of increasingly multifunctional devices.
In its Corporate Vision, Mazda stipulates it will “brighten people’s lives through car ownership.” 
Unlike products and advertisements, it is difficult for the area of customer services to convey 
a message in a visible manner. It is therefore all the more important to create and maintain 
bonds with customers through each and every touch point in our daily operations.
In the future we will continue diligent efforts to cultivate a culture and human resources that 
together ensure that members involved in customer services understand the importance of 
the philosophies and processes mentioned above, and that they can take good care of the 
touchpoints with customers.

Aiming to Make Mazda a Consistent Presence in Customers’ Lives

Making Customers Feel Close to Mazda Vehicles
[Electronic Owner’s Manual]
Mazda has developed an electronic manual for the Roadster (MX-
5 overseas), that is designed to be “intuitively searchable.” The 
on-line manual is equipped with various functions. Among them is 
Visual Search, with which users can rotate images of the vehicle’s 
exterior and interior by 360 degrees to select the portion they 
want to check. Search by Scene allows users to choose from among 
several occasions such as driving and operational scenes. When 
using Keyword Search, if you enter “ceiling” or “roof” in Japanese 
into the search box, search results including “Soft Top” will appear. 
With these features, the manual has been well-received, winning 
four awards including Manual of the Year in the Japan Manual 
Contest 2015.

Feature Story 2   Becoming a Brand with which Customers Feel an Emotional Connection

Seeking to Improve Service Engineers’ Skills,  
including Customer Service Skills
[Service Skills Competitions]
Service Skills Competitions, in which service engineers compete 
in various skill categories, including customer service skills, offer 
ideal opportunities for participants to improve their skills, against 
the backdrop of increasing demand for high-quality service. From 
2015 to the summer of 2016, Mazda hosted regional competitions 
in various parts of the world, including North America, Central  
& South America, Asia and Oceania. The winners of these 
competitions will be brought together in the International Service 
Skills Competitions slated for 2017, which will decide the world’s 
best service engineer in the Mazda Group.

Staff Manager
Customer Service Division

Tomomi Minami
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EMPLOYEE'S VOICE

(Left) Shota Masuda Mazda Brand Space Osaka
(Center) Masafumi Inoue Brand Promotion Department, Domestic Business Division

(Right) Rena Iwai Mazda Brand Space Osaka

Building Emortional Connection with Customers through Dialogue

Providing a Mazda Brand Experience that Exceeds 
Customer Expectations
Mazda is striving to improve customer satisfaction through providing a Mazda brand experience that exceeds customer expectations.

We are in charge of planning and operation of Mazda Brand Space Osaka, a 
new Mazda brand communication base opened in January 2016. This space is 
used to offer a Mazda brand experience to customers, where they are able to 
have direct dialogue with Mazda engineers engaged in research & development 
and manufacturing of vehicles. We go beyond the conventional approach and 
pursue an ideal form of dialogue that will help to make Mazda more favored 
by customers. Through such dialogue, we are building bonds or emortional 
connection with customers.

Customer Satisfaction

Mazda Brand Space Osaka 
a Mazda brand communication base

Opening ceremony of the Service Skills Competition 
in the Middle East

The Future of Mazda Design – Mazda RX-VISION
(Unveiled for the first time in the world at the Tokyo Motor 
Show in the fall of 2015)

Commitment to Customers
http://www.mazda.com/en/
csr/csr_vision/customer/
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Efforts to be Relied on by Customers
The Mazda Group promotes brand value management. By 
enhancing its brand value, the Group aims to increase the 
number of enthusiastic Mazda fans and attain its business 
growth, thereby consequently enhancing its corporate value. 
In line with this concept, Mazda pushes forward with various 
initiatives in cooperation with local distributors/dealerships to 
provide customers with a Mazda brand experience in all stages 
of their car ownership, with a view to building special bonds 
with customers (see pp. 9-12).

Supporting Customers’ Car Ownership Assuredly
Aiming to realize “safer, secure and comfortable ownership 
experiences” and “customer services that will be relied on by 
customers,” Mazda strives to provide the best possible customer 
services. The Company offers training for both service trainers 
and service staff to help them acquire advanced knowledge/
maintenance skills and to provide customers with honest, 
faithful advice for their car ownership. The Company also hosts 
Service Skills Competitions both in Japan and overseas with the 
aim of boosting the service skills and motivation of service staff.

Design Theme, KODO – Soul of Motion
Mazda sees a car not as an object, but a living entity. The 
Company wants to make the relationship between driver 
and car one based on emotion, like that of a horse and rider. 
Therefore, a car cannot be a simple tool; it must have the 
vitality, expressiveness and power of a living creature. In order 
to realize this ideal, the Company announced the KODO—Soul 
of Motion design theme, which brings cars to life, in 2010. 
This design philosophy has been applied to all new-generation 
models globally since the Mazda CX-5 launched in 2012, and 
has been highly acclaimed around the world.

Detailed 
information

http://www.mazda.com/en/csr/csr_vision/customer/


Quality
http://www.mazda.com/en/csr/
csr_vision/customer/quality/

 Fumika Ochi
Quality Assurance Department, Quality Division

Delivering Safety, Trust and Excitement to Customers
Mazda enriches the lives of its customers by provide products and services that reflects steady and uncompromising work.

Quality

量産準備

Customer

Quality improvementProduct planning

1. Establishing quality 
     for new products

2.  Achieving quality that exceeds 
customer expectations

3. Cultivating human resources capable of thinking and acting for the happiness of customers

Development/design

Mass-production 
preparation Production Inspection Logistics Sales/Customer service

Recommend to others/
Repurchase intent

Ownership

Considering purchaseNew 
customer

Purchase

Under its Corporate Vision, Mazda further 
advances the efforts it has made and 
promotes united collaboration among 
all areas, continuing to enhance Mazda’s 
unique value. To deliver customers safety, 
trust and excitement through automotive 
lifestyles, Mazda makes Group-wide efforts 
to “establish quality for new products,” 
“achieve quality that exceeds customer 
expectations,” and “cultivate human 
resources capable of thinking and acting 
for the happiness of customers.”

“100-1=0” expresses Mazda’s strong desire to provide 100% quality for every single 
vehicle for every individual customer, under the belief that “It will be meaningless if 
even only one out of 100 vehicles is found to be defective, because for an individual 
customer, his/her vehicle is not one out of 100 vehicles but the only one.”
Pursuing a kind of vehicle production that respects each vehicle as a certain 
customer’s “one-and-only”, Mazda first aims to achieve “zero defect,” target and then 
realize value that exceeds customer expectations, such as design theme, KODO-Soul 
of Motion, and outstanding environmental and safety performance. These elements 
embody driving pleasure, which is the hallmark of the Mazda brand.

To improve quality at each workplace, QC circle activities* are implemented not only 
inside Mazda but also at suppliers, dealerships and overseas production sites. The 
All Mazda QC Circle Competition is held every year at the Mazda Head Office, where 
achievements in quality improvement activities are presented. Inviting QC circles 
of overseas sites such as China, Thailand and Mexico, the competition is held on a 
global scale. During FY March 2016, the QC circle which was awarded as an excellent 
circle at the All Mazda QC Circle Competition participated in the All Japan QC Circle 
Grand Competition, and received the Best Impression Award, demonstrating its high 
reputation outside the Company.
* Small-group activities for quality control and improvement in the same workplace

Approach to Quality Improvement

“100-1=0” To Provide 100% Quality for Vehicle Production  

Mazda QC (Quality Control) Circle Activities

Establishing the brand value to be 
delivered to customers

Realizing the value that exceeds customer 
expectations KODO-Soul of Motion design, 
Jinba-Ittai*, fuel economy, etc.

Pursuing vehicle production that respects each 
vehicle as “one-and-only” for the customer
[Achieving “zero defects”]

EMPLOYEE'S VOICE

Making Steady Improvement with the Aim of Achieving the Best 
Quality in the World
I am in charge of preventing the recurrence of product quality issues. Developing 
people is essential, because the actions of all of the people involved in 
manufacturing influence quality improvement. Therefore, in order to expand the 
issue beyond technical aspects and develop fundamental measures that delve into 
the ways of personnel, the organization (management), and culture, I try to visualize 
the difference between the ideal and the reality and share it with the relevant 
persons. Although it requires much effort to dig into each factor and formulate 
measures, I take lead to make steady improvement with the aim of achieving the 
best quality in the world, in order to bring smiles to customers’ faces, working with 
related departments such as product development and manufacturing.
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* Mazda’s unique driving philosophy, literally, “rider and 
horse, are one.” Mazda aims to create oneness between the 
car and the driver, just as a horse and rider communicate 
through feelings, thereby realizing the very best driving 
experience.

All Mazda QC Circle Competition

Detailed 
information

http://www.mazda.com/en/csr/csr_vision/customer/quality/


Initiatives in Vehicles

Mazda endeavors to enhance 
safety awareness among adults 
and children through various 
means of communications, 
including the events raising 
traffic safety awareness, and 
safety driving demonstration 
with the lessons for a safer and 
comfortable driving position.

Mazda works in collaboration 
with governments, local 
communities, and related 
companies to realize a society 
where road traffic is safe 
and accident-free. As part 
of such efforts, Mazda has 
been proactively supporting 
the ITS* project,  as an 
automotive manufacturer.

Initiatives with People Initiatives with Roads and Infrastructure

Aiming to Achieve a Safe and Accident-Free 
Automotive Society
Mazda aims to achieve a safe and accident-free automotive society from the three viewpoints of vehicles, people, and roads and 
infrastructure, Mazda is promoting safety initiatives.

Pursuing Safety Technologies that Ensure Safer and Secure 
Driving Pleasure

EMPLOYEE'S VOICE

I am in charge of planning and promotion of strategies for safety technologies. 
We have discussions to find the ideal to aim at for the future and draw road maps 
to achieve the ideal. Since this job requires the profound knowledge of product 
technologies and development processes, and also the ability to understand the 
changes in the external environment, I have to keep learning every day through 
reading related theses and other efforts. I will pursue safety technologies that ensure 
safer and secure driving pleasure for the period of car ownership of a customer, in a 
uniquely Mazda way.

