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A little bit of History… 
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• Tsuneji Matsuda takes 
the company, becoming 
presidente

• Introduces 4 wheel-car

               1950’s                                                 1960’s                                          1970’s

                  1920’s                                             1930’s                                          1940’s

• New plant constructed 
in Hiroshima

• Three- wheel starts to 
be produced

• Then the product was 
export to China

• First advertising event 
o f Mazda -go ( t ype 
KC36- TYPE DC)

• Tokyo Cork company 
was founded, Hiroshima

• J u j i r o M a t s u d a i s 
president

• Company transforms 
into Tokyo Kogyo Co.

• Starts manufacturing 
Toyo machine tools

• Part of the headquarters 
of the brand is moved to 
Hiroshima

• Atomic bomb is dropped 
on Hiroshima, end of 
world war II

• Three wheel is exported 
to India

• Introduces new models like 
(Mazda Cosmo sports, 
Mazda Bongo, Mazda 
Proceed)

• Reach to 1 million vehicles 
produced

• Ford Nissan and Mazda 
create JATCO (Japan 
Autonomic Transmission 
Company

• Establishes Mazda Motor 
of America and company in 
West Germany

• Kouhei Matsuda is now 
president and then Yoshiki 
Yamasaki takes it over

• New company symbol
• New models introduced 

(Savanna Rx-7, Mazda 
Titan)

• Ford motors and Mazda 
capital tie up
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2010’s

               1980’s                                                 1990’s                                          2000’s

• Masaji Iwasawa is now 
president and then Kenichi 
Yamamoto

• Company redesigns (FWD 
Familia, Titan)

• Mazda North America is 
established and also in 
Yokohama and Europe

• Hofu Transmission Plant in 
(Nakonoseki area)

• Company renamed Mazda 
Motor Corporation

• Production of 10 million 
passenger cars

• 25 million unites produce
• Maza Global Environment 

Character is adopte and 
formulates “ Environment- 
Related Activity Promotion 
Plan

• Mazda and Ford are in a 
l o n g - t e r m S t r a t e g i c 
alliance 

• E s t a b l i s h e s E t h i c s 
Committee

• Changes symbol and new 
message “Get it moved”

• M a r k F i e l d s i s n o w 
presidente

• Create uniforms of fabric 
recycled from plastic bottles

• Takes control of distribution 
in Uk, Switzerland and 
Mexico

• I n t r o d u c e s t h e 
onomatopoeia ZOOM ZOOM

• L e w i s B o o t h b e c o m e s 
president

• Creates a 55 point action 
p lan to prevent g lobal 
warming

• Mazda 2 is sold in U.S and 
Canada

• Agrees to license Hybrid System Technology from Toyota
• Joins Hiroshima-no-Moritsukuri forum (environmental 

association)
• new OEM supply contract with Nissan
• Increase annual production of Skyactiv (G and D)
• Sign agreement with Fiar to produce Alfa Romeo
• Mazda Design: The car as Art held in Milan



What about Society? 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Environment

Mazda introduces on their motors a  new 
technological innovation, Skyactiv. It is the 
world’s highest engine compression, which 
reduces the level of fuel used by the car. This 
revolutionary product would be introduced to 
all new cars launched

Human 
resources 
development

Community 
contributions 

Mazda ho lds seminars and 
lectures with specialist in order to 
guide future professionals. They 
also accept students for internship 
programs on their companies so 
they can learn more about the 

Program: Promote 
“Safety at school” on 
Thailand

This brand adapts to each local community, 
making it a much more powerful help. Mazda 
makes monetary and vehicle donations to 
charities and also participates in charitable 
activities. On the other hand, they also 
promote sports and culture

Program: Mazda Christmas experience, 
colaboration with SOS Children´s day 
care center



Let’s take a look inside: 
*The results shown on the analytics e are based on Mazda Sustainability Report from 2015

2015
Although the March 2015 fiscal year saw a drop in crude oil prices, slowdowns in emerging market 
economies, and unstable foreign exchange markets, Mazda’s global sales volume for the year rose 
5.0% from the previous year, to 1,397,000 units, the highest level in 20 years. Net sales grew 
¥341.7 billion, to ¥3,033.9 billion, operating income rose ¥20.8 billion, to ¥202.9 billion, and net 
income increased ¥23.1 billion, to ¥158.8 billion.

Mazda was able to achieve steady growth through :

• Structural Reforms 
• leveraging innovation through SKYACTIV TECHNOLOGY 
• enhanced Brand Value by offering attractive, uniquely Mazda products and services. 

