
SUSTAINABILITY INITIATIVES
Reviewing and Identifying Key Issues (Materiality)

Mazda has worked to identify the social issues that the Mazda Group should address 
while reflecting the external opinions of experts and various other stakeholders and 
taking into account opinions from both management and the relevant divisions. In 
July 2016, Mazda identified and disclosed the key issues (materiality). In subsequent 
years, which saw growing worldwide interest in environmental, social, and governance 
(ESG) issues, expectations from stakeholders became more specific and the social 
environments surrounding the Mazda Group underwent some changes. Given these 
circumstances, in FY March 2018, the Company started to review materiality. In FY 
March 2021, Mazda identified the social issues that the Mazda Group should resolve 
through its business and clarified the relationship between these issues and the 
Sustainable Development Goals (SDGs) and targets adopted by the United Nations.

Materiality Review and Identification Process
In reviewing materiality, Mazda took into account two perspectives. One is the 
stakeholders’ perspective in reference to the SDGs adopted by the United Nations 
and the details of surveys conducted by global ESG rating organizations. The other 
perspective is the importance to the Mazda Group, for instance, business initiatives 
toward realizing the Medium-Term Management Plan Revision*1, which was 
announced in November 2020.

From now on, Mazda will carry out initiatives to address the eight themes of 
materiality that the Company has identified.

Step 1 Extraction of social issues
To extract social issues from the stakeholders’ perspective, Mazda 
analyzed and clarified what investors and the global society expect 
of the Company by looking into the details of surveys conducted 
by global ESG rating organizations. As for the importance to the 
Mazda Group, its specific issues described in the Medium-Term 
Management Plan, “Sustainable Zoom-Zoom 2030,” and Securities 
Report were analyzed so as to select the social issues.

Step 2 Evaluation of the impact / prioritization of social issues
Mazda identified potential priority issues to be tackled by evaluating 
the social issues selected in Step 1 according to two axes: Impact on 
stakeholders*2 and impact on the Mazda Group.*3 The Company also 
clarified the themes to be addressed from a long-term viewpoint by 
correlating with the 169 targets of the SDGs.

Step 3 Validation
To validate the priorities of themes identified in Step 2, consultations 
were held with management, which approved the priorities.

Step 4 Disclosure of materiality
A specific action plan is currently being prepared to ensure steady 
implementation of the materiality themes identified in Steps 1-3 
and follow up on the progress. The materiality that Mazda recently 
identified and an action plan that will be formulated henceforth will 
be disclosed to stakeholders. By periodically evaluating and revising 
this materiality and plan, Mazda will develop the PDCA (plan-do-
check-act) process.

Initiatives to address the issues regarding “Earth”

● Endeavor for carbon neutrality 
 by 2050

● Resource circulation

Initiatives to address the issues regarding “People”

● Contribution to people’s mental 
 wellness

● Improving employee job satisfaction

Initiatives to address the issues regarding “Society”

● Realizing a motorized society free 
from  traffic accidents

● Creating a system that enriches 
 people’s lives

Common initiatives to address the issues regarding “Earth,” “People,” and “Society”

● Quality improvement
● Exploring partnerships for “co-creation with others”

*1  For details, refer to the following URL: 
https://www.mazda.com/en/investors/policy/mid-term/

*2 Expectations for the Mazda Group and the automotive 
industry

*3 Risks and opportunities for the Mazda Group
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Sustainability Promotion Organization

Each department carries out its operations based on goals and plans formulated with 

an understanding of the policies and guidelines determined by the CSR Management 

Strategy Committee, which the president chairs, and in cooperation with other Group 

companies. From FY March 2016, the Board of Directors holds discussions on issues 

concerning sustainability.

CSR Management Strategy Committee

Deliberate the sustainability activities that are expected of Mazda from a global 

perspective, in consideration of changes in social environment.

● Establishment of CSR targets and follow-up of the progress in efforts (see pp.120-

122)
● Performance evaluation of the mid-term environmental plan (Mazda Green Plan) (see 

pp. 123-124)
● Reviewing and identifying key issues (materiality) (see p. 9)

● Discuss social needs and trends, external evaluation analysis results, and etc.

Sustainability Promotion throughout the Entire Value Chain

In cooperation with suppliers and dealerships, Mazda has established a sustainability 

initiative promotion system throughout the entire value chain. The Company places 

emphasis on dialogues with stakeholders, to ensure that its sustainability initiatives 

not only comply with international rules as well as the laws and regulations of each 

country/region, but also respect local history, culture, and customs.

a  b

FY March 2005
・Began company-wide CSR initiatives
・CSR Committee established

FY March 2008
・Mazda evaluates its CSR initiatives in the six areas referencing the Charter of Corporate Behavior issued by the 

Japan Business Federation (Keidanren), etc.
・CSR Promotion Department established as a permanent structure

FY March 2009
・Integrated CSR initiatives and management
・Reinforced global perspective
・CSR Committee reorganized as the CSR Management Strategy Committee

FY March 2010

・Promoted initiatives both globally and across departments
・CSR & Environment Department established as a permanent structure
・Former CSR Promotion Department reorganized as a supervising compliance body and renamed as the 

Compliance Administration Department

FY March 2013
・CSR Targets established
・Started to implement the PDCA cycle to promote CSR initiatives based on ISO 26000
・Compliance supervision functions transferred to the Office of General & Legal Affairs

FY March 2014 ・Started study to review and identify key CSR issues (materiality)

FY March 2015 

-FY March 2016
・Disclosed the process of reviewing and identifying materiality
・Continued to conduct interviews with interested parties in the Company and with external experts and specialists

FY March 2017
・Disclosed the results of the materiality review, and the items that were identified
・Reviewed the areas of CSR initiatives

FY March 2018

- FY March 2021

・Continued the process of reviewing and identifying materiality
・Discussions under way to clarify the relationship between the Company’s initiatives based on the Medium-Term 

Management Plan and the SDGs

FY March 2022
・Completed the process of reviewing and identifying materiality
・Identified the social issues that the Mazda Group should resolve through its business and clarified the relationship 

between these issues and the SDGs and targets adopted by the United Nations.

b History of the Sustainability Structure

Secretariat
(CSR & Environment Department, 

Corporate Services Division)

CSR Strategy Core Team
Meeting: Held as required
Members: Working members of 
primary departments involved 
in carrying out sustainability 
initiatives

CSR Management Strategy Committee
Meetings: Twice annually
Chairperson: Representative Director, President, and CEO
Vice-Chairperson: Executive Offer in charge of CSR and　
environmental affairs
Members: Members of the Executive Committee

a Sustainability Promotion Organization

Company Departments 
and Sections

Mazda Group 
companies in 

Japan

Mazda Group 
companies 

overseas

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 1,061 
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

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 Sales and services Recycling end-of-life 
vehicles
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Long-Term Vision for Technology Development 
“Sustainable Zoom-Zoom 2030”

In 2007, Mazda announced the “Sustainable Zoom-Zoom” long-term vision for 

technology development. Based on that vision, Mazda has worked to provide both 

driving pleasure and outstanding environmental and safety performance.

In August 2017, Mazda announced “Sustainable Zoom-Zoom 2030,” its long-term 

vision for technology development that looks ahead to the year 2030. In light of the 

significant changes in the global automobile industry, the new vision takes a longer-

term perspective and sets out how Mazda will make use of driving pleasure—the 

fundamental appeal of the automobile—to help resolve issues facing the earth, society, 

and people.

Sustainable Zoom-Zoom 2030

At Mazda, we see it as our mission to bring about a beautiful earth and 

to enrich people’s lives as well as society. We will continue to seek ways 

to inspire people through the value found in cars.