 Masakatsu Kawabata
Technology Planning Department, Product Strategy Division

Safety
http://www.mazda.com/en/
csr/safety/Safety

Three Viewpoints of 
Safety Initiatives

Educating people 
about safety

Developing and 
commercializing safe 
vehicles

Participating in efforts 
to improve traffic 
environments

Vehicles

Roads and 
infrastructurePeople

Risk of
accident rises

Low

High

What Mazda’s safety technologies aim to provide

Risk of accident is low
(Safe operation of vehicle)

Risk of
Accident

Accident 
happens

Accident becomes 
unavoidable

Injury
reduction

Accident
reduction

Help protect passengers 
and pedestrians in the 
event of an accident

Help avoid or reduce the 
severity of an accident 
when the driver alone 
cannot safely operate the 
vehicle

Provide hazard alerts 
to help the driver avoid 
dangers and recover the 
safe operation of the 
vehicle

Maximize the range of 
conditions in which the 
driver can drive safely 
and comfortably

Mazda Proactive Safety
Mazda’s safety philosophy, which guides 
the research and development of safety 
technologies, is based on understanding, 
respecting and trusting the driver (see p. 8).

Mazda’s i-ACTIVSENSE* is an umbrella term covering a series of advanced safety technologies, developed in line with Mazda 
Proactive Safety. They include active safety technologies that support safer driving by helping the driver to recognize 
potential hazards, and pre-crash safety technologies that help to avert collisions or reduce their severity in situations where 
they cannot be avoided.

To drive safely it is essential to recognize 
potential hazards, exercise good judgement 
and operate the vehicle in an appropriate 
fashion. Mazda aims to support these 
essential functions so that drivers can drive 
safely and with peace of mind, despite 
changing driving conditions.
Since drivers are human beings, and human 
beings are fallible, Mazda offers a range of 
technologies which help to prevent or reduce 
the damage resulting from an accident.

* ITS: Intelligent transport system uses telecommunications technology to bring together 
vehicles, people, and the traffic environment, with the aim of easing traffic congestion and 
reducing the number of accidents throughout Japan.

* http://www.mazda.com/en/innovation/technology/safety/i-activsense/

Dialogue about the Importance of Proper Driving 
Position

ITS Demonstration Tests on Public Roads in 
Hiroshima City

Detailed 
information

Mazda Motor Corporation15

http://www.mazda.com/en/csr/safety/
http://www.mazda.com/en/innovation/technology/safety/i-activsense/


Mazda is promoting environmental initiatives in cooperation with its suppliers. 
With the aim of reducing the environmental burden throughout its entire supply 
chain, Mazda engages in operation activities in compliance with the “Mazda 
Green Purchasing Guidelines.” These guidelines require all of its suppliers 
worldwide to undertake measures to reduce their burden on the environment, 
at all stages from product development to manufacturing and delivery. The 
guidelines also make it clear that Mazda will give preference in purchasing to 
suppliers who implement such environmental measures.

Promoting Green Purchasing

Reducing Environmental Impact
throughout the Entire Vehicle Life Cycle
Mazda views environmental protection as an urgent issue for humanity, and the highest priority issue facing automakers. The Company is 
making efforts to reduce environmental impact throughout the entire product life cycle.

Realized High Quality, Low Environmental Impact Water Based 
Painting through Collaboration

EMPLOYEE'S VOICE

I work as manager of the body-painting lines at the production site in Nanjing,  
China. In order to address air pollution, we introduced the Aqua-Tech Paint System, 
a water based painting technology with low environmental impact (VOC*). The 
Nanjing Plant became the second site to introduce this painting technology after  
Ujina Plant No.1 at the Mazda Head Office. We have realized the same paint quality 
as the Ujina Plant through collaboration with the Head Office. I have mastered 
knowledge of how to manage the facilities through training at Ujina Plant No.1. I will 
continue to strengthen cooperation within the Mazda Group and seek to produce 
high quality cars while reducing the environmental impact.
* volatile organic compound

Ren Ying
Manufacturing Division, Changan Mazda Automobile Co., Ltd.

Environment

Mazda actively adopts initiatives to promote a low-carbon, recycling-oriented society in harmony with nature, in cooperation 
with local governments, industrial organizations, and non-profit organizations. These efforts are reflected in all of Mazda’s 
corporate activities with the aim of achieving a sustainable society. The Company established the Mazda Global Environmental 
Charter as the basic policy for environmental matters in the Mazda Group. Specific target-setting and actions for each target 
are being executed in accordance with the Mazda Green Plan 2020.

Approach to the Environment

Themes to Be Resolved in the Future ~ Mazda Green Plan 2020 ~

Considering the following four themes as the issues that both customers and 
society expect automakers to make positive contributions toward, Mazda 
is promoting initiatives in two areas: “vehicles and vehicle technology” and 
“manufacturing, logistics, office operations, social contributions, etc.”

1. Energy- and Global-Warming-Related Issues
Undertaking measures to reduce CO2 emissions over the entire life cycle 
of a vehicle.

2. Promoting 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.

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

4. Environmental Management
Develop environmental management throughout the entire Group and 
supply chain.

Approach on the Mazda Green Plan 2020

1.
Energy- 
and Global-
Warming-
Related Issues

2.
Promoting 
Resource 
Recycling

3.
Cleaner 
Emissions

4.
Environmental 
Management

a. Vehicles and vehicle technology

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

Reduce environmental impact 
throughout the entire vehicle life cycle

Environment
http://www.mazda.com/en/csr/
environment/

R&D

Product development 
and design with 

consideration for 
recycling needs

End-of-life 
vehicles

Construction and promotion 
of recycling systems

Reduction of waste 
materials and 

promotion of recycling
Logistics

Development of three Rs* for packaging 
and wrapping materials

*Reduce, reuse, and recycle

Example image: resource recycling

Production

Detailed 
information
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Environment

Automotive Industry Initiatives to Meet 
Environmental Challenges

1970  2000　        2030

Improving Average Fuel Economy of  
All Mazda Vehicles

Mazda is actively developing unique technologies to help achieve a sustainable society.
In March 2007, Mazda announced its long-term vision for technology development: “Sustainable Zoom-Zoom” (see p. 7).  
The basic policy of the vision is to “provide all customers who purchase Mazda vehicles with driving pleasure as well as 
outstanding environmental and safety performance.” In line with this vision, Mazda has promoted initiatives to address 
various environmental issues, based on the following perspectives.

Efforts Regarding Product and Technology Development

As vehicle ownership continues to expand around the world, automobile 
manufacturers must redouble their efforts to achieve cleaner exhaust 
emissions, and improve fuel economy in order to cut CO2  emissions and help 
reduce the world's dependence on increasingly scarce fossil fuels.  Mazda 
considers it necessary to develop a multi-solution approach to automobile-
related environmental issues that takes into account various factors such as 
regional characteristics, vehicle characteristics and types of fuel.

Based on the Sustainable Zoom-Zoom long-term vision for technology, 
Mazda cuts CO2 emissions through improved fuel economy and provides 
all customers who purchase Mazda vehicles with driving pleasure and 
outstanding environmental performance.  In April 2015, Mazda set a 
new goal of raising the average fuel economy of all Mazda vehicles sold 
worldwide by 2020 by 50% compared with 2008 levels.

Mazda adopts the Building-Block Strategy to realize its goal of raising the 
average fuel economy of Mazda vehicles sold worldwide. Even in 2020, 
Mazda expects that the world’s key energy sources will continue to be mainly 
petroleum-based and that the majority of vehicles will still be powered 
by internal combustion engines. Consequently, Mazda’s Building-Block 
Strategy prioritizes improvements in base technologies such as improving 
the engine’s thermal efficiency and reducing the weight of the vehicle body. 
The next step of the Building-Block Strategy is the gradual introduction of 
electric devices such as idle-stop, brake energy regeneration, and hybrid 
powertrains. This approach to reducing total CO2 emissions does not rely 
heavily on a small proportion of specific eco-friendly models. Rather, Mazda 
aims to deliver vehicles with excellent environmental performance at an 
affordable price to customers worldwide, including emerging countries, 
which may lack special infrastructure.

Approach to Product Environmental Performance

Improving the Average Fuel Economy of All Mazda 
Vehicles 50% by 2020

Promoting the Building-Block Strategy

Anticipated Expansion in Adoption of Environmental Technologies (Through 2020)
Graphic representation of global market share of powertrain technologies

2009 2015 2020
● Stricter fuel economy standards globally
● Need for big boost in energy efficiency
● Expanded adoption of electric device technologies

*1 Hybrid vehicle with a battery that can be charged with household power supply
*2 A system that converts a vehicle’s kinetic energy during deceleration into electricity for reuse

GEN＊12

GEN＊11

Replacing 
fossil fuels

Reducing 
CO2

Cleaner 
emissions

Environmental 
challenges facing 
the automotive 
industry

Multiple Solutions
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Plan to raise average fuel 
economy globally:

Plan to raise average fuel 
economy globally:  30%

approx. 

50%

Result: 26% *2

*1 GEN=Abbreviation of “generation”
*2 As of the end of FY March 2016, the Company has raised the 

average fuel economy of Mazda vehicles sold worldwide by 
26% compared with 2008 levels (Plan: 30%). (This is the result 
of the Company’s achievement of both raising global fuel 
economy and satisfying customer needs. On the estimated 
sales model mix basis at the time of the announcement of 
the plan, the Company almost accomplished the plan of an 
increase of 30% compared with 2008 levels. However, the 
sales model mix result changed due to higher demand for 
crossover SUV models than estimated).
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Hybrids

Idling stop system

● Introduction of hybrid technology 
and idling stop technology
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Hybrids

Electric Vehicles

Plug-in Hybrids*1

Brake energy 
regeneration 
system*2

Base engines 
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● Expanded use of electric device technologies and 
increased introduction of electric vehicles

Base engines 
(Internal combustion engines)

Idling stop 
system

Brake energy 
regeneration 

system*2

Electric Vehicles

Plug-in Hybrids*1
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Sedan, 
hatchback, 
wagon, etc.

SUV/
crossover

Sports car

Atenza/Mazda6
 (From November 2012)

Axela/Mazda3
(From September 2013)

New CX-9
 (From May 2016)

Roadster/MX-5 
 (From May 2015)

The term SKYACTIV TECHNOLOGY covers all Mazda's innovative next-generation base technologies. Mazda is making 
comprehensive improvements in base technologies, such as enhancing the efficiency of powertrain components including 
the engine and transmission, reducing vehicle body weight, and improving aerodynamics. Based on the Building-Block 
Strategy, Mazda combines the base technologies with electric device technologies in the following three steps.

SKYACTIV TECHNOLOGY and Electric Devices

*Hybrid vehicle with a battery that can be charged with household power supply

Step 3: Motor Drive Technology (Hybrid System)

Step 2: Brake Energy Regeneration System  (i-ELOOP)

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

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

SKYACTIVE TECNOLOGY

Idling stop system Brake energy 
regeneration system

Electric 
Vehicles

Plug-in hybrids,*etc.
Gasoline hybrids

Hydrogen hybrids

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

SKYACTIV-G
New-generation 
highly-efficient direct-
injection gasoline 
engine 

SKYACTIV-CHASSIS
High-performance, 
lightweight chassis

SKYACTIV-D
New-generation highly-
efficient clean diesel 
engine

SKYACTIV-DRIVE
New-generation highly-
efficient automatic 
transmission

SKYACTIV-MT
New-generation 
manual transmission 

SKYACTIV-BODY
Lightweight body with 
high rigidity 

New-Generation Models Incorporating SKYACTIV TECHNOLOGY 
and Electric Devices*

* Availability depends on country or region.
* ( ):timing of the introduction

* Varies depending on specifications.

Demio/Mazda2
 (From September 2014)

CX-3
(From February 2015)

CX-5
(From February 2012)

Small Mid-size

 (Figure in brackets shows change over preceding model)  
Fourth generation S [1.5L 6MT] 990kg (-120kg)

Third generation (final model)  [2.0L 5MT] 1,110kg (+80kg)

Second generation (final model) [1.6L 5MT] 1,030kg (+90kg)

First generation (debut model)  [1.6L 5MT] 940kg

Roadster/MX-5 Curb Weight by Generation*

New CX-4
 (From June 2016)

Environment
http://www.mazda.com/en/csr/
environment/

Achieving a Drastic Weight Reduction
In developing the Roadster/MX-5, Mazda 
completely redesigned the vehicle and 
drastically reduced weight to realize responsive 
driving performance. In addition to adopting 
SKYACTIV TECHNOLOGY, which pursues the 
ideal structure in each domain, including body, 
chassis, and engine, the Company optimized the 
allocation of functions, reduced size, revamped 
structures, and increased the use of aluminum 
and other lightweight materials. Also, a strategy 
of thoroughly reviewing every part to look for 
weight reductions as small as one gram enabled 
Mazda to significantly reduce the weight of 
the new Roadster/MX-5 as compared to its 
predecessor.

TOPICS

Body size

Bo
dy

 ty
pe

Detailed 
information
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Basic Principles
As a company engaged in global business, Mazda is fulfilling its responsibilities as a good corporate citizen through 
ongoing involvement in socially beneficial activities tailored to the needs of local communities, in order to ensure that 
its business activities contribute to the building of a sustainable society.
Plans for Future Activities
　■   Proactive, ongoing responses to social needs through the 

core business activities of the Mazda Group in Japan and 
overseas

　■   In collaboration with local communities, contribute to the 
development of a sustainable society through activities 
tailored to the needs of communities

　■   Emphasize and provide support for self-motivated volunteer 
activities by employees, and incorporate diverse values to 
foster a flexible and vibrant corporate climate

　■   Proactively disclose the details of activities and engage in a 
dialogue with society

Basic Policy on Initiatives

In May 2010, Mazda established the Social Contribution Committee. The role of this committee, which meets regularly (twice 
a year), is to discuss issues facing the entire Mazda Group and share information, based on the social contribution policy and 
the CSR targets. Mazda also offers support to help employees become actively involved in volunteer activities.

FY March 2016 Results: Carried out over 400 activities in Japan and overseas (Around 100 activities are summarized in 
Mazda Sustainability Report 2016 [Social Contributions Version]). Mazda selected prizewinning activities for the 2nd Annual 
Mazda Social Contribution Prize as a commendation system to recognize outstanding social contribution activities.

Promotion Framework

The Mazda Group provides various supports for the early recovery and restoration of areas affected by natural 
disasters. Mazda Head Office coordinates with its production/business sites in the affected area to provide appropriate 
support in case of natural disasters such as an earthquake and abnormal weather.
Recent support cases: Great East Japan Earthquake/ Kumamoto Earthquake (Japan), Nepal Earthquake (Nepal)

Support for Disaster-Affected Areas

Mazda Foundation

Fulfilling Responsibilities as a Good Corporate Citizen
Mazda commits itself to ongoing involvement in socially beneficial activities tailored to the needs of local communities.

[Japan] Industry-Academia-Government Collaboration in Hiroshima
As a company with its development and production facilities based mainly in Hiroshima Prefecture, Mazda believes that cooperation with local 
business and industry is very important. Under this belief, Mazda is collaborating with the Chugoku Bureau of Economy, Trade and Industry, 
Hiroshima Prefecture, Hiroshima City, Hiroshima Industrial Promotion Organization, and Hiroshima University to support local automobile-
related companies and promote innovation and the vitalization of the region. This industry-academia-government collaboration is aimed at 
seeking out new frameworks to support local businesses and investigating next-generation automotive societies.

TOPICS

Social Contributions

Three Pillars in Basic Policy on Social 
Contribution Initiatives

The Mazda Foundation, charitable organization, was 
established by Mazda Motor Corporation in 1984, to 
support activities to promote science and technology and 
the sound development of youth.

The Mazda Foundation in the U.S., Australia and New 
Zealand support activities in the fields of the environment, 
safety, human resources development, community 
contributions, etc., in each region.

Overseas

Japan 

Mazda Foundation New Zealand: Native 
Tree Planting to Create Native Gardens

Mazda Foundation (in Japan): Solar car production 
and racing in the “Let’s Play with Familiar Energy!” 
educational program for elementary school children
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Environmental and 
Safety Performance

Human Resources 
Development

Community 
Contributions

Responsibility as an 
automobile manufacturer

Fostering people who 
will be future leaders in 
the foundation of society 
and in business

Responding to local 
social needs as a good 
corporate citizen



Contributing to Our Community with Donation and Volunteer

EMPLOYEE'S VOICE

I am in charge of promoting the Mazda Drive for Good campaign, which contributes 
to communities by making a customer-directed donation to charities for every new 
Mazda sold or leased during the event. In addition to the donation, MNAO makes the 
campaign unique by pledging one hour of charitable service for every test drive of a 
new Mazda. MNAO employees and dealers across the nation have participated in the 
volunteer activities. I will continue to promote the Mazda Drive for Good campaign and 
volunteerism to get to a point where every employee is volunteering, helping a cause in 
which they believe and giving back to their local communities in their own way.

 Nick Beard
Specialist, Corporate & Internal Communications

Mazda North American Operations (MNAO)

Social Contributions
http://www.mazda.com/en/csr/social/
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Examples of Social Contribution Activities
Support for Children’s Education — Mazda Museum

For Mazda Museum information, visit http://www.mazda.com/en/about/museum/

The Mazda Museum at the Hiroshima Head Office (Hiroshima Prefecture) has welcomed aroud 
1.44 million visitors through its doors since its opening in 1994. The Museum offers exhibitions of 
Mazda’s history, technology, etc. In addition, the Museum provides the tour of Mazda’s assembly 
line and learning opportunity about the vehicle manufacturing process, helping to augment social 
studies curriculums in elementary and junior high schools. Many people from around the world visit 
the Museum, where guidance is provided in both Japanese and English.

Environment Human resourcesSafety Community

Raising Safe Driving Awareness — Project Yellow Light

Since 2012, Mazda North American Operations (MNAO) has been supporting the Project Yellow 
Light safe driving education program targeted at young people. In addition to cooperating in 
solicitation for public service announcement videos regarding the danger of texting while driving, 
MNAO promotes safe driving awareness by organizing events in which young racing drivers involved 
in Mazda Motorsports offer safe driving classes at colleges and high schools.

Human resourcesSafety Community

Through the Wheat Field Project Education Foundation, a non-governmental NPO for educational 
support in China, Mazda Motor (China) has established the Mazda Wheat Seedlings Class for schools 
whose students have little assess to books other than text books in 2012. MCO provides both 
financial and mental support to these schools.

Support for Children — Wheat Field Project Education Foundation
Human resources Community

Safety and Health Education — Safety at School and HIV/AIDS Social Responsibility

AutoAlliance (Thailand) has been cooperating with an in-house volunteer group “Hope Club” 
to promote the “Safety at School Project.” It also supports the community for HIV/AIDS at  
House of Grace Child Foundation, which is the workhouse for taking care of children affected 
by HIV/AIDS.

Human resources Community

Environment  Initiatives contributing to environmental protection　 Safety  Initiatives contributing to traffic safety

Human resources  Initiatives aimed at fostering the next generation　 Community  Community-based initiatives

Detailed 
information

Working with SOS Children’s Villages (Pan-European)

Mazda Motor Europe (MME) and many national sales companies in Europe have been working 
with SOS Children’s Villages* in their respective countries. As Mazda’s unique approach, MME 
and the national sales companies also support vehicle transportation and volunteering by  
their employees.
* A worldwide organization that care for children who are unable to live with parents or caregivers.

Human resources Community

http://www.mazda.com/en/csr/social/
http://www.mazda.com/en/about/museum/


INTEGRITY
We keep acting with integrity toward our customers, 
society, and our own work.

BASICS/FLAWLESS EXECUTION
We devote ourselves to the basics, and make steady 
efforts in a step by step fashion.

CONTINUOUS KAIZEN
We continue to improve with wisdom and ingenuity.

CHALLENGER SPIRIT
We set a high goal, and keep challenging to achieve it.

SELF INITIATIVE
We think and act with “self initiative.”

TOMOIKU
We learn and teach each other for our mutual growth 
and success.

ONE MAZDA
We think and act with the view of "Global" and "One 
Mazda."

Seven Principles of the Mazda Way

Aiming to Be a Company Staffed by People Who 
Enjoy Their Work
Mazda promotes personal development revolving around the principles of the Mazda Way, and is actively and sincerely committed to human 
rights protection activities.

Enhancing Brand Value and Promoting to Create Workplace 
Environment Where We could Be Proud of

EMPLOYEE'S VOICE

I am working at employee relation and general affairs department in MPMT, 
transmission plant in Thailand and I especially put weight on the employee 
engagement.  On the third anniversary of establishment, I arranged edification by 
a Buddhist priest (see p. 22) for all employees based on the proposals from our 
employees. The theme was “How to make a unity happy workplace.” Although 
MPMT is an emerging site with only 4-year history, I will continue to enhance 
brand value based on Mazda Way and promote to create a workplace environment 
where employees could be proud of.

Pilailak Akaradamrongchai
Employee Relation and General Affairs Department

Mazda Powertrain Manufacturing (Thailand) (MPMT)

Respect for People
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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, the Company promotes human resource training based 
on the Mazda Way principles that are shared throughout the entire 
Mazda Group worldwide. Also, the Company has actively been 
implementing a wide variety of measures and initiatives to support 
individuals to realize their potential for growth and success.