Enhance customers’ mental well-being with the satisfaction 

that comes from protecting the earth and contributing to 

society with a car that offers true driving pleasure

Through conservation initiatives, create a sustainable 

future in which people and cars 

coexist with a bountiful, beautiful earth

Realize cars and a society that offer safety and peace of 

mind, and create a system that enriches lives by offering 

unrestricted mobility to people everywhere 

People

Earth Society
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Average anthropogenic temperature increase since  
the industrialization
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�Frequently Asked Questions�, Coordinating Editors: Sarah 
Connors, Ros Pidcock, p8, https://www.ipcc.ch/site/assets/
uploads/sites/2/2019/05/SR15_FAQ_High_Res.pdf 

Extract resources Produce materials Manufacture vehicles/parts

Power generation/heat supply

Transport vehicles/parts Driving Driving Maintenance/services Recycling, disposal

Charging Fueling

Electricity generation Refinery

Fuel extraction

CO2 CO2 CO2

CO2

CO2

CO2 CO2

CO2

CO2 CO2 CO2

Mazda�s perspective: �Well-to-Wheel� and �LCA�

Life-Cycle
Vehicle (product)-related cycle from 
resource extraction to disposal

Well-to-Wheel
Fuel-related cycle from 
extraction to consumption 
during driving

Approach to Resolving Social Issues
Mazda announced that it will endeavor to achieve carbon neutrality by 2050.
To accomplish this objective, the Company recognizes the importance of reducing CO2 emissions throughout a vehicle�s life cycle. For this 
reason, Mazda considers it necessary to provide multiple solutions that enable the Company to o�er various power unit choices that adapt 
to each region�s energy sources and power generation methods, from both the perspective of well-to-wheel and the perspective of life cycle 
assessment (LCA). In manufacturing and logistics, the Mazda Group strives for energy value maximization and energy diversification, aiming 
to achieve reductions in the global total CO2 emissions from plants/o�ces and logistics operations. The Group will continue these e�orts, 
which must be made throughout the entire supply chain, with the cooperation of local governments and other industries.*

Earth

The average global temperature has already risen by about 1.0°C 
from pre-industrial levels. The Special Report on Global Warming 
of 1.5°C published by the Intergovernmental Panel on Climate 
Change (IPCC) states that if global warming continues to increase 
at the current rate and the rise in temperature far exceeds 1.5°C, 
there will be a significant impact on nature and human activities. 
The Special Report therefore points out the need to achieve net 
zero global carbon emissions by around 2050 in order to limit the 
temperature rise to 1.5°C.
In response to the above forecast, 124 countries (including Japan) 
and one region* have declared their intention to achieve carbon 
neutrality by 2050, with nations around the globe stepping up their 
measures to design carbon pricing and other mechanisms and 
invest in the development of energy technologies. In the industrial 
world, initiatives have been accelerated to change the energy 
and industrial structures, promote decarbonization throughout 
the supply chain based on a life cycle assessment (LCA), and 
encourage the e�ective use of decarbonization/low-carbonization 
technologies to reduce greenhouse gas emissions.

■ Recognizing Social Issues

■ Mazda�s Approach to Resolving Issues

Endeavor for Carbon Neutrality by 2050

Reasons for Addressing Social Issues
As for the trends regarding vehicles around 2030, Mazda predicts that the fuel economy of vehicles as a whole will be further improved 
though the combination of highly e�cient combustion engines, electric device technologies, highly e�cient transmission systems and 
reduced body weight. Mazda also foresees technological innovation accelerating in accordance with fuel diversification. In addition, electric 
vehicles will be selected more often in regions where electricity can be generated with renewable energy or other cleaner sources. Energy 
decarbonization/low-carbonization and related technologies will be further promoted, which will intensify society-wide e�orts to reduce 
environmental impact toward the achievement of carbon neutrality by 2050. 
As a proportion of Japan's total CO2 emissions, the entire transport sector contributes approximately 20%, with the automotive industry 
accounting for about 90% of CO2 emissions from the sector. Mazda understands that, as a company belonging to the automotive industry, it 
has a duty to reduce CO2 emissions with the aim of curbing global warming. In order to preserve our beautiful planet for future generations, 
the Company will advance its initiatives toward the realization of a sustainable mobility society.

*  For details of the activities carried out by the Carbon Neutral Electricity Promotion Subcommittee in the Chugoku Region, refer to the following URL: 
https://newsroom.mazda.com/ja/publicity/release/2021/202111/211130a.pdf (Japanese only)

*As of January 20, 2021
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Reduce illnesses and death from hazardous 
chemicals and pollution

Increase global percentage of renewable energy
Double the improvement in energy e�ciency.
Enhance international cooperation to facilitate 
access to clean energy research and technology, 
and promote investment in clean energy 
technology.

（3.9）

（7.2）
（7.3）
（7.a）

Upgrade infrastructure and retrofit industries to make 
them sustainable, with increased resource-use e�ciency 
and greater adoption of clean and environmentally 
sound technologies and industrial processes.
Reduce environmental impact of cities, including by 
paying special attention to air quality and municipal 
and other waste management.
Integrate climate change measures into national 
policies, strategies and planning.

（9.4）

（11.6）

（13.2）

LARGE Group–Longitudinal Layout 

SMALL Group –Transverse Layout

Base Technology–SKYACTIV TECHNOLOGY

Straight 6S KYACTIV-G/D/X

MILD HEV24V BEV RE Multiple
Electrification Technology

SKYACTIV Multi-Solution 
Scalable Architecture

PHEV
SKYACTIV Multi-Solution 
Scalable Architecture

SKYACTIV-X

SKYACTIV-G SKYACTIV-D SKYACTIV-DRIVE/MT SKYACTIV-BODY/CHASSISi-STOP/i-ELOOP

MILD
HEV48V

MX-30 EV battery charging stations

■Contribution to the SDGs
Goals and Targets

Installation of Solar Power System at Hiroshima Plant
Mazda has been actively introducing and utilizing green 
electricity in its constant endeavors to achieve carbon neutrality 
by 2050. As part of its e�orts to promote green manufacturing 
lines and o�ces at factories, the Company has installed solar 
panels at its plant in Hiroshima. In July 2021, Mazda initiated 
operation of the solar power generation system, which boasts 
an output of 1.1 MW of electricity. The power generated by 
the solar panels is used to charge the batteries of MX-30 EV 
models produced at the plant and for other manufacturing 
processes there.

Accumulation of technological assets in line with Mazda�s Building Block Strategy and their utilization for highly e�cient 
manufacturing
Mazda has consistently followed its Building Block Strategy to e�ciently deliver more superior technologies by building up 
electrification technologies in stages while refining fundamental technologies, including engines, transmissions and vehicle 
bodies. Mazda is continuously enhancing its internal combustion engines and electrification technologies as part of the 
�Skyactiv Multi-Solution Scalable Architecture.� Based on this architecture, the Company will deliver multiple electrification 
solutions to meet various customers' needs, environmental regulations and the electric power generating infrastructure in each 
market. Mazda expects that 100% of its products will have some level of electrification, and its ratio of EVs will account for 
25% of its models by 2030. In addition, the Company plans to introduce its unique EV platform �Skyactiv EV Scalable 
Architecture� in 2025 for EVs with various vehicle sizes and body types. Based on these strategies, Mazda will refine its highly 
efficient development methods, namely Common Architecture, Bundled Planning and Model Based Development, to enrich its 
technological assets for the full-scale electrification era in collaboration with other companies.

■Mazda�s Initiatives

TOPICS

Hiroshima Plant's rooftop solar panels

Building Block Strategy for product 
technologies

For the state of power generation, refer to the panels exhibited at the Mazda Museum and the following URL:
https://www.mazda.com/globalassets/ja/assets/sustainability/pv_system/pv_generated_energy.pdf  (Japanese only)
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Resource Recycling for Water
Of the total volume of water existing on the planet, only 0.01% is 
useable by humans. This small amount of water is not distributed 
around the world, so a number of countries and regions face high 
water stress*.
If the earth�s temperature continues to increase due to climate 
change in the future, the sea levels will rise owing to the thermal 
expansion of the oceans and melting ice caps. This will result in 
rivers being contaminated with salt water, a rise in groundwater 
levels and other disasters that will reduce the amount of freshwater 
available to humans. Meanwhile, the United Nations World Water 
Development Report 2018 states that by 2050, global demand 
for water is expected to increase by 20-30% from 2010, driven 
by population growth, economic development and changing 
consumption patterns, among other factors. Companies must 
address the issues regarding global water resources in order to 
conduct sustainable business activities.

Approach to Resolving Social Issues
To carry out product development and design with consideration for recycling needs, Mazda builds resource-recycling initiatives 
into every phase of the lifecycle of its vehicles, based on the 3Rs. Many limited resources are used to manufacture vehicles, such 
as steel, aluminum, plastics and rare metals. At its business sites (areas of manufacturing, logistics, etc.), the Company will push 
forward with initiatives toward the realization of a recycling-oriented society from two di�erent perspectives shared throughout 
the entire vehicle supply chain. One is the well-to-wheel perspective, and the other is the global & supply chain perspective.

Breakdown of plastic waste recycling by type (Japan)

Earth

Resource Recycling for Materials
In the context of a growing world population, the global community 
is facing challenges due to an increase in demand for resources and 
the worsening environmental issues, including the rising amount 
of waste. To address these challenges, it is necessary to transition 
to a circular economy that considers medium- and long-term 
outlooks, but also to promote the conventional 3R (reduce, reuse, 
and recycle) initiatives in all economic activities. A circular economy 
intends to generate new value while reducing resource inputs and 
consumption and making e�ective use of social stock.
Plastic recycling is indispensable in achieving a circular economy. 
In Japan, currently an estimated 60% of plastic waste goes through 
thermal recycling, which means that the waste is combusted in 
incinerators to produce energy. In Western countries, however, 
usually combustion is not included in the concept of recycling. 
Also, a minute amount of dioxin is generated during the process 
of combustion. For these reasons, companies are required to 
contribute to the circular use of resources (material recycling/
chemical recycling) or the use of biomass plastics.

■ Recognizing Social Issues

■ Mazda�s Approach to Resolving Issues

Resource Circulation

Reasons for Addressing Social Issues
Around 2030, Mazda forecasts progress in various initiatives to realize a recycling-oriented society from the perspective of 
natural capital. This will be achieved through using resources without any losses, promoting the 3Rs to encourage the reuse 
of water, plastic and other resources, and establishing resource circulation systems, such as a circular economy. Meanwhile, a 
significant reduction in energy and resource losses throughout the entire vehicle manufacturing supply chain may be expected 
as a result of e�orts to make process more e�cient. Dramatic progress will also be made in recycling and waste reduction 
initiatives through the promotion of the 3Rs and the transition to a circular economy.
Aiming to become a company that can coexist in harmony with the earth, Mazda will continue to implement thorough recycling 
and waste reduction initiatives.

The above pie chart was created by Mazda, based on  
�An Introduction to Plastic Recycling 2021� published by the 
Plastic Waste Management Institute. 
An Introduction to Plastic Recycling 2021, edited by Plastic 
Waste Management Institute, 2021, p7

Extremely high (>80%)

High (40-80%)

Medium-high (20-40%)

Low-medium (10-20%)

Low (<10%)

Arid and low water use

No data

Baseline (water stress)

Water stress around the world

�17 Countries, Home to One-Quarter of the World's Population, 
Face Extremely High Water Stress�, World Resources Institute/ 
Aqueduct, https://www.wri.org/insights/17-countries-home-
one-quarter-worlds-population-face-extremely-high-water-stress

Material recycling
22%

Non-utilized
(Incineration 
without energy 
recovery, 
landfilling) 
15%

Chemical recycling
3%

Thermal recycling
60%

* Term that refers to the ability, or lack thereof, to meet human and ecological demand for water
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Achieve the environmentally sound management 
of chemicals and all wastes, and significantly 
reduce their release in the air, water and soil.
Substantially reduce waste generation.

(12.4)

(12.5)
Upgrade infrastructure and retrofit industries to make 
them sustainable, with increased resource-use e�ciency 
and greater adoption of clean and environmentally 
sound technologies and industrial processes.

(9.4)

Improve water quality through various measures.(6.3)

Reducing Disposable Containers and Promoting the Use of Returnable Containers
Mazda is moving forward with 3R initiatives by such means as promoting the use of 
returnable containers, simplifying packaging specifications, and encouraging the reuse of 
materials. Since FY March 2013, the Company has been continuing activities to reflect 
logistic needs at the beginning of product development. These activities aim to optimize 
parts specifications and structures by taking into account these logistic needs in all work 
processes, from design to production and shipment. Furthermore, as for parts to be 
exported to overseas assembly plants, in 2015 Mazda started to use the same returnable 
containers to transport parts from the supplier to its transmission plant in Thailand, where 
these parts are assembled, so as to eliminate the need for repackaging these parts into 
cardboard boxes at a distribution center. In FY March 2021 this method enabled the 
Company to cut down around 850 tons of packaging and wrapping materials that would 
be discarded. Mazda is considering introducing this method at its plant in North America. 
The Company will continue its endeavors to reduce the use of packaging and wrapping 
materials, primarily by expanding the introduction of returnable containers. 

Resource Recycling Initiatives for Products
Mazda is steadily increasing the recyclability of its new vehicles, drawing on the following initiatives.
1.  Research into vehicle design and dismantling technologies that simplify dismantling and separation, to make recyclable parts 

and materials easier to remove
2. Use of easily recyclable plastics, which constitute the majority of ASR* by weight
*  Automobile Shredder Residue 

It refers to the residue remaining after the crushing/shredding of what is left of the vehicle body following the removal of batteries, tires, fluids, and other parts requiring 
appropriate processing; the removal of engines, bumpers, and other valuable parts; and the separation and recovery of metals.

Resource-Recycling Initiatives at Business Sites
Mazda will pursue and promote environmental technologies that will contribute to resource/energy value maximization (by 
minimizing consumption and fully utilizing resources/energy without any waste) and resource/energy diversification.

■ Mazda�s Initiatives

TOPICS

* Model plant: A pilot plant where new attempts are made, ahead of other facilities.

■ Contribution to the SDGs
Goals and Targets

2030

Implement an optimal approach 
to water resources recycling and 
circulation at model plants* in Japan.
・ Fully utilize water without any waste, as a 

valuable resource that is a natural blessing.
・ Circulate water as a valuable resource that 

is a natural blessing, by treating used water 
so that it is the same quality as before it was 
used, and returning it to nature.

2050

Implement an optimal approach 
to water resources recycling and 
circulation in global manufacturing 
processes.
・ Fully utilize water without any waste, as a 

valuable resource that is a natural blessing.
・ Circulate water as a valuable resource that 

is a natural blessing, by treating used water 
so that it is the same quality as before it was 
used, and returning it to nature.

Resource Recycling for Materials
The Mazda Group continues to expand its global e�orts 
for zero emissions and resource recycling, by such means 
as using resources without any losses, and 3R activities (to 
reduce, reuse, and recycle resources).

Resource Recycling for Water
To conserve water resources, the Mazda Group promotes 
activities to eliminate wasteful water use, and circulate 
water resources by treating used water so that it is the same 
quality as it was taken from nature.

2030

Achieve zero emissions* in 
manufacturing and logistics processes 
on a global basis.
*  The status in which landfill waste is 

reduced to 0.1% or lower of the total waste 
generated. The Mazda Group companies 
in Japan achieved zero emissions in 2018.

2050

Achieve zero emissions through 
expanded resource recycling 
initiatives* in manufacturing and 
logistics processes on a global basis.
*  Break away from dependence on thermal 

recycling or other combustionbased 
recycling methods, and augment material 
recycling.

Ideal vision

3RGlobal production site

Supplier Group 
company 

Logistics

[Reduce][Reduce]
･Improve yield-enhancement technologies.･Improve yield-enhancement technologies.
・Reduce part weight.・Reduce part weight.
・Use less packaging, etc.・Use less packaging, etc.

[Reuse][Reuse]
・ Promote the use of ・ Promote the use of 

returnable packaging, etc.returnable packaging, etc.

[Resource value maximization]

[Resource diversification]

Resources Products

[Recycle][Recycle]
・Change to recyclable materials.・Change to recyclable materials.
・ Expand material recycling ・ Expand material recycling 

e��orts, etc.e��orts, etc.

Customer

OUT 
PUT

IN 
PUT

Before

After No need for repackaging

Parts were repackaged 
into cardboard boxes at a 
distribution center.

Introduction of returnable containers

[Resource diversification] [Resource value maximization]

・ Fully utilize of 
rainwater, etc.

・ Reduce water 
consumption, etc.

・ Water quality at the same level as 
at the time of water intake etc.

・ Increase the 
use of recycled 
water, etc.

Water
intake

Recycled water

Wastewater

Rainwater

Discharge

Production
process

Water
resources
recycling

center

OUT 
PUT

IN 
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Ideal vision
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The above graphs were created by Mazda with permission from Gallup, Inc., based on the graphs in the Gallup Global Emotions 2021 report.
“Gallup Global Emotions 2021”, Gallup, Inc.,　https://www.gallup.com/analytics/349280/gallup-global-emotions-report.aspx 
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The preamble to the Constitution of the World Health Organization (WHO) defines that �Health is a state of complete physical, mental 
and social well-being and not merely the absence of disease or infirmity.� Here, health is expressed with the word �well-being�.
Gallup, Inc. of the United States has conducted an emotional health survey  in more than 140 countries and areas. In this survey, 
respondents� emotional experiences serve as one of its key measurement indicators.
The survey results revealed that during the period between 2006 and 2020, Positive Experience Index scores (feeling well-rested, 
feeling treated with respect, laughing and smiling, enjoyment, and learning or doing something interesting) stayed about the same, 
whereas Negative Experience Index scores (physical pain, worry, sadness, stress, and anger) showed a deteriorating trend since 
2015. Presumably, increasing the opportunities for positive experiences will lead to improvement in people�s emotional health in 
the future.
Meanwhile, the industrial world―the information technology industry in particular―has begun to see some companies 
incorporating the perspective of well-being, which encompasses not only physical health but also mental and social health, into 
the process of product and technology development.