Basic Approach to Human Resources

Mazda engages in regular communication with Group companies 
worldwide, and each Group company is working together to create 
further opportunities for interaction among personnel and cultivate 
a climate based on a shared point of view.
Overseas Group companies have established a system to conduct 
management strongly rooted in local communities. By appointing 
locally hired personnel as managers and above, the Company makes 
global efforts to create a comfortable working environment tailored 
to the culture of each country and region. Mazda implements short- 
and medium-term human resources exchanges throughout  the  
Group  as  a  whole, to  enable  a   diverse  range  of  employees  to  
succeed  on  the  global  stage  regardless  of  their  country  of  origin  
or  place  of  employment.

Group-Wide Human Resources Policies

Mazda is working on a variety of programs to enable its employees－a diverse range of people with different values and lifestyles－to 
enjoy their work and find a healthy balance between their work and personal lives.

Promotion of Work-Life Balance

Mazda provides various opportunities for employees to take the initiative in setting their own growth and performance goals and 
doing their best to achieve them, so that ultimately, such efforts will bring great results to the Company. Mazda offers a range 
of education and training programs to assist employees in developing their careers and improving their skills according to their 
job types and positions. These programs are for Mazda and its Group companies in Japan and overseas to manufacture and sell  
products of the same quality in all countries and regions, by sharing the same objectives.

Education and Training

Under its Safety and Health Creed, Mazda is working to develop people, workplaces, and mechanisms that ensure the safety and 
health of the people who work at Mazda. Mazda is also promoting Company-wide health improvement activities with an emphasis 
on reduction of health risks as priority issues.

Creating a Friendly, Productive Workplace



Mazda respects the diversity of its employees, and the Company aims to foster a corporate climate in which every employee 
can express his/her individuality while working alongside others to contribute to the Company and society.

●  Promoting Opportunities for Female Employees: To further promote the opportunities for female employees, Mazda will draw up 
individual development plans for female candidates for middle and above management positions. Mazda supports the “Action Plans on 
Promotion of Women to Managerial and Board Position” by the Japan Business Federation (Nippon Keidanren), and participates in it.

●  Promoting Opportunities for Employees with Special Needs: Mazda steadily and continuously recruits employees with special needs, 
considering that each employee can demonstrate his/her best performance.

Realization of Diversity

Mazda adopted the Human Rights Declaration in November 2000. The declaration states that Mazda must never tolerate 
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 also states that Mazda is determined to eliminate 
human rights violations from business activities both inside and outside the Company. The scope of human rights activities 
has been expanded to include domestic and overseas Group companies as well as suppliers. Furthermore, to comply with the 
common sense and sound practice in international society, Mazda has clarified Company policies and standards of behavior 
among employees regarding human rights, in the light of the basic principles of the United Nations Universal Declaration of 
Human Rights, the United Nations Guiding Principles on Business and Human Rights, and the International Labor Organization (ILO) 
Declaration on Fundamental Principles and Rights at Work.

Basic Approach to Respect for Human Rights

[Thailand] Buddhist Edification on the Anniversary Event

On the third anniversary of the establishment in February 2016, Mazda Powertrain Manufacturing (Thailand) 
Co., Ltd.* (MPMT), arranged Buddhist edification with the theme of “How to make a unity happy workplace” 
for all employees. In Thailand, participation of a Buddhist priest in a ceremony is recognized as a part 
of human resources development because there is a historical background of Buddhist priests playing 
important role as educators. The program on the day of morality coaching after delightful ice braking 
activity was beyond expectations, receiving positive feedback from employees such as “the content was 
something that I could put into practice.” 
*  Transmission plant in Thailand.

Initiatives with Employees
http://www.mazda.com/en/csr/csr_
vision/employee/

Human Rights
http://www.mazda.com/en/csr/csr_
vision/employee/respect

[Japan] “Jonetsu-Dojo Training Camp” for Managers/Supervisors*  
to Improve Their Sense of Humanity

The Hiroshima Plant has worked to nurture “managers/supervisors who can protect their staff” since FY 
March 2015. In addition to conventionally implemented activities (such as work process standardization, 
education and training), the plant holds the “Jonetsu-Dojo Training Camp,” a live-in training program aimed 
to develop conscience-based management capabilities. The program participants are trained to enhance 
their personal magnetism and management skills, so that they can establish favorable human relationships 
in the workplace, care for their staff as if they were their family, but impose tough guidance on them when 
necessary. This program provides participating managers/supervisors with opportunities to share best 
practices from other companies. The program also provides communication training to express what they 
think in their own words, reconsidering their expectations and encouragement for their staff and colleagues.
* Managers, assistant managers, etc.

TOPICS

[Canada] Highly Valued from Outside the Company for a Positive Working Environment

Consistent focus on promoting a positive working environment for employees resulted in Mazda Canada 
(MCI)*1 winning the award as one of the Greater Toronto Area’s Top 100 Employers 2016.  The award 
was founded in 2006 and has become a benchmark in the Greater Toronto Area (GTA) for workplace best 
practices, having around 8,000 applications to this 10th annual competition. With the eight criteria’s*2, MCI 
was especially highly valued in the area of benefits for employees; to find a healthy balance between their 
work and personal lives.
*1 Mazda’s distributor
*2 A competition to choose the top 100 employers which have offices in the GTA for workplace best practices. The award evaluates the employers 

based on the following eight criteria’s: (1) physical workplace; (2) work atmosphere and social; (3) health, financial and family benefits; (4) vacation 
and time-off; (5) employee communications; (6) performance management; (7) training and skills development; and (8) community involvement.

[Mexico] Event for Employees and Their Families
In December 2015, Mazda de Mexico Vehicle Operation (MMVO)* held a year-end festival for its employees 
and their families. In addition to presentations on Mazda’s vehicles and history, this event featured a variety 
of attractions, aiming to help develop an emotional connection to MMVO and the Mazda brand among 
employees and to cultivate confidence to the company among their families. Around 15,000 people 
participated in the festival. One of the employees commented “I feel proud as I am able to show the facility 
and atmosphere of MMVO to my family.”
*  A production site that started operations in January 2014
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Mazda aims to achieve its Corporate Vision (see p.1) through 
the actions of each individual, based on the Mazda Way (see 
p. 21). While striving to meet the requests and expectations 
of all of Mazda’s stakeholders, each employee pursues CSR 
(corporate social responsibility) initiatives in the course of 
their daily business activities. In this way, Mazda contributes to 
the development of a sustainable society. Specifically, Mazda 
has established its CSR targets and promoted its initiatives, 
considering the international standards and various issues 
inside and outside the Company to be addressed.

Basic Approach

Mazda clarifies key responsibilities and issues that the Mazda 
Group should accomplish, through dialogue with stakeholders 
which are the parties who are related to the business of the 
Mazda Group, and carries out daily business activities while 
making efforts for improvement. The results obtained through 
the dialogue are reported to the relevant departments or 
committees and used for planning and improving Mazda’s daily 
business activities.

Dialogue with Stakeholders

For Sustainable Development of Society and the Company
Pursuing CSR Initiatives in the course of daily business activities. Aiming at CSR management in line with global standards.

Striving to Accumulate CSR Knowledge and Experience to Be 
Used for My Work in the Future

EMPLOYEE'S VOICE

I have been dispatched to Mazda Motor Corporation from Mazda Engineering & 
Technology Co., Ltd., an affiliate. I am engaged in CSR management primarily about 
environmental initiatives, while widely learning about the entire Mazda Group’s CSR 
initiatives and activities. I am working as a lecturer of CSR training programs for 
employees. Together with other team members, I also work to prepare environmental 
education materials to be used at each workplace. Through these efforts, I am 
trying to improve the understanding of CSR in general throughout Mazda. I am 
steadily mastering my present jobs one by one, envisioning myself working as 
the environmental management leader after returning to Mazda Engineering & 
Technology Co., Ltd. in the near future.

Yoichi Imamoto
CSR & Environment Department

Mazda CSR

TOPICS

Mazda Way

Corporate Vision

Customer 
Satisfaction

Respect for 
People

SafetyEnvironment

Quality
Social 

Contributions
Business activities with compliance

CSR

Sustainable Development of Society and the Company

All Mazda stakeholders

Customers

Mazda 
employees

Business 
partners

Shareholders 
and investors

Next generation 
people 

(environment)

Global society
Local 

communities

Mazda CSR
http://www.mazda.com/en/
csr/csr_vision/about/

Referencing the Charter of Corporate Behavior issued by the Japan  
Business Federation (Nippon Keidanren), etc., Mazda evaluates its CSR 
initiatives in the six areas: Customer Satisfaction (p.13), Quality (p.14), 
Safety (p.15), Environment (pp.16-18), Social Contributions (pp.19-20), 
and Respect for People (pp.21-22).
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One Mazda Restore Project
Since October 2013, the Company has promoted the One Mazda Restore 
Project, an initiative to enhance employees’ pride regarding the Mazda brand 
through restoration of Mazda’s historic vehicles. This project was planned and 
proposed by a total of ten young employees from different divisions. Under this 
project, employees across a wide age range have gathered together, so as to 
discuss and reaffirm Mazda’s spirit and philosophy that has been handed down to 
the present day ever since the founding of the Company. 
This initiative has not only promoted the understanding of the Mazda brand 
among stakeholders. It has also been instrumental in human resources 
development, by such means as inviting local high school students to witness this 
initiative at  Mazda, thereby heightening their interest in automotive industry.

(Corporate Social Responsibility) Detailed 
information

http://www.mazda.com/en/csr/csr_vision/about/


Enhancing Cooperation with Local Suppliers
Mazda is promoting activities to improve quality and 
productivity jointly with local suppliers. While paying respect 
to the differences in national characters and cultures, the 
Company continues to promote continuous improvement 
activities at worksites overseas.

TOPICS

Activity in Mexico

Mazda has established the Mazda Corporate Ethics Code of Conduct, 
which states action guidelines for employees, the guidelines for 
global financial control, and other guidelines. Based on these 
guidelines, each department develops rules, procedures, and 
manuals to promote the establishment of internal control.
For Group companies, cooperative systems have been established, 
in accordance with the affiliates administration rules. The 
responsible department at Mazda supports training and system 
improvement for each Group company.

Internal controls

Mazda makes efforts to identify and reduce various internal and 
external risks in accordance with the basic policies and related 
internal guidelines, so as to ensure continuous and stable progress 
of business activities. The company tries to manage potential risks 
appropriately, preparing specific activities include response to 
accidents and other emergencies, ensuring of information security, 
and protection of personal information and intellectual property.

Responding to Various Risks

At Mazda the concept of compliance applies not only to laws and 
regulations, but also includes adherence to other rules such as 
internal guidelines and societal norms and expectations. Business 
operations are conducted in accordance with the Mazda Corporate 
Ethics Code of Conduct to ensure fair and honest practice.