Approach to Resolving Social Issues
Mazda hopes to enrich the lives of customers by o�ering new forms of car ownership and automobile culture through its 
unique human-centered approach.
·  Further maturing Mazda�s Kodo design language, which is grounded in a philosophy of bringing cars to life and raises car 

design to the level of art to enrich people�s emotional lives
·  Further pursuing a Jinba-ittai―or sense of oneness between driver and vehicle―driving feel, which unlocks people�s potential 

and revitalizes them mentally and physically
·  Enhancing events and experiences for customers to build special bonds with Mazda by providing a comfortable space and 

through other means

Contribution to People�s Mental Wellness

Reasons for Addressing Social Issues
Around 2030, Mazda predicts that while people will benefit from the economic a�uence achieved by mechanization 
and automation, they will be less associated with society due to weakening real-world human connections, with reduced 
opportunities to live spiritually rich lives, realize a society where all people harmoniously coexist, and feel the pleasure of 
ownership. Furthermore, people may be subject to high stress caused by the vulnerability of the social systems, which will have 
been optimized to seek higher e�ciency.
Given these circumstances, the value of vehicles is expected to become more diversified, so people will select vehicles according 
to their purpose, e.g., for driving supported by vehicle-infrastructure cooperative systems, for enjoying driving, and for feeling the 
joy of ownership.
Mazda aims to enhance customers� mental well-being with the satisfaction that comes from protecting the planet and 
contributing to society with a car that o�ers true driving pleasure.

■ Mazda�s Approach to Resolving Issues

■ Recognizing Social Issues
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Ensure healthy lives and promote well-being for all at 
all ages.

（3）

Classic Mazda website (Japanese only) :
https://www.mazda.co.jp/carlife/classicmazda/

The first MX-5 (Roadster in Japan) The third RX-7 (left) and the second Savanna RX-7 
(right)

GVC application range expanded by motor
Control of increased torque when turning the steering wheel back to further stabilize vehicle motion

Turn in

Reduced torque shifts the load to the front

Electric motor

Internal 
combustion 
engine

Increased torque shifts the load back to the rear

Turn out

Regenerative 
GVC by motor

Mazda o�cial merchandise “Mazda Essential Collection
https://www.mazda.com/ja/collection/essential/ (Japanese only)

Technology adopted in the MX-30 EV model: electric G-Vectoring 
Control Plus

CX-30 featuring further evolved Kodo design

CLASSIC MAZDA
Thus far, the Classic Mazda website has 
provided information about restoration 
services and restoration parts for the first 
MX-5 (Roadster in Japan), based on the 
Company�s aspiration to foster a society 
where not only new vehicles but also old 
vehicles can be valued and contribute 
to the automobile culture of the world. 
In December 2020, the website was 
updated in conjunction with the release of 
restoration parts for the RX-7.

Building Special Bonds
With a view to building special bonds with customers in more than 130 
countries and regions where Mazda vehicles are sold, the Mazda group 
push 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.
To build special bonds  with customers, Mazda considers it necessary to take 
into account all touch points, 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.
For example, in the United States, a Group company carried out a program in 
partnership with participating dealers. The program was to provide a free oil 
change as well as interior and exterior vehicle cleaning for healthcare workers 
nationwide in 2020 and for educators nationwide in 2021. Not only Mazda 
owners but also for most makes and models from other manufacturers were 
covered by the program.
In the area of products, through its vehicles, Mazda aims to o�er driving 
pleasure and an enriched life to an even greater number of customers. The 
Company is building on its strengths by further pursuing a Jinba-ittai―or 
sense of oneness between driver and vehicle―driving feel through the use of 
G-Vectoring Control* and other technologies, as well as by further maturing 
Mazda�s Kodo design language, which is grounded in a philosophy of bringing 
cars to life and raises car design to the level of art to enrich people�s lives.
Other than products, Mazda holds various events, including online 
programs not only for its customers but also for many other people, to help 
them understand the Company�s passion for and commitment to vehicle 
manufacturing as well as driving pleasure. In addition, Mazda o�ers its o�cial 
merchandise that makes users feel close to Mazda in their everyday life. 

TOPICS

■ Mazda�s Initiatives

*  The world's first control system to vary engine torque in response to steering inputs in order 
to provide integrated control of lateral and longitudinal acceleration forces and optimize the 
vertical load on each wheel for smooth and e�cient vehicle motion. (As of June 2016 for 
mass production vehicles, according to in-house investigation). In FY March 2021, Mazda 
developed its proprietary control technology for electric vehicles, electric G-Vectoring Control 
Plus (e-GVC Plus), which was incorporated into the MX-30 EV models.

■ Contribution to the SDGs
Goals and Targets

Develop sustainable and resilient infrastructure 
to support economic development and human 
well-being

（9.1）
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Reasons for Addressing Social Issues
Mazda recognizes that people are its most important resource and aims to be a company sta�ed by people who enjoy their 
work. The basic philosophy of the Company�s Medium-Term Management Plan is �our unique co-creation with others.� 
In keeping with this philosophy, Mazda respects the diversity of its employees from various backgrounds, including race, 
nationality, faith, gender, social status, family origin, age, mental or physical disability, sexual orientation, and gender identity. 
The Company also strives to promote flexible and diverse work styles and improve working conditions and environments, 
thereby enhancing employees� motivation and increasing work e�ciency from the viewpoint of total optimization.

Results of Diversity Management

*CS: Customer Satisfaction / ES: Employee Satisfaction

Process innovation
Improvement in productivity and 

creativity, increased work e�ciency, etc.

Product innovation
Development and improvement 

of products and services, etc.

E�ects within the workplace
Improvement in ES*, workplace 

improvement, etc.

Improvement in external 
evaluation

Improvement in CS* and market 
evaluation, acquisition of competent 

human resources, etc.

Direct results (financial value)

Impact inside the Company Impact outside the Company

Indirect results (non-financial value)

The above figure was created by Mazda, based on �FY March 2017 New Diversity 
Management Selection 100―Collection of Best Practices� published by the Ministry 
of Economy, Trade and Industry (https://www.meti.go.jp/policy/economy/jinzai/
diversity/kigyo100sen/practice/pdf/rh28practice.pdf (Japanese only)).

People

Securing a labor force is one of the challenges confronting developed countries, where the percentage of working-age 
population has been on the decline. On top of this, changing market circumstances as exemplified by globalization in recent 
years have caused numerous new uncertainties for companies and brought changes in their competitive environments. 
Companies are therefore required to accurately identify diversifying customer needs and innovate to seize new revenue-
generating opportunities, while also needing flexibly respond to risks and making them into business opportunities.
In these circumstances, in order for companies to sustain growth, it is essential to secure a diverse range of human resources 
in accomplishing their management strategies. To this end, companies should pursue diversity management. Cultivating both 
a work climate and work-style frameworks that can motivate a diverse pool of employees, enables companies to assign the 
right person to the right position, and thus provide opportunities to individual employees to exercise their potential to the 
fullest. By doing so, diversity management aims to allow companies to achieve positive management results, including product 
innovation, process innovation, improvement in external evaluation and e�ects within the workplace.
Furthermore, companies must step up their e�orts to continue to create corporate value over the medium and long term 
by leveraging the di�erences between diverse attributes to improve the company�s risk management capabilities and the 
supervisory function of the Board of Directors.

Approach to Resolving Social Issues
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. Mazda promotes human resources training 
based on the Mazda Way principles that are shared 
throughout the entire Mazda Group worldwide. Also, the 
Company has established Group-wide human resources 
policies and measures along with promotion of various 
initiatives. 
·  New flexible work styles (remote work, satellite o�ce)
·  Reform company-wide operation system to support new 

work style
·  Promote diversity and inclusion, etc.

Improving Employee Job Satisfaction 

Seven Principles of the Mazda Way

■ Mazda�s Approach to Resolving Issues

■ Recognizing Social Issues

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 e�orts 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.�
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Decouple economic growth from 
environmental degradation in accordance with 
the 10-Year Framework of Programmes on 
Sustainable Consumption and Production.
Achieve full and productive employment and 
decent work for all women and men, and 
achieve equal pay for work of equal value.

（8.4）

（8.5）

Mazda Joins The Valuable 500, International Initiative to Promote Disability 
Inclusion
In January 2021, Mazda Motor Corporation joined The Valuable 500, an 
international initiative to promote active inclusion of people with disabilities. The 
Valuable 500, launched at the World Economic Forum's Annual General Meeting 
in January 2019, aims to inspire business leaders to make changes for disability 
inclusion that will enable people with disabilities to realize their potential value in 
the areas of business, society and economy. In support of this aim, the Company will 
promote and strengthen its e�orts in line with the commitments it has established 
as to Mazda's Corporate Vision, employment and empowerment of people with 
disabilities, and products and services that consider the needs of people with 
disabilities.

■ Contribution to the SDGs
Goals and Targets

Realization of Diversity
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. Mazda also works 
on a variety of programs to enable its employees ― a diverse range of people with di�erent values and lifestyles ― to enjoy their 
work by finding a healthy balance between their work and personal lives.

Increasing the Employment and Range of 
Opportunities for Female Employees
Through enhancement of measures promoting work-life 
balance and other initiatives, Mazda is striving to cultivate 
a workplace in which women can work comfortably. In 
2016, the Company established its targets in the general 
employer action plan, based on the Act of Promotion 
of Women�s Participation and Advancement in the 
Workplace. Due to ongoing e�orts to promote the active 
participation of women, the number of female managers 
has been steadily rising (FY March 2021 results: 52, about 
2.5 times the number in FY March 2014). To further 
accelerate these e�orts, Mazda has set new targets for FY 
March 2022 and onward. In this manner, initiatives are 
under way to further strengthen the support for female 
participation.

Promoting Re-Employment of the Elderly, and Passing on 
Expertise, Skills, and Know-How
Starting in FY March 2014, Mazda has introduced a system 
to ensure the continued employment of all post-retirement 
employees who wish to continue working by revising the 
Company�s previous re-employment system. The Company 
is actively re-employing retired former employees to help 
them share their expertise, skills, and know-how with 
younger employees.

For details, refer to the following URL:
https://newsroom.mazda.com/en/publicity/release/2021/202101/210129a.html

TOPICS

■ Mazda�s Initiatives

General Employer Action Plan based on the Act 
of Promotion of Women�s Participation and 
Advancement in the Workplace

FY March 2021 Human Resources System and 
Measures (Examples)

Work-life balance
·  Child-rearing paid leave / Child-rearing leave:  

600 beneficiaries (including 492 male) / 
287 beneficiaries (including 45 male)

·  Nursing care leave: 5 beneficiaries (including 4 male)
·  Special Warm Heart leave system*:  

644 beneficiaries (including 345 male)
* A paid-leave system that covers nursing care for relatives, including those in 

need of long-term care, volunteer work, functions at one�s child�s school, 
infertility treatment, and disaster relief and assistance for a�ected relatives

Support for employees with special needs
·  Established the Physical Challenge Support Desk for 

consultations. Employed two certified sign-language 
interpreters as regular employees.

Planning period: April 1, 2021 – March 31, 2026
Numerical targets:
①  Increase the number of female managers to 80 by FY March 

2026 (approximately four times the number in FY March 2014)
②  Increase the number of male employees who take child-

rearing leave to 80 by FY March 2026 (approximately two 
times the number in FY March 2021)

End all forms of discrimination against all 
women and girls everywhere.
Ensure women�s full and e�ective participation 
and equal opportunities for leadership at 
all levels of decision-making in political, 
economic and public life.

（5.1）

（5.5）
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Approach to Resolving Social Issues
Mazda Proactive Safety is the Company�s safety 
philosophy based on understanding, respecting 
and trusting the driver. Mazda places this 
philosophy at the heart of its research on and 
development of safety technologies.
To drive safely it is essential to recognize 
potential hazards, exercise good judgment 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 o�ers a range of 
technologies which help to prevent or reduce 
the damage resulting from an accident.

Mazda Proactive Safety: Mazda's Safety Philosophy

■ Mazda�s Approach to Resolving Issues

Reasons for Addressing Social Issues
Around 2030, Mazda expects that advanced safety technology will have further evolved and become widespread, which will 
lead to a declining number of tra�c accidents and help realize a society where people can move safely with peace of mind on a 
global basis. 
With the goal of realizing a motorized society without tra�c accidents, Mazda aims to create a system that enriches people�s 
lives by o�ering unrestricted mobility to people everywhere.

The above graph was created by Mazda, based on the graph in the following URL, in accordance with the guidelines of the World 
Health Organization (WHO): �Death on the Road Based on the WHO Global Status Report on Road Safety 2018�, World Health 
Organization,  https://extranet.who.int/roadsafety/death-on-the-roads/#trends/

Trends in the number of tra�c fatalities worldwide (2000-2016)

The number of tra�c fatalities has been leveling o� or decreasing in developed countries. In emerging countries, however, the 
number has been on the rise along with the progress of motorization (widespread use of private passenger cars). As of 2016, 
the annual number of people killed in tra�c accidents reached approximately 1.35 million worldwide.
The automotive industry working to promote vehicle safety measures with a view to reducing the number of fatal road tra�c 
accidents to zero by securing the safety of pedestrians and vehicle occupants, preventing serious accidents, and encouraging the 
e�ective and proper use of autonomous driving-related technologies.

Realizing a Motorized Society Free from Tra�c Accidents

■ Recognizing Social Issues

Society
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MAZDA CO-PILOT CONCEPT
Driver Sensing Technology  
monitoring driver conditions and 
protecting lives

i-ACTIVSENSE

Driving
Position

VisibilitySKYACTIV-BODY／CHASSIS
Crash Safety

Heads-up Cockpit

Continuous evolution of advanced 
safety technologies 
assisting the driver to recognize 
hazards and make good judgment

Continuous evolution of basic 
safety technologies 
(Crash safety / good visibility)

Children

*  This system is not intended to allow autonomous driving while the driver is asleep or 
inattentive.

■ Contribution to the SDGs
Goals and Targets

Building Blocks toward the Realization of an Automotive Society that O�ers Safety and Peace of Mind
To realize an automotive society that o�ers safety and peace of mind, Mazda has strived to develop technologies in accord with the 
Mazda Proactive Safety Philosophy. The Company adopts its Building Block Strategy in developing safety technologies, as in the case 
of environmental technologies. The base block at the bottom of the figure below comprises basic safety technologies, such as the 
ideal driving position and pedal layout, excellent visibility, and human machine interface. Mazda has been committed to continuous 
evolution of these technologies, as exemplified by the adoption of an organ-type accelerator pedal and e�orts to further enhance 
visibility. The middle block constitutes of i-Activsense, a series of Mazda�s advanced safety technologies developed to deliver safer, 
more reliable cars to a greater number of customers, from total beginners all the way to elderly drivers. The features of i-Activsense 
include active safety technologies, which support safer driving by helping the driver to recognize potential hazards; and pre-crash 
safety technologies, which help to avert collisions or reduce their severity in situations where they cannot be avoided. Mazda also 
works to continuously evolve these safety technologies. The uppermost block is the Mazda Co-Pilot Concept, which the Company 
declared in 2017 as its development concept for advanced driving support technology.

Halve the number of global deaths and injuries from road tra�c accidents.

TOPICS

MAZDA CO-PILOT CONCEPT
The Mazda Co-Pilot Concept is Mazda�s unique concept for human-
centered advanced driving support technology. This concept envisages a 
driving support system that monitors the driver�s condition and behavior 
at all times, and that stands ready to intervene to assist the driver should 
an emergency occur. If the system detects that a sudden change has 
occurred in the driver's physical condition―for example, the driver gets 
drowsy or loses consciousness―an alarm is issued to alert the driver. 
Furthermore, if the driver is deemed as unable to continue normal 
operation of the vehicle, the system causes the vehicle to decelerate or 
come to a stop and then places an emergency call if necessary. Anyone 
can experience a sudden complication while at the wheel. However, 
Mazda believes that, in such a case, this technology will be able to reduce 
the risk of accidents and damage to not only the driver, but also the 
surrounding vehicles and passersby. Thereby providing as much peace of 
mind to the driver and their loved ones as to others on the road or nearby. 
The Company plans to introduce Mazda Co-Pilot 1.0, as a first step, 
starting from its Large Products with 2022.