Promoting Compliance

In line with its basic purchasing policy, Mazda is taking its efforts to 
build open business relationships and ensure fair and even-handed 
dealings with its suppliers both in Japan and overseas.
In addition, Mazda is promoting CSR activities aimed at building 
a sustainable society in full partnership with its suppliers. The 
Company bases its assessments of business dealings with its 
suppliers on a comprehensive evaluation that covers not only 
quality, technical strengths, pricing, delivery time and management 
approach, but also corporate compliance structure and initiatives 
for environmental protection. The Company has also issued the 
Mazda Supplier CSR Guidelines and is promoting compliance 
throughout the entire supply chain.
To enable coexistence, mutual growth and prosperity for all  
parties, along with the overarching goal of building high-quality 
vehicles, Mazda takes steps to promptly brief suppliers on medium-
to long-term business strategies and on matters related to sales 
and production, and arranges opportunities for the exchange of 
information on a regular basis.

Working with Mazda’s Suppliers

Working to Further Enhance Corporate Governance

Promoting Establishment of Internal Control at 
the New Parts Distribution Centre

EMPLOYEE'S VOICE

EMPLOYEE'S VOICE

As a member of the secretariat for the general shareholders’ meetings and Board 
of Directors’ meetings, I provide support to ensure that important matters are 
deliberated and decided on lawfully and properly. In FY March 2016, we reviewed the 
running of the Board of Directors and general shareholders’ meetings in accordance 
with the Corporate Governance Code*, outlined their future direction, and submitted 
our findings to the board for discussion. Some of this content was released in the 
Corporate Governance Report. I will work to steadily enhance the running of board 
meetings by analyzing and evaluating their effectiveness. 
* Guidelines for the corporate governance of listed companies released by the Tokyo Stock Exchange in June 2015. 

Corporate governance is a mechanism for transparent, fair, prompt and decisive decision-making from the standpoints 
of shareholders, customers, employees and the local community.

I am in charge of all aspects of the internal audit function 
in Mazda Australia, which includes J-SOX audits,  
operation audits and Control Self-Assessment reviews.　  
Our company is at a mature stage of internal control in all 
key processes. Our present challenge is working around 
system limitations to design and implement system 
controls at the new Parts Distribution Centre.
I will continue to widen and raise my knowledge of the 
business and to be a reliable person in charge, based 
on the latest information about internal controls and 

audit services as well as 
important issues identified 
i n  t h e  M a z d a  g r o u p 
provided by Mazda Head 
Office.

Atsushi Maeda
Corporate Secretary Group, Office of General & Legal Affairs

Vernon Tan
Internal Audit
Mazda Australia

Management
http://www.mazda.com/en/
csr/csr_vision/management/

Implementing CSR in the Supply Chain
http://www.mazda.com/en/
csr/csr_vision/distributor/

Mazda Motor Corporation 24

Detailed 
information

Detailed 
information

http://www.mazda.com/en/csr/csr_vision/management/
http://www.mazda.com/en/csr/csr_vision/distributor/
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HISTORY OF MAZDA

1920

2016

Corporate Product*

1920.1 Toyo Cork Kogyo Co., Ltd is founded

1921.3 Jujiro Matsuda becomes president

1927.9 Company becomes Toyo Kogyo Co., Ltd

1928.7 New logo is introduced 1928.7-

1932 Export of 3-wheel trucks begins

1936.4 Caravan of 3-wheeled trucks
 from Kagoshima to Tokyo (advertising campaign)

1936.4 New logo is introduced

1931.10
Production of 3-wheel truck
"Mazda-go DA model," Mazda's first 
automobile, begins

1930.9 New plant is constructed in Hiroshima (Aki-gun, Fuchu-cho)

1936.4-

1945.12 Production of 3-wheel trucks suspended since August 1945 resumes
1949.8 3-wheeled truck exports restart

1945.8 Mazda loans part of Head Office building to Hiroshima prefectural government, 
 court, news media, etc. Regarding the Hiroshima prefectural government 
 all functions are temporarily transferred there (until July 1946)

1951.12 Tsuneji Matsuda becomes president
1951 New logo is introduced

1959.7 New logo is introduced

1950.6 
4-wheel light
truck "CA model"
is launched

1951-

1959.7-

1965.5 Miyoshi Proving Ground is completed

1966.11 Operations at new passenger car plant (Ujina) 
 in Hiroshima begin

1967.3 Full-scale exports to the European market begin

1961.7 Mazda enters into technical cooperation with NSU/ 
 Wankel on rotary engines

1963.3 Cumulative domestic production reaches 
 1 million vehicles

1960.5
“R360 Coupe,”
Mazda’s first 
passenger car is 
launched

1962.2
The first "Carol" 
is launched

1963.10
The first 
"Familia" is 
launched

1966.5
The first "Bongo" 
is launched

1966.8
The first "Luce" 
is launched

1967.5
"Cosmo Sport (110s)" Mazda's 
first rotary engine vehicle is launched

1970.4   Exports to the U.S. begin

1970.11 Kouhei Matsuda becomes president

1975.1   New logo is introduced

1977.12 Yoshiki Yamasaki becomes president

1979.6   Cumulative domestic production reaches 10 million vehicles

1979.11 Ford Motor Company and Mazda enter into a capital tie-up

1970.5
The first "Capella 
(RX-2)" is 
launched

1971.8
The first "Titan" is launched

1971.9 
The first "Savanna (RX-3)" is 
launched

1975.10
The first "Cosmo" 
is launched

1978.3
The first "Savanna RX-7 
(RX-7)" is 
launched

1975.1-

1981.12 Operations at Hofu Transmission Plant (Nakanoseki district) begin

1982.9 Operations at Hofu plant (Nishinoura district) begin

1984.5 Company is renamed as Mazda Motor Corporation

1984.10 Mazda Foundation is established

1984.11 Kenichi Yamamoto becomes president

1985.1 Mazda Motor Manufacturing (USA) Corporation (MMUC), 
 now AutoAlliance International (AAI), is established

1987.6 New research center is opened in Yokohama, Japan 
 (the current Mazda R&D Center Yokohama)

1987.12 Norimasa Furuta becomes president

1988.4 Mazda Technical College is established

1988.5 Mazda Research and Development Center is established 
 in Irvine, CA (U.S.)

1987.4 Cumulative domestic production reaches 20 million 
 vehicles

1980.6
"Familia (GLC/323)" is fully redesigned
(Receives the “1980-1981 Car of 
the Year Japan”)

1982.9
"Capella (Telstar)" is fully redesigned
(Receives the “1982-1983 Car of the Year Japan”)

1989.9
The first "Roadster (MX-5)" 
is launched

* Launching date is based on Japanese market

1990.1 Hokkaido Kenbuchi Proving Ground for cold-weather 
 testing is completed

1991.12 Yoshihiro Wada becomes president

1990.5 European R&D Representative Office (MRE) is 
 completed

1995.11 Mazda and Ford jointly establish Auto Alliance 
 (Thailand) Company Limited (AAT), a joint venture 
 production company
1996.3 Mazda website is opened

1996.6 Henry D.G. Wallace becomes president

1997.6 New logo is introduced

1997.11 James E. Miller becomes president

1999.12 Mark Fields becomes president

1995.4 Cumulative domestic production reaches 30 million 
 vehicles

1997.6-

1990.1
The first "MPV" 
is launched

199１.6
Mazda 787B wins the 59th Le Mans 24-Hour
Endurance Race, claiming the first ever victory 
for a Japanese automobile

199１.12
"RX-7" is fully redesigned
(Receives the “1991-1992 RJC 
New Car of the Year”)

1996.8
The first "Demio (Mazda2)" is launched
(Receives the “1996-1997 RJC New 
Car of the Year”)

1999.4
The first "Premacy 
(Mazda5)" is 
launched

2000.11 Mid-term plan "Millennium Plan" is announced

2002.1 Nakasatsunai Proving Ground is completed

2002.4 New brand statement "Zoom-Zoom" is introduced

2002.6 Lewis Booth becomes president and CEO

2003.8 Hisakazu Imaki becomes president and CEO

2004.11 Mid-term plan "Mazda Momentum" is announced

2003.1 Production of “Mazda6” commences at FAW Car 
 Company in China

2005.8 China Engineering Support Center is opened

2007.3 Mid-term plan "Mazda Advancement Plan" 
 is announced
2007.3 Long-term vision for technology development: 
 "Sustainable Zoom-Zoom" is announced

2006.5 Mine Proving Ground is completed

2008.11 Takashi Yamanouchi becomes president and CEO

2007.7 Cumulative domestic production reaches 40 million 
 vehicles
2007.10 Changan Ford Mazda Automobile Nanjin Co., Ltd. 
 (CFMA, now CMA) commences operation

2007.4 Changan Ford Mazda Engine Co., Ltd. (CFME) in 
 China commences operation

2000.7
“Roadster (MX-5)” is recognized by the Guinness Book of
Records as the world's largest production of lightweight open 
two-seater sports car

2002.5
The first “Atenza (Mazda6)” is launched
(Receives the ”2003 RJC Car of the Year”)

2003.4
"RX-8" is launched
(Receives the “2004 RJC Car of The Year”)

2003.10
The first "Axela 
(Mazda3)" is 
launched

2005.8
“Roadster (MX-5)” is fully redesigned
(Receives the “2005-2006 Car of the Year Japan” )

2006.3
Global presentation of 
the first “BT-50”
at Bangkok 
International Motor 
Show

2006.10
Production of
the first  
"CX-9" commences

2006.12
"CX-7" is launched

2008.3
“Mazda2” receives the “2008 
World Car of the Year Award”

2007.7
"Demio (Mazda2)" is fully redesigned
(Receives the “2008 RJC Car of the Year”)

2008.7
"Biante" is 
launched

2012.2 “Structural Reform Plan” is announced

2010.4 “Framework for Medium- and Long-term Initiatives” 
 is announced

2012.9 Mazda and Sollers establish Mazda Sollers, 
 a joint venture production company in Russia

2012.9 Mazda and Bermaz establish Mazda Malaysia, 
 a joint venture company

2012.11 Agreement is reached with Toyota on Toyota vehicle 
 production at Mazda’s new plant in Mexico

2013.1 Business agreement is concluded for the 
 development and production of Fiat brand 
 two-seater convertible sports car
2013.6 Masamichi Kogai becomes president and CEO

2014.1 Operations at the production facility “MMVO” a joint 
 venture with Sumitomo Corporation in Mexico are started

2015.1 Operations at transmission plant in Thailand are 
 (MPMT) started

2015.4 “Structural Reform Stage 2” is announced

2015.4 New Corporate Vision is established

2015.5 Agreement with Toyota to build up a mutually 
 beneficial long-term partnership is entered 
 (Team up to make cars better)