（3.6）

■ Mazda�s Initiatives

Building blocks toward the realization of an 
�accident-free society�

Road conditions

Activates the 
vehicle

Activates the 
vehicle

Activates the 
vehicle

Recognition

Recognition

Detects the person�s condition

Detects the person�s condition

Detects the person�s condition Advanced 

driving 

support

Interprets the operation

Judgment

Judgment

Operation

Unable to operate the vehicleUnable to operate the vehicle

Operation

Monitoring of the driver�s condition and operation

ResponseResponse WarningWarning
InteractionInteraction

Monitoring of the driver�s condition and operation

The system drives the vehicle and make emergency responses, in the place of the driver.

Emergency call

Road conditions

Road conditions
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The above table was created by Mazda based on the �Outline of the Interim Report from the Roundtable on New Mobility Services for Cities and 
Rural Areas of the Ministry of Land, Infrastructure, Transport and Tourism.�  (Japanese only) (https://www.mlit.go.jp/common/001280181.pdf)

*  Mobility as a Service (MaaS): An integrated transport service of search, reservation, payment, etc. that optimally combines multiple public transportation and other 
travel services in response to the travel needs of each local resident or traveler on a trip-by-trip basis

Approach to Resolving Social Issues
Mazda aims to evolve connectivity technologies to further cultivate connections among people and between people and society, 
thereby building a social contribution model that will enrich lives in the region by o�ering safe, secure, and unrestricted mobility to 
people everywhere. At the same time, the Company will move forward with initiatives to enhance brand value through active social 
contributions capitalizing on the strength of a vehicle manufacturer.

Five Types of Regions Identified to Promote Japanese-style MaaS

Society

According to the 2020 White Paper on Information and Communications in Japan (published by the Ministry of Internal 
A�airs and Communications), Japan has been called as a country with advanced challenges. The country began to experience 
a declining population and aging society prompted by a falling birthrate sooner than other countries, while also facing the 
increasing concentration of its population in urban centers. In recent years, various issues have become apparent.
In urban areas, daily tra�c jams and congestion have caused extended traveling and commuting times and other problems 
that lead to social losses. Meanwhile, areas in rural Japan where no public transportation is available have expanded, due to 
reduced and discontinued public transportation services such as trains and buses. As a result, freedom of mobility in everyday 
life is limited for people who have di�culty using private vehicles as their main means of transport.
As measures to e�ectively fulfill these mobility needs of local communities with di�erent characteristics and issues, expectations 
are running high for Mobility as a Service (MaaS*.) Amid ongoing discussions nationwide about MaaS in Japan, the automotive 
industry is striving to develop related technologies and create mobility service systems.

■ Mazda�s Approach to Resolving Issues

Creating a System that Enriches People�s Lives

Reasons for Addressing Social Issues
Mazda predicts that around 2030, against the backdrop of global digitalization and widespread use of work e�ciency improvement 
tools, the automotive industry will seek to increase convenience by linking cars and communications systems, o�ering various services 
one after another. Making the selection of which convenience-oriented services to provide a decision of significant value. 
Metropolitan areas with advanced infrastructure built to accommodate a greater concentration of people should be able to resolve 
any concerns or inconveniences regarding mobility with little di�culty, thanks to the development of shared services as well as 
expanded vehicle use and services, which will become comparable to those of public transportation systems.
On the other hand, depopulated areas in hilly and mountainous regions of Japan will continue to su�er a lack of transportation 
means due to the disappearance of public transportation services, making it harder for local residents―particularly the elderly and 
people with special needs―to get around. This issue will also involve regional revitalization, which cannot be resolved by merely 
providing relevant services alone.
Mazda will leverage available car and connectivity technologies to help create a community where local residents help one another 
and facilitate human interaction, assisted by drivers from both within and outside the community.

■ Recognizing Social Issues

(1) Metropolitan area (2) Metropolitan 
suburban (3) Local urban (4) Suburb/

Depopulated area
(5) Tourist 

destination

Regional 
characteristics

•  Population size: 
Large

•  Population density: 
High

•  Transport system: 
Primarily trains

•  Population size: 
Large

•  Population density: 
High

•  Transport system: 
Trains/cars

•  Population size: 
Medium

•  Population density: 
Medium

•  Transport system: 
Primarily cars

•  Population size: 
Small

•  Population density: 
Low

•  Transport system: 
Primarily cars

•  Population size: ―
•  Population density: 
―

•  Transport system: ―

Regional issues

•  Response to 
diversifying mobility 
needs

•  Lack of information 
about potential 
demand

•  Daily tra�c jams 
and congestion

•  Lack of first-/last-
mile transportation 
services and 
connectivity

•  Local congestion due 
to events, weather, 
etc.

•  Reliance on private 
cars

•  Decrease in 
convenience and 
profitability of public 
transportation

•  Insu�cient 
transportation for 
non-car owners and 
elderly people who 
have returned their 
driver�s license

•  Reliance on private 
cars

•  Decline in local 
transportation

•  Expansion of areas 
where no public 
transportation is 
available

•  Increasingly 
insu�cient 
transportation for 
non-car owners and 
elderly people who 
have returned their 
driver�s license

•  Lack of secondary 
transportation and 
provision of tourism 
transportation in 
rural areas

•  Need to facilitate 
smooth movement 
of foreign visitors 
to Japan, whose 
numbers are rapidly 
increasing

•  Finely tuned 
response to 
diversifying tourism 
needs
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Local community

Local government

Mazda Collaboration with
local events

Station/bus stop

Clinic

Supermarket, etc.

Request through phone or application

Providing application
and vehicles

Support system/support for legal
compliance procedures, etc.

Pickup and drop-o�
service (share-ride)

Arrangement and
dispatch of vehicles

Driver

Service users

Collaboration through 
creation of systems to 
promote mobility and 
revitalize the local 
economy

Refer to the following URL for details (Japanese only):
https://newsroom.mazda.com/ja/publicity/release/2020/202011/201130a.html A Mazda vehicle being presented to a welfare organization

A Shared Mobility Service Leveraging Connectivity Technologies
To deal with the issue of lack of transportation means in depopulated areas in hilly and mountainous regions of Japan, Mazda started 
testing a shared mobility service utilizing its connectivity technologies from December 2018 in Miyoshi City, Hiroshima Prefecture. 
The Company is in the process of coming up with ideas to improve the convenience of the service through dialogue with the local 
community while having residents of the testing sites―the Kawanishi district and Sakugi-cho of Miyoshi City―continue to use 
the service. Mazda is currently working to devise various measures to ensure seamlessly connected mobility for people and goods 
both inside and outside the community by linking the shared mobility service with regional information on local exchange events, 
shipping/collection of agricultural products, etc. Through such measures, Mazda strives to realize a sustainable service used by many 
more people, thereby leading to community invigoration in the future.

■ Mazda�s Initiatives

Outline of Shared Mobility Service Testing

Donating Vehicles for Every Stadium Attendance Milestone
Mazda works to support the mobility of local social welfare organizations, 
making e�ective use of the Hiroshima Municipal Baseball Stadium 
(Mazda Zoom-Zoom Stadium Hiroshima), for which Mazda acquired 
the naming rights. For every one million stadium visitors, the Company 
donates one Mazda vehicle to a social welfare organization. When the 
cumulative number of visitors reached 21 million in November 2020, a 
Mazda vehicle was presented to an organization in Hiroshima City. As of 
FY March 2021, Mazda had donated a cumulative total of 21 vehicles. 
The vehicles are being used for various purposes, such as transporting 
users of the welfare facilities to their workplaces. 

■ Contribution to the SDGs
Goals and Targets

Provide access to sustainable transport systems for all, 
improving road safety.
Reduce the adverse per capita environmental impact 
of cities, including by paying special attention to air 
quality and municipal and other waste management.
Support positive economic, social and environmental 
links between urban, peri-urban and rural areas.

TOPICS

（11.2）

（11.6）

（11.a）

（9.1）Develop sustainable and resilient 
infrastructure to support economic 
development and human well-being.
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Develop sustainable and resilient infrastructure to support economic development and human well-being.（9.1）
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1. Establishing consistent 
quality from planning to 
production

2. Early detection and early 
solution of market problems

3. Building special 
bonds with 
customers

Earth, People, and Society

Toward the realization of its Corporate Vision, Mazda believes that it is important to enhance the quality of �all things o�ered 
outside the Company,� including products and services, to satisfy customers. To deliver customers safety, trust, and excitement 
through automotive lifestyles, and to have customers continuously realize the value of its products, Mazda makes Group-wide 
e�orts based on the three principles below:

1. Establishing consistent quality, from planning to production
2. Early detection and early solution of market problems
3.  Building special bonds with customers―cultivating human resources capable of considering and acting toward the 

happiness of customers

■ Mazda�s Approach

Vision for Quality Assurance

1.  Establishing consistent quality from planning to 
production

�100－1=0� expresses Mazda�s strong desire to provide 
good quality to all customers, under the belief that for 
an individual customer, his/her vehicle is not one out of 
100 vehicles but the only one. Mazda pursues a kind of 
vehicle production that respects each vehicle as a certain 
customer�s �one-and-only,� and all related departments 
work in close collaboration to establish consistent quality 
in all processes, from planning to production.

2. Early detection and early solution of market problems
If an unpredictable problem arises in the market, it 
may result in loss of trust from customers. To avoid this, 
Mazda promotes quality assurance activities for the early 
detection and early solution of any problem pointed out by 
customers.

3. Building special bonds with customers
Mazda aims to build special bonds of ever-lasting trust 
with its customers by keeping contact with customers in 
good faith and with a sense of commitment to them.

Shaping Personnel Who can Think and Act from the 
Customer's Perspective
Mazda promotes human resources development 
to enable each and every employee will be able 
to think and act for themselves. To cultivate a 
customer-oriented corporate culture/mindset, 
since 2018 Mazda has set up an exhibition booth 
to show actual defective products found in the 
past and videos regarding these products, enabling 
employees to share lessons learned from past cases. 
This initiative is intended to encourage employees 
to think about past issues as issues concerning 
themselves and to improve their attitudes and 
behavior. In FY March 2021, the Company started 
to provide the exhibition online due to novel 
coronaviirus (COVID-19), through which a total of 
8,700 employees so far have shared lessons learned 
from past experiences.

Quality Improvement

■ Contribution to the SDGs
Goals and Targets

Employees sharing past cases at the exhibition 
booth

An employee viewing past cases through the 
online exhibition
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Achieve higher levels of economic productivity.

Strengthen and expand access to banking, 
insurance and financial services.

（8.2）
（8.10）

Image of biofuel vehicle

Customers of Co. A Customers of Co. B Customers of Co. C

Development of Next-Generation Vehicle Communications Devices

Common connection specifications from vehicles to networks and vehicle 
communications device center

In-house
domain

Co. A vehicle system

Vehicle communications 
device center
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Co. A server
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Co. B server
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Co. C server
infrastructure
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device functions

[Subject of this joint development]

Next-generation vehicle communications
device connection functions

Vehicle communications 
deviceStandardize the 

connection 
specifications 
between the 

vehicle and the 
vehicle 

communications 
device center

Earth, People, and Society

The automotive industry is currently experiencing a once-in-a-century transformation. Reform is required in numerous areas 
including product planning, development, production, sales, and services in order to respond to the demands of this period 
as represented by CASE―an acronym used to designate the new technologies of Connected technology, Autonomous driving 
technology, Shared services, and Electrification technology. To ensure that Mazda overcomes this time of great change, 
and continues to thrive and grow, the Company must cherish and co-create Mazda�s uniqueness together with everyone 
involved with Mazda. While enhancing alliances to strengthen ties with existing partners, Mazda will continue to explore new 
partnerships―even outside the auto industry.

Exploring Partnerships for �Co-Creation with Others�

■ Mazda�s Approach

Inter-Company Collaboration: Joint Development of 
Technical Specifications for Next-generation Vehicle 
Communication Devices
While working hard together with its partners to realize shared 
dreams, the Company wants to enable them to feel proud 
of their connection with Mazda, and emotionally attached 
to the brand. We aim to be recognized as a brand that form 
strongest of bonds with all stakeholders, including customers.
In April 2021, Suzuki Motor Corporation, Subaru Corporation, 
Daihatsu Motor Co. Ltd., Toyota Motor Corporation, and 
Mazda Motor Corporation reached an agreement to jointly 
develop technical specifications for next-generation vehicle 
communication devices and to promote the common use of 
communication systems, by using connected services to link 
automobiles and society with the aim of creating new appeal, 
value and services, to be standardized for early provision of 
safer and more convenient connected services. Through this 
agreement, the participating companies will be able to provide 
more convenient connected services to customers and optimize 
resources such as their facilities and personnel.

Industry-Academia-Government Collaboration: Hiroshima �Your 
Green Fuel� Project
The business environment in which companies operate is becoming increasingly 
competitive due to stricter environmental and safety regulations, new 
competitors from other industries, and diversification of the mobility business. 
Through collaborations, such as Hiroshima Council of Automotive Industry-
Academia-Government Collaboration (Hirojiren),* Mazda has contributed 
to the local community in terms of developing new creative technologies and 
nurturing human resources capable of bringing about innovation.
The Company participates in the Hiroshima �Your Green Fuel� Project, which 
is promoted by Hirojiren with the aim of spreading the use of next-generation 
biodiesel automotive fuels. To create a model for the local production and 
consumption of biodiesel fuels in Hiroshima, in August 2020, Mazda established 
a biodiesel fuel value chain―from the production and supply of raw materials to 
the use of the fuels―and began to use such fuels.
* A council that promotes industry-academia-government collaboration. Motivated by the 

strong hope and enthusiasm for encouraging the manufacturing industry in Hiroshima, 
its member organizations have voluntarily joined the Hiroshima Council of Automotive 
Industry-Academia-Government Collaboration (Hirojiren), to consider what manufacturing 
ought to be and to leverage innovation that will lead to industrial development. Hirojiren 
implements various activities, such as studies on future energies and technology exchange 
with suppliers.

Conceptual Diagram of Connected Service Operation

Refer to the following URL for details (Japanese only):
https://newsroom.mazda.com/ja/publicity/release/2020/ 
202008/200804a.html

■ Contribution to the SDGs
Goals and Targets

Enhance the global partnership for sustainable 
development.
Encourage and promote e�ective public, 
public-private and civil society partnerships. 

（17.16）

（17.17）

Refer to the following URL for more details: 
https://newsroom.mazda.com/en/publicity/release/2021/202104/210427a.pdf
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Stakeholder engagement

Basic Approach

Mazda clarifies key responsibilities and issues that the Mazda Group should 

accomplish, through dialogue with stakeholders which are important for a company’s 

sustainable development*1, and carries out daily business activities while making 

efforts for improvement.

To ensure effective communications with customers and other respective 

stakeholders, Mazda has defined its key stakeholders, and determined the 

frequencies of providing opportunities for dialogue and information disclosure.

The information obtained is reported to the relevant departments or committee 

meetings attended by the Company’s management, and used for planning and 

improving Mazda’s daily business activities.

In the brand value management which the Company has been promoting in earnest 

since 2013, Mazda is pushing ahead with various initiatives, aiming to continue to 

grow as a corporate group that earns the trust of all its stakeholders. By establishing 

indicators for its relationships with its stakeholders, Mazda implements the PDCA 

(plan-do-check-act) cycle.

*1 Parties who are directly or indirectly related to the business 
of the Mazda Group

Key Stakeholder Mazda Group’s Key Responsibilities and Issues Opportunities for Key Dialogue and Information Disclosure (Frequency)

Customers

● Improving customer satisfaction
● Providing safe, reliable and attractive products and services
● Appropriate disclosure and explanation of information 

regarding products, services and technical terms
● Providing customer support in a timely and appropriate manner
● Appropriate management of customer information

● Establishment of call centers (always)
● Mazda Official Website and social media (always)
● Day-to-day sales activities (always)
● Customer satisfaction surveys (as needed)
● Holding events (as needed)
● Interviews with customers (as needed)
● Meetings with Mazda vehicle owners (as needed)

Shareholders and investors (see 

the website for shareholders and 

investors*)

● Timely and appropriate information disclosure
● Maximizing corporate value
● Strict exercise of voting rights (at the general meeting of 

shareholders)
● Active investor relations activities

● Website for shareholders and investors (always)
● Publication of the asset securities report and the quarterly financial 

reports (four times a year)
● Publication of the summary of financial results (four times a year)
● Quarterly presentation of financial results (four times a year)
● Holding ordinary general meetings of shareholders (once a year)
● Publication of the Annual Report (once a year)
● Publication of corporate governance reports (as needed)
● Presentations and plant tours for investors (as needed)