2010.10
Next-generation 
SKYACTIV TECHNOLOGY 
is announced

2013.11 
"Axela (Mazda3)" 
is fully redesigned

2014.9　
"Demio (Mazda2)"is 
fully redesigned
(Receives the “2014-2015 Car of the Year Japan”)

2015.2
“CX-3” is launched

2016.2
“CX-9” is fully 
redesigned and 
production 
commences

2012.2
"CX-5" is launched
(Receives the “2012-2013 Car of the Year Japan”)

2012.11
“Atenza (Mazda6)” featuring a series of 
the advanced safety technologies 
i-ACTIVSENSE is fully redesigned
(Receives the “2014 RJC Car of the Year”)

2015.5
“Roadster (MX-5)” is fully redesigned
(Receives the “2015-2016 Car of the Year Japan,” 
the “2016 World Car of the Year,” and 
the “2016 World Car Design of the Year”)

2015.7
“Mazda BT-50” is 
fully redesigned 
and production 
commences 
in Thailand

2016.4
“CX-4” makes its 
world debut

* Launching date is based on Japanese market
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HISTORY OF MAZDA

1920

2016

Corporate Product*

1920.1 Toyo Cork Kogyo Co., Ltd is founded

1921.3 Jujiro Matsuda becomes president

1927.9 Company becomes Toyo Kogyo Co., Ltd

1928.7 New logo is introduced 1928.7-

1932 Export of 3-wheel trucks begins

1936.4 Caravan of 3-wheeled trucks
 from Kagoshima to Tokyo (advertising campaign)

1936.4 New logo is introduced

1931.10
Production of 3-wheel truck
"Mazda-go DA model," Mazda's first 
automobile, begins

1930.9 New plant is constructed in Hiroshima (Aki-gun, Fuchu-cho)

1936.4-

1945.12 Production of 3-wheel trucks suspended since August 1945 resumes
1949.8 3-wheeled truck exports restart

1945.8 Mazda loans part of Head Office building to Hiroshima prefectural government, 
 court, news media, etc. Regarding the Hiroshima prefectural government 
 all functions are temporarily transferred there (until July 1946)

1951.12 Tsuneji Matsuda becomes president
1951 New logo is introduced

1959.7 New logo is introduced

1950.6 
4-wheel light
truck "CA model"
is launched

1951-

1959.7-

1965.5 Miyoshi Proving Ground is completed

1966.11 Operations at new passenger car plant (Ujina) 
 in Hiroshima begin

1967.3 Full-scale exports to the European market begin

1961.7 Mazda enters into technical cooperation with NSU/ 
 Wankel on rotary engines

1963.3 Cumulative domestic production reaches 
 1 million vehicles

1960.5
“R360 Coupe,”
Mazda’s first 
passenger car is 
launched

1962.2
The first "Carol" 
is launched

1963.10
The first 
"Familia" is 
launched

1966.5
The first "Bongo" 
is launched

1966.8
The first "Luce" 
is launched

1967.5
"Cosmo Sport (110s)" Mazda's 
first rotary engine vehicle is launched

1970.4   Exports to the U.S. begin

1970.11 Kouhei Matsuda becomes president

1975.1   New logo is introduced

1977.12 Yoshiki Yamasaki becomes president

1979.6   Cumulative domestic production reaches 10 million vehicles

1979.11 Ford Motor Company and Mazda enter into a capital tie-up

1970.5
The first "Capella 
(RX-2)" is 
launched

1971.8
The first "Titan" is launched

1971.9 
The first "Savanna (RX-3)" is 
launched

1975.10
The first "Cosmo" 
is launched

1978.3
The first "Savanna RX-7 
(RX-7)" is 
launched

1975.1-

1981.12 Operations at Hofu Transmission Plant (Nakanoseki district) begin

1982.9 Operations at Hofu plant (Nishinoura district) begin

1984.5 Company is renamed as Mazda Motor Corporation

1984.10 Mazda Foundation is established

1984.11 Kenichi Yamamoto becomes president

1985.1 Mazda Motor Manufacturing (USA) Corporation (MMUC), 
 now AutoAlliance International (AAI), is established

1987.6 New research center is opened in Yokohama, Japan 
 (the current Mazda R&D Center Yokohama)

1987.12 Norimasa Furuta becomes president

1988.4 Mazda Technical College is established

1988.5 Mazda Research and Development Center is established 
 in Irvine, CA (U.S.)

1987.4 Cumulative domestic production reaches 20 million 
 vehicles

1980.6
"Familia (GLC/323)" is fully redesigned
(Receives the “1980-1981 Car of 
the Year Japan”)

1982.9
"Capella (Telstar)" is fully redesigned
(Receives the “1982-1983 Car of the Year Japan”)

1989.9
The first "Roadster (MX-5)" 
is launched

* Launching date is based on Japanese market

1990.1 Hokkaido Kenbuchi Proving Ground for cold-weather 
 testing is completed

1991.12 Yoshihiro Wada becomes president

1990.5 European R&D Representative Office (MRE) is 
 completed

1995.11 Mazda and Ford jointly establish Auto Alliance 
 (Thailand) Company Limited (AAT), a joint venture 
 production company
1996.3 Mazda website is opened

1996.6 Henry D.G. Wallace becomes president

1997.6 New logo is introduced

1997.11 James E. Miller becomes president

1999.12 Mark Fields becomes president

1995.4 Cumulative domestic production reaches 30 million 
 vehicles

1997.6-

1990.1
The first "MPV" 
is launched

199１.6
Mazda 787B wins the 59th Le Mans 24-Hour
Endurance Race, claiming the first ever victory 
for a Japanese automobile

199１.12
"RX-7" is fully redesigned
(Receives the “1991-1992 RJC 
New Car of the Year”)

1996.8
The first "Demio (Mazda2)" is launched
(Receives the “1996-1997 RJC New 
Car of the Year”)

1999.4
The first "Premacy 
(Mazda5)" is 
launched

2000.11 Mid-term plan "Millennium Plan" is announced

2002.1 Nakasatsunai Proving Ground is completed

2002.4 New brand statement "Zoom-Zoom" is introduced

2002.6 Lewis Booth becomes president and CEO

2003.8 Hisakazu Imaki becomes president and CEO

2004.11 Mid-term plan "Mazda Momentum" is announced

2003.1 Production of “Mazda6” commences at FAW Car 
 Company in China

2005.8 China Engineering Support Center is opened

2007.3 Mid-term plan "Mazda Advancement Plan" 
 is announced
2007.3 Long-term vision for technology development: 
 "Sustainable Zoom-Zoom" is announced

2006.5 Mine Proving Ground is completed

2008.11 Takashi Yamanouchi becomes president and CEO

2007.7 Cumulative domestic production reaches 40 million 
 vehicles
2007.10 Changan Ford Mazda Automobile Nanjin Co., Ltd. 
 (CFMA, now CMA) commences operation

2007.4 Changan Ford Mazda Engine Co., Ltd. (CFME) in 
 China commences operation

2000.7
“Roadster (MX-5)” is recognized by the Guinness Book of
Records as the world's largest production of lightweight open 
two-seater sports car

2002.5
The first “Atenza (Mazda6)” is launched
(Receives the ”2003 RJC Car of the Year”)

2003.4
"RX-8" is launched
(Receives the “2004 RJC Car of The Year”)

2003.10
The first "Axela 
(Mazda3)" is 
launched

2005.8
“Roadster (MX-5)” is fully redesigned
(Receives the “2005-2006 Car of the Year Japan” )

2006.3
Global presentation of 
the first “BT-50”
at Bangkok 
International Motor 
Show

2006.10
Production of
the first  
"CX-9" commences

2006.12
"CX-7" is launched

2008.3
“Mazda2” receives the “2008 
World Car of the Year Award”

2007.7
"Demio (Mazda2)" is fully redesigned
(Receives the “2008 RJC Car of the Year”)

2008.7
"Biante" is 
launched

2012.2 “Structural Reform Plan” is announced

2010.4 “Framework for Medium- and Long-term Initiatives” 
 is announced

2012.9 Mazda and Sollers establish Mazda Sollers, 
 a joint venture production company in Russia

2012.9 Mazda and Bermaz establish Mazda Malaysia, 
 a joint venture company

2012.11 Agreement is reached with Toyota on Toyota vehicle 
 production at Mazda’s new plant in Mexico

2013.1 Business agreement is concluded for the 
 development and production of Fiat brand 
 two-seater convertible sports car
2013.6 Masamichi Kogai becomes president and CEO

2014.1 Operations at the production facility “MMVO” a joint 
 venture with Sumitomo Corporation in Mexico are started

2015.1 Operations at transmission plant in Thailand are 
 (MPMT) started

2015.4 “Structural Reform Stage 2” is announced

2015.4 New Corporate Vision is established

2015.5 Agreement with Toyota to build up a mutually 
 beneficial long-term partnership is entered 
 (Team up to make cars better)

2010.10
Next-generation 
SKYACTIV TECHNOLOGY 
is announced

2013.11 
"Axela (Mazda3)" 
is fully redesigned

2014.9　
"Demio (Mazda2)"is 
fully redesigned
(Receives the “2014-2015 Car of the Year Japan”)

2015.2
“CX-3” is launched

2016.2
“CX-9” is fully 
redesigned and 
production 
commences

2012.2
"CX-5" is launched
(Receives the “2012-2013 Car of the Year Japan”)

2012.11
“Atenza (Mazda6)” featuring a series of 
the advanced safety technologies 
i-ACTIVSENSE is fully redesigned
(Receives the “2014 RJC Car of the Year”)

2015.5
“Roadster (MX-5)” is fully redesigned
(Receives the “2015-2016 Car of the Year Japan,” 
the “2016 World Car of the Year,” and 
the “2016 World Car Design of the Year”)

2015.7
“Mazda BT-50” is 
fully redesigned 
and production 
commences 
in Thailand

2016.4
“CX-4” makes its 
world debut

* Launching date is based on Japanese market
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HISTORY OF MAZDA

1920

2016

Corporate Product*

1920.1 Toyo Cork Kogyo Co., Ltd is founded

1921.3 Jujiro Matsuda becomes president

1927.9 Company becomes Toyo Kogyo Co., Ltd

1928.7 New logo is introduced 1928.7-

1932 Export of 3-wheel trucks begins

1936.4 Caravan of 3-wheeled trucks
 from Kagoshima to Tokyo (advertising campaign)

1936.4 New logo is introduced

1931.10
Production of 3-wheel truck
"Mazda-go DA model," Mazda's first 
automobile, begins

1930.9 New plant is constructed in Hiroshima (Aki-gun, Fuchu-cho)

1936.4-

1945.12 Production of 3-wheel trucks suspended since August 1945 resumes
1949.8 3-wheeled truck exports restart

1945.8 Mazda loans part of Head Office building to Hiroshima prefectural government, 
 court, news media, etc. Regarding the Hiroshima prefectural government 
 all functions are temporarily transferred there (until July 1946)

1951.12 Tsuneji Matsuda becomes president
1951 New logo is introduced

1959.7 New logo is introduced

1950.6 
4-wheel light
truck "CA model"
is launched

1951-

1959.7-

1965.5 Miyoshi Proving Ground is completed

1966.11 Operations at new passenger car plant (Ujina) 
 in Hiroshima begin

1967.3 Full-scale exports to the European market begin

1961.7 Mazda enters into technical cooperation with NSU/ 
 Wankel on rotary engines

1963.3 Cumulative domestic production reaches 
 1 million vehicles

1960.5
“R360 Coupe,”
Mazda’s first 
passenger car is 
launched

1962.2
The first "Carol" 
is launched

1963.10
The first 
"Familia" is 
launched

1966.5
The first "Bongo" 
is launched

1966.8
The first "Luce" 
is launched

1967.5
"Cosmo Sport (110s)" Mazda's 
first rotary engine vehicle is launched

1970.4   Exports to the U.S. begin

1970.11 Kouhei Matsuda becomes president

1975.1   New logo is introduced

1977.12 Yoshiki Yamasaki becomes president

1979.6   Cumulative domestic production reaches 10 million vehicles

1979.11 Ford Motor Company and Mazda enter into a capital tie-up

1970.5
The first "Capella 
(RX-2)" is 
launched

1971.8
The first "Titan" is launched

1971.9 
The first "Savanna (RX-3)" is 
launched

1975.10
The first "Cosmo" 
is launched

1978.3
The first "Savanna RX-7 
(RX-7)" is 
launched

1975.1-

1981.12 Operations at Hofu Transmission Plant (Nakanoseki district) begin

1982.9 Operations at Hofu plant (Nishinoura district) begin

1984.5 Company is renamed as Mazda Motor Corporation

1984.10 Mazda Foundation is established

1984.11 Kenichi Yamamoto becomes president

1985.1 Mazda Motor Manufacturing (USA) Corporation (MMUC), 
 now AutoAlliance International (AAI), is established

1987.6 New research center is opened in Yokohama, Japan 
 (the current Mazda R&D Center Yokohama)

1987.12 Norimasa Furuta becomes president

1988.4 Mazda Technical College is established

1988.5 Mazda Research and Development Center is established 
 in Irvine, CA (U.S.)

1987.4 Cumulative domestic production reaches 20 million 
 vehicles

1980.6
"Familia (GLC/323)" is fully redesigned
(Receives the “1980-1981 Car of 
the Year Japan”)

1982.9
"Capella (Telstar)" is fully redesigned
(Receives the “1982-1983 Car of the Year Japan”)

1989.9
The first "Roadster (MX-5)" 
is launched

* Launching date is based on Japanese market

1990.1 Hokkaido Kenbuchi Proving Ground for cold-weather 
 testing is completed

1991.12 Yoshihiro Wada becomes president

1990.5 European R&D Representative Office (MRE) is 
 completed

1995.11 Mazda and Ford jointly establish Auto Alliance 
 (Thailand) Company Limited (AAT), a joint venture 
 production company
1996.3 Mazda website is opened

1996.6 Henry D.G. Wallace becomes president

1997.6 New logo is introduced

1997.11 James E. Miller becomes president

1999.12 Mark Fields becomes president

1995.4 Cumulative domestic production reaches 30 million 
 vehicles

1997.6-

1990.1
The first "MPV" 
is launched

199１.6
Mazda 787B wins the 59th Le Mans 24-Hour
Endurance Race, claiming the first ever victory 
for a Japanese automobile

199１.12
"RX-7" is fully redesigned
(Receives the “1991-1992 RJC 
New Car of the Year”)

1996.8
The first "Demio (Mazda2)" is launched
(Receives the “1996-1997 RJC New 
Car of the Year”)

1999.4
The first "Premacy 
(Mazda5)" is 
launched

2000.11 Mid-term plan "Millennium Plan" is announced

2002.1 Nakasatsunai Proving Ground is completed

2002.4 New brand statement "Zoom-Zoom" is introduced

2002.6 Lewis Booth becomes president and CEO

2003.8 Hisakazu Imaki becomes president and CEO

2004.11 Mid-term plan "Mazda Momentum" is announced

2003.1 Production of “Mazda6” commences at FAW Car 
 Company in China

2005.8 China Engineering Support Center is opened

2007.3 Mid-term plan "Mazda Advancement Plan" 
 is announced
2007.3 Long-term vision for technology development: 
 "Sustainable Zoom-Zoom" is announced

2006.5 Mine Proving Ground is completed

2008.11 Takashi Yamanouchi becomes president and CEO

2007.7 Cumulative domestic production reaches 40 million 
 vehicles
2007.10 Changan Ford Mazda Automobile Nanjin Co., Ltd. 
 (CFMA, now CMA) commences operation

2007.4 Changan Ford Mazda Engine Co., Ltd. (CFME) in 
 China commences operation

2000.7
“Roadster (MX-5)” is recognized by the Guinness Book of
Records as the world's largest production of lightweight open 
two-seater sports car

2002.5
The first “Atenza (Mazda6)” is launched
(Receives the ”2003 RJC Car of the Year”)

2003.4
"RX-8" is launched
(Receives the “2004 RJC Car of The Year”)

2003.10
The first "Axela 
(Mazda3)" is 
launched

2005.8
“Roadster (MX-5)” is fully redesigned
(Receives the “2005-2006 Car of the Year Japan” )

2006.3
Global presentation of 
the first “BT-50”
at Bangkok 
International Motor 
Show

2006.10
Production of
the first  
"CX-9" commences

2006.12
"CX-7" is launched

2008.3
“Mazda2” receives the “2008 
World Car of the Year Award”

2007.7
"Demio (Mazda2)" is fully redesigned
(Receives the “2008 RJC Car of the Year”)

2008.7
"Biante" is 
launched

2012.2 “Structural Reform Plan” is announced

2010.4 “Framework for Medium- and Long-term Initiatives” 
 is announced

2012.9 Mazda and Sollers establish Mazda Sollers, 
 a joint venture production company in Russia

2012.9 Mazda and Bermaz establish Mazda Malaysia, 
 a joint venture company

2012.11 Agreement is reached with Toyota on Toyota vehicle 
 production at Mazda’s new plant in Mexico

2013.1 Business agreement is concluded for the 
 development and production of Fiat brand 
 two-seater convertible sports car
2013.6 Masamichi Kogai becomes president and CEO

2014.1 Operations at the production facility “MMVO” a joint 
 venture with Sumitomo Corporation in Mexico are started

2015.1 Operations at transmission plant in Thailand are 
 (MPMT) started

2015.4 “Structural Reform Stage 2” is announced

2015.4 New Corporate Vision is established

2015.5 Agreement with Toyota to build up a mutually 
 beneficial long-term partnership is entered 
 (Team up to make cars better)

2010.10
Next-generation 
SKYACTIV TECHNOLOGY 
is announced

2013.11 
"Axela (Mazda3)" 
is fully redesigned

2014.9　
"Demio (Mazda2)"is 
fully redesigned
(Receives the “2014-2015 Car of the Year Japan”)

2015.2
“CX-3” is launched

2016.2
“CX-9” is fully 
redesigned and 
production 
commences

2012.2
"CX-5" is launched
(Receives the “2012-2013 Car of the Year Japan”)

2012.11
“Atenza (Mazda6)” featuring a series of 
the advanced safety technologies 
i-ACTIVSENSE is fully redesigned
(Receives the “2014 RJC Car of the Year”)

2015.5
“Roadster (MX-5)” is fully redesigned
(Receives the “2015-2016 Car of the Year Japan,” 
the “2016 World Car of the Year,” and 
the “2016 World Car Design of the Year”)

2015.7
“Mazda BT-50” is 
fully redesigned 
and production 
commences 
in Thailand

2016.4
“CX-4” makes its 
world debut

* Launching date is based on Japanese market

1930

1990

2000

2010

1950

1940

1960

1970

1980

Corporate Product*

HISTORY OF MAZDA

1920

2016

Corporate Product*

1920.1 Toyo Cork Kogyo Co., Ltd is founded

1921.3 Jujiro Matsuda becomes president

1927.9 Company becomes Toyo Kogyo Co., Ltd

1928.7 New logo is introduced 1928.7-

1932 Export of 3-wheel trucks begins

1936.4 Caravan of 3-wheeled trucks
 from Kagoshima to Tokyo (advertising campaign)

1936.4 New logo is introduced

1931.10
Production of 3-wheel truck
"Mazda-go DA model," Mazda's first 
automobile, begins

1930.9 New plant is constructed in Hiroshima (Aki-gun, Fuchu-cho)

1936.4-

1945.12 Production of 3-wheel trucks suspended since August 1945 resumes
1949.8 3-wheeled truck exports restart

1945.8 Mazda loans part of Head Office building to Hiroshima prefectural government, 
 court, news media, etc. Regarding the Hiroshima prefectural government 
 all functions are temporarily transferred there (until July 1946)

1951.12 Tsuneji Matsuda becomes president
1951 New logo is introduced

1959.7 New logo is introduced

1950.6 
4-wheel light
truck "CA model"
is launched

1951-

1959.7-

1965.5 Miyoshi Proving Ground is completed

1966.11 Operations at new passenger car plant (Ujina) 
 in Hiroshima begin

1967.3 Full-scale exports to the European market begin

1961.7 Mazda enters into technical cooperation with NSU/ 
 Wankel on rotary engines

1963.3 Cumulative domestic production reaches 
 1 million vehicles

1960.5
“R360 Coupe,”
Mazda’s first 
passenger car is 
launched

1962.2
The first "Carol" 
is launched

1963.10
The first 
"Familia" is 
launched

1966.5
The first "Bongo" 
is launched

1966.8
The first "Luce" 
is launched

1967.5
"Cosmo Sport (110s)" Mazda's 
first rotary engine vehicle is launched

1970.4   Exports to the U.S. begin

1970.11 Kouhei Matsuda becomes president

1975.1   New logo is introduced

1977.12 Yoshiki Yamasaki becomes president

1979.6   Cumulative domestic production reaches 10 million vehicles

1979.11 Ford Motor Company and Mazda enter into a capital tie-up

1970.5
The first "Capella 
(RX-2)" is 
launched

1971.8
The first "Titan" is launched

1971.9 
The first "Savanna (RX-3)" is 
launched

1975.10
The first "Cosmo" 
is launched

1978.3
The first "Savanna RX-7 
(RX-7)" is 
launched

1975.1-

1981.12 Operations at Hofu Transmission Plant (Nakanoseki district) begin

1982.9 Operations at Hofu plant (Nishinoura district) begin

1984.5 Company is renamed as Mazda Motor Corporation

1984.10 Mazda Foundation is established

1984.11 Kenichi Yamamoto becomes president

1985.1 Mazda Motor Manufacturing (USA) Corporation (MMUC), 
 now AutoAlliance International (AAI), is established

1987.6 New research center is opened in Yokohama, Japan 
 (the current Mazda R&D Center Yokohama)

1987.12 Norimasa Furuta becomes president

1988.4 Mazda Technical College is established

1988.5 Mazda Research and Development Center is established 
 in Irvine, CA (U.S.)

1987.4 Cumulative domestic production reaches 20 million 
 vehicles

1980.6
"Familia (GLC/323)" is fully redesigned
(Receives the “1980-1981 Car of 
the Year Japan”)