Business partners
　● Suppliers
　● Domestic dealerships
　● Overseas distributors

● Fair and equitable trading
● Open and transparent business opportunities
● Support for requests for collaboration on sustainability 

implementation
● Appropriate disclosure and sharing of information 

● Hotlines linking Mazda with dealerships (always)
● Day-to-day purchasing activities (always)
● Supplier communication meetings (once a month)
● Conferences with representatives of dealerships (once a year)
● Conferences with supplier executives (once a year)
● Commendation of outstanding suppliers and dealerships (once a year, 

respectively)

Employees

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

management

● Labor-Management Council (as needed)
● Direct communication with senior management (MBLD) (as needed)
● Global Employee Engagement Survey (as needed)
● Career meetings (four times a year)
● Career Challenge System (in-house recruitment and “Free Agent”) (as needed)
● Group and optional training (as needed)
● Lectures (as needed)

Global society and local communities
　● Community people
　● Government and administrative 

agencies
　● NGOs/NPOs
　● Experts and specialists
　● Educational institutions

● Respect for local cultures and customers
● Prevention of workplace accidents and disasters
● Activities contributing to local communities (including 

cooperative work)
● Disaster-relief activities in regions in which Mazda does business
● Compliance with laws and regulations
● Payment of taxes
● Cooperation with government policies
● Cooperative work and support in search of solutions to global 

social issues
● Foundation activities

● Opening to the public of the Mazda Museum and plant tours (always)
● Execution of social contribution activities and participation in and 

promotion of volunteer activities (as needed)
● Dialogue through economic and industry organizations (as needed)
● Interaction/exchange of views with the local community (as needed)
●Response to hearings, information disclosure, etc. (as needed)
● Dialogue, cooperation and support through collaboration of industry, 

academia and government (as needed)

Next generation people 

(environment)

● Consideration for the environment
● Energy-/ global-warming-related issues
● Promoting resource recycling
● Cleaner emissions
● Environmental management

● Holding and participating in environmental events (as needed)
● Setting targets and reporting the results under Mazda Green Plan 2020, 

midterm environmental plan (once a year)

＊ https://www.mazda.com/en/investors/

c c Examples of Indicators

Customers
Degree of customer satisfaction, brand likeability, 
loyalty (retention), net promoter score, (unaided) 
awareness level, brand recommendation level

Shareholders 
and investors

Evaluations by external research 
organizations

Business partners Stakeholder Survey

Employees Global Employee Engagement Survey

Global society and 
local communities

Stakeholder Survey

Next-generation 
people

Evaluations by external research 
organizations

Key Stakeholder Relationships and Opportunities for Key Dialogue and Information Disclosure (as of March 31, 2021)
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External Evaluations (as of August 31, 2021)

Mazda identifies key external ratings and evaluations both from within Japan and overseas. By analyzing the results, the Company 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.

■ Inclusion in the Dow Jones Sustainability Index (DJSI) Asia Pacific Index 
(Selected since September 2017)

■ Inclusion in the FTSE4Good Index series (Selected since March 2011)
■ Inclusion in the FTSE Blossom Japan Index (Selected since the index was 

established in July 2017).
■ Inclusion in the MSCI ESG Leaders Indexes(Selected since June 2020)
■ Inclusion in the MSCI Japan Empowering Women Index (WIN) (Selected 

since December 2019)
■ Inclusion in the Ethibel EXCELLENCE Investment Register (Selected since October 2013)
■ In the CDP Climate Change Report 2020, Mazda’s score was A-.
■ Inclusion in the S&P/JPX Carbon Efficient Index (Selected since the index was 

established in September 2018).
■ In FY March 2021, Mazda received a Silver Medal in a supply chain assessment conducted by EcoVadis.

Global Employee Survey 
(Positive Answer Percentage)

Raising Executive and Employee Awareness

Mazda endeavors to deepen awareness and understanding of sustainability among all its 
executive officers and employees, and to promote the undertaking of sustainability initiatives in 
the course of their daily business activities. The level of employees’ sustainability awareness is 
confirmed through Global Employee Survey. To ensure constant improvement of the sustainability 
awareness level, Mazda will continue a range of initiatives.
Examples of Awareness-Raising Activities
■ Distribution of the Mazda Sustainability Report to Group companies in Japan and 

overseas (once a year)
■ Implementation of sustainability training programs by level (lecture-type training 

and group discussions)
Number of training participants in FY March 2021: around 2,100*1

Collaboration with Local Governments, Industrial Organizations, etc.

To fulfill its social responsibility, Mazda is actively collaborating with external organizations, 
including local governments and industrial organizations. The Company has participated in 
activities conducted by industrial organizations, such as the Japan Business Federation (Keidanren) 
and the Japan Automobile Manufacturers Association, while also being involved in government-
led activities, such as the Strategic Commission for the New Era of Automobiles set up by Japan's 
Ministry of Economy, Trade and Industry. In addition, Mazda signed the United Nations Global 
Compact*2 and declared its support for the recommendations from the Task Force on Climate-
related Financial Disclosures (TCFD*3), as part of its efforts in line with the international social 
initiatives.

Conducting the Stakeholder Survey 

Since FY March 2014, Mazda has conducted a Stakeholder Survey (once a year; canceled in FY 
March 2021 due to the impact of the novel coronavirus (COVID-19), inviting opinions from 
stakeholders outside the Company regarding employee conduct and attitudes toward the 
promotion of brand value management. The submitted opinions and their analysis results are 
shared with top management. After clarifying the actual situations and issues to be addressed, 
the results are announced to Mazda employees and employees of the entire Group in Japan and 
abroad through MBLD (see p. 64). This provides these employees with opportunities to review 
their own actions and practices, from the perspective of implementing the corporate vision and 
strengthening connections with stakeholders.
To generate frank opinions and guarantee objectivity of the analysis, Mazda has commissioned a 
third party organization (research firm) to conduct the survey.

Communication through Publication of the Mazda Sustainability Report

The Mazda Sustainability Report has been published with the aim of informing stakeholders of 
Mazda’s sustainability initiatives, in accordance with GRI Reporting Principles for Defining Report 
Content. To obtain the opinions and evaluations regarding the report’s content and editorial 
method, Mazda has conducted a questionnaire survey and applied for sustainability-related 
awards. The submitted opinions and evaluations are fed back to executive officers, external 
directors, and each division’s employees in charge of producing the Mazda Sustainability Report, 
and are utilized for designing the next year’s initiatives and for considering the information to be 
disclosed in the report.

d

e e

FY March 2019 FY March 2020 FY March 2021

My workplace is 
engaged in CSR 
through their day-
to-day activities. 
(Local item)

45%＊1 46%＊1 51%＊1

d

Disclaimer:
THE INCLUSION OF Mazda Motor Corporation IN 
ANY MSCI INDEX, AND THE USE OF MSCI LOGOS, 
TRADEMARKS, SERVICE MARKS OR INDEX NAMES 
HEREIN, DO NOT CONSTITUTE A SPONSORSHIP, 
ENDORSEMENT OR PROMOTION OF Mazda Motor 
Corporation BY MSCI OR ANY OF ITS AFFILIATES. 
THE MSCI INDEXES ARE THE EXCLUSIVE PROPERTY 
OF MSCI. MSCI AND THE MSCI INDEX NAMES AND 
LOGOS ARE TRADEMARKS OR SERVICE MARKS OF 
MSCI OR ITS AFFILIATES.

Non-consolidated

＊1 Percentage of positive responses from indirect employees (The 
survey was conducted on both direct and indirect employees.)

Suppliers, distributors/dealerships, local 
autonomous entities, academic societies, 
industrial associations, etc.

Those Covered by Stakeholder Survey
 (Only in Japan)

*1 Unconsolidated activities of Mazda
*2 UNGC: United Nations Global Compact

The UNGC is a voluntary effort by corporations and 
organizations to be good corporate citizens by exercising 
responsible, creative leadership, and to build a global 
framework for sustainable growth. More than 13,000 
corporations and organizations in approximately 160 
countries worldwide are participants or signatories to the 
compact. Mazda joined the Global Compact Network 
Japan (GCNJ) comprising Japanese signatory companies 
and organizations to the UNGC. As a member of GCNJ, the 
Company participates in workshops and gathers information 
on such themes as ESG, the environment, supply chains, 
labor and human rights.

*3 TCFD: Task Force on Climate-related Financial Disclosures
A private sector-led organization set up by the Financial 
Stability Board (FSB), in response to the request from the 
G20 Finance Ministers and Central Bank Governors.
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