1982.9
"Capella (Telstar)" is fully redesigned
(Receives the “1982-1983 Car of the Year Japan”)

1989.9
The first "Roadster (MX-5)" 
is launched

* Launching date is based on Japanese market

1990.1 Hokkaido Kenbuchi Proving Ground for cold-weather 
 testing is completed

1991.12 Yoshihiro Wada becomes president

1990.5 European R&D Representative Office (MRE) is 
 completed

1995.11 Mazda and Ford jointly establish Auto Alliance 
 (Thailand) Company Limited (AAT), a joint venture 
 production company
1996.3 Mazda website is opened

1996.6 Henry D.G. Wallace becomes president

1997.6 New logo is introduced

1997.11 James E. Miller becomes president

1999.12 Mark Fields becomes president

1995.4 Cumulative domestic production reaches 30 million 
 vehicles

1997.6-

1990.1
The first "MPV" 
is launched

199１.6
Mazda 787B wins the 59th Le Mans 24-Hour
Endurance Race, claiming the first ever victory 
for a Japanese automobile

199１.12
"RX-7" is fully redesigned
(Receives the “1991-1992 RJC 
New Car of the Year”)

1996.8
The first "Demio (Mazda2)" is launched
(Receives the “1996-1997 RJC New 
Car of the Year”)

1999.4
The first "Premacy 
(Mazda5)" is 
launched

2000.11 Mid-term plan "Millennium Plan" is announced

2002.1 Nakasatsunai Proving Ground is completed

2002.4 New brand statement "Zoom-Zoom" is introduced

2002.6 Lewis Booth becomes president and CEO

2003.8 Hisakazu Imaki becomes president and CEO

2004.11 Mid-term plan "Mazda Momentum" is announced

2003.1 Production of “Mazda6” commences at FAW Car 
 Company in China

2005.8 China Engineering Support Center is opened

2007.3 Mid-term plan "Mazda Advancement Plan" 
 is announced
2007.3 Long-term vision for technology development: 
 "Sustainable Zoom-Zoom" is announced

2006.5 Mine Proving Ground is completed

2008.11 Takashi Yamanouchi becomes president and CEO

2007.7 Cumulative domestic production reaches 40 million 
 vehicles
2007.10 Changan Ford Mazda Automobile Nanjin Co., Ltd. 
 (CFMA, now CMA) commences operation

2007.4 Changan Ford Mazda Engine Co., Ltd. (CFME) in 
 China commences operation

2000.7
“Roadster (MX-5)” is recognized by the Guinness Book of
Records as the world's largest production of lightweight open 
two-seater sports car

2002.5
The first “Atenza (Mazda6)” is launched
(Receives the ”2003 RJC Car of the Year”)

2003.4
"RX-8" is launched
(Receives the “2004 RJC Car of The Year”)

2003.10
The first "Axela 
(Mazda3)" is 
launched

2005.8
“Roadster (MX-5)” is fully redesigned
(Receives the “2005-2006 Car of the Year Japan” )

2006.3
Global presentation of 
the first “BT-50”
at Bangkok 
International Motor 
Show

2006.10
Production of
the first  
"CX-9" commences

2006.12
"CX-7" is launched

2008.3
“Mazda2” receives the “2008 
World Car of the Year Award”

2007.7
"Demio (Mazda2)" is fully redesigned
(Receives the “2008 RJC Car of the Year”)

2008.7
"Biante" is 
launched

2012.2 “Structural Reform Plan” is announced

2010.4 “Framework for Medium- and Long-term Initiatives” 
 is announced

2012.9 Mazda and Sollers establish Mazda Sollers, 
 a joint venture production company in Russia

2012.9 Mazda and Bermaz establish Mazda Malaysia, 
 a joint venture company

2012.11 Agreement is reached with Toyota on Toyota vehicle 
 production at Mazda’s new plant in Mexico

2013.1 Business agreement is concluded for the 
 development and production of Fiat brand 
 two-seater convertible sports car
2013.6 Masamichi Kogai becomes president and CEO

2014.1 Operations at the production facility “MMVO” a joint 
 venture with Sumitomo Corporation in Mexico are started

2015.1 Operations at transmission plant in Thailand are 
 (MPMT) started

2015.4 “Structural Reform Stage 2” is announced

2015.4 New Corporate Vision is established

2015.5 Agreement with Toyota to build up a mutually 
 beneficial long-term partnership is entered 
 (Team up to make cars better)

2010.10
Next-generation 
SKYACTIV TECHNOLOGY 
is announced

2013.11 
"Axela (Mazda3)" 
is fully redesigned

2014.9　
"Demio (Mazda2)"is 
fully redesigned
(Receives the “2014-2015 Car of the Year Japan”)

2015.2
“CX-3” is launched

2016.2
“CX-9” is fully 
redesigned and 
production 
commences

2012.2
"CX-5" is launched
(Receives the “2012-2013 Car of the Year Japan”)

2012.11
“Atenza (Mazda6)” featuring a series of 
the advanced safety technologies 
i-ACTIVSENSE is fully redesigned
(Receives the “2014 RJC Car of the Year”)

2015.5
“Roadster (MX-5)” is fully redesigned
(Receives the “2015-2016 Car of the Year Japan,” 
the “2016 World Car of the Year,” and 
the “2016 World Car Design of the Year”)

2015.7
“Mazda BT-50” is 
fully redesigned 
and production 
commences 
in Thailand

2016.4
“CX-4” makes its 
world debut

* Launching date is based on Japanese market
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Request for cooperation in answering our questionnaire survey

Your frank opinions and comments regarding Mazda Corporate Profile/
Sustainability Report [Digest Version] 2016 are highly appreciated.

http://mag.mazda.jp/enq/pub/csr/questionnaire_dig_e/

External Evaluations of CSR (as of June 1, 2016)

Mazda identifies key external ratings and evaluations both from within Japan and 
overseas. By analyzing the results, Mazda evaluates its own initiatives. Mazda 
continuously makes active efforts to disclose information by responding to both 
domestic and global surveys and evaluations, such as those by socially responsible 
investment (SRI) and environmental, social and governance (ESG) rating  
organizations.
http://www.mazda.com/en/csr/csr_vision/about/

*1 Production of Mazda vehicles ended in May 2016.
*2 Some models are assembled locally  

(Volume is not disclosed).
*3 Assembly only (Volume is not disclosed).

Third-Party Opinion
You can view Third-Party Opinion about the Mazda Sustainability Report 2016 
[In-Depth Version] on Mazda Global Website at:
http://www.mazda.com/en/csr/advice

Inclusion in the 
FTSE4Good Index 
series

Inclusion in the
Ethibel EXCELLENCE

Inclusion in the Morningstar Socially 
Responsible Investment Index

Inclusion in the MSCI Global Sustainability 
Index

In the CDP Japan 500 Climate Change 
Report 2015, Mazda’s carbon disclosure 
score was 98 (out of 100), with its 
performance score rated in Band B.

Environmental and Human Rights Considerations

CO2 emissions from this publication’s printing 
and binding processes were offset with 
carbon credits purchased from the Hiroshima 
Prefecture forestry thinning project (J-VER), 
through Carbon Free Consulting Corporation.
Certificate number: 16090640051417

■ Carbon offset■ Vegetable oil ink
This publication was printed 
using vegetable oil ink, which 
dose not contain volatile 
organic compound (VOC).

■ Waterless printing
The waterless printing technique, which 
was used for this publication, prevents the 
release of liquid waste during the printing 
process.

■ FSC® certified paper

The paper used for this 
publication is certified by the 
Forest Stewardship Council® (FSC) 
as being made from "timber 
from responsibly managed 
forests."

Disclaimer: This report includes future projections for Mazda Motor Corporation and its Group companies’ 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.

Issued by:

Corporate Profile (as of March 31, 2016)

Company name: Mazda Motor Corporation

Founded: January 30, 1920

Head Office: 3-1 Shinchi, Fuchu-cho, Aki-gun, Hiroshima
730-8670, Japan

Main business lines: Manufacture and sales of passenger cars and 
commercial vehicles

Stock information: 1,200,000,000 total shares issuable
599,875,479 total outstanding shares
158,602 shareholders

Capital: ¥258,957,096,762

Employees: Non-consolidated
Total: 20,849
 (excludes Mazda employees dispatched to other 

companies and includes employees dispatched 
to Mazda from other companies)

Consolidated
Total: 46,398

Research and 
development sites:

Head Office, Mazda R&D Center (Yokohama), Mazda North American 
Operations (USA), Mazda Motor Europe (Germany), China Engineering 
Support Center (China)

Production sites: Japan: Hiroshima Plant (Head Office, Ujina), Hofu Plant (Nishinoura, 
Nakanoseki), Miyoshi Plant

Overseas: China, Thailand, Mexico, Taiwan*1, Vietnam*2, Malaysia*3, Russia*3

Sales companies: Japan: 229, Overseas: 141

Principal products: Four-wheeled vehicles, gasoline reciprocating engines, diesel engines, 
automatic and manual transmissions for vehicles

Inclusion in the STOXX Global ESG 
Leaders Index

About the Title Page
The title page presents the new-generation models 
equipped with the full range of SKYACTIV TECHNOLOGY 
and the design theme, KODO-Soul of Motion. The 
Company is continuously seeking to evolve the whole 
product lineup and to further enhance the attractiveness 
of the Mazda brand. Presented models: CX-9 (Left) and 
Roadster/MX-5 (Right)

http://mag.mazda.jp/enq/pub/csr/questionnaire_dig_e/
http://www.mazda.com/en/csr/csr_vision/about/
http://www.mazda.com/en/csr/advice
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