Structural Reforms
Mazda has been implementing the initiatives of the Structural Reform Plan, which was announced 
in February 2012, to overcome an adverse external environment and set a steady course for future 
growth. 
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Business innovation through SKYACTIV has proven successful, with a steady pace of growth in 
sales and profit since 2012. Nevertheless, Mazda believes there is still room for improvement in 
each of the key areas. With this in mind, Structural Reform Stage 2, the new midterm plan that will 
cover the three-year period beginning with the March 2017 fiscal year, is intended to take the 
initiatives of the Structural Reform Plan to the next stage, to maintain steady growth in unit sales 
and achieve “qualitative growth” through improved business efficiency in each of the areas of 
products, sales, production, and finance, to fully enhance our brand value. 

Leveraging innovation through SKYACTIV TECHNOLOGY 
Specifically, Mazda will continue to evolve SKYACTIV products and introduce new models to 
maintain volume growth, while strengthening Mazda s business base in areas including brand 
value, sales network, and global production efficiency..

Enhanced Brand Value by offering attractive, uniquely Mazda products and services.
Mazda began serious efforts towards implementing Brand Value Management in 2013. A work 
towards becoming a brand that enriches people's lives through a variety of touch points and builds 
a special bond with its customers.

2016
Mazda is projecting over 6,5% increase in global sales volume, to 1,490,000 units, in the March 
2016 fiscal year. Our financial forecasts are net sales of ¥3,250.0 billion, operating income of 
¥210.0 billion, and net income of ¥140.0 billion. 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It’s not about the price
It’s about the concept behind

Mazda is brand that develops on a middle class sector, not too cheap not too 
expensive. But now they are investing on new fields of the market by being 
more conscious of the world of design. One of the most innovated creators of 
Mazda is KODO soul of motion, art into life, the creation of cars based on the 
most exquisite design. For the study of the prices of the brand I selected the 
KODO models, as it is the newest fresh products that the company has 
recently launched. The prices of this new models are form 12.000€ to 
24.000€, which is pretty affordable, taking in consideration the high quality of 
design. 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Model Price from Mazda Web Photo from the web Page

Mazda Cx-5 24.124 €

Mazda Cx-3 21.705 €

Mazda Mx-5 23.000 €

Mazda 6 23.923 €

Mazda 3 16.200 €

Mazda 2 12.420 €

Did you know 
that the red of 

the cars is 
patented?



Where can I find you?
Mazda has distributors all over the world

On the official webpage the brand, divides their main distributors depending on where they are 
located globally: Europe, Middle East and Africa,Asia Pacific, North and South America. I selected 
the distributors from Europe, representing the brand worldwide positioning: 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Distributor Country where distributed

Mazda Motor (own company in the country) Belgium, Croatia, Germany, Denmark, Hungary, 
Ireland, Nederland, Vatican, Italy, Lithuania, Norge, 
Liechtenstein, Portugal, Slovenia, Russia, 
Montenegro

Mazada Switzerland, Spain, Romania, Czech Republic, 
Slovakia

Mazda Motor Logistics Europe Turkey, Sweden, Polans

Mazda Austria Gesellschaft m. b. H. Albania, Austria, Bosnia & Herzegovina, Bulgaria, 
Greece, Serbia, Monaco, Malta

Mazda Automobiles France SAS Andorra, France, Moldova

Inchcape Motors Finland OY Estonia, Finland, Latvia

Mazda Motors Italy Italy, Vatican, San Marino

Others 
(Auto international, Top Motors LLC…)

Armenia, Azerbaijan, Belarus, Cyprus, Ukraine, 
Macedonia

Strategic 
distribution in 
order to reach 
all the 
countries in 
Europe



Just Communicate
Based on the CSR initiatives from Mazda

In the following table we can appreciate the key strategies that Mazda has for establishing a 
dialogue with different distinguished Stakeholders:

Group’s (Key 
Stakeholders)

Opportunities for Key Dialogue and Information Disclosure

Customer ● Establishment of call centers
● Mazda Official Website and social media
● Day-to-day sales activities
● Customer satisfaction surveys
● Holding events (As the one I attempted
 in Madrid)
● Interviews with customers
● Meetings with Mazda vehicle owners

Shareholders 
and investors

● Website for shareholders and investors
● Publication of the asset securities report and the quarterly 

financial reports
● Publication of the summary of financial results
● Quarterly presentation of financial results
● Publication of shareholder report
●  Holding ordinary general meetings of 
shareholders
● Publication of the Annual Report
● Presentations and plant tours for investors

Business 
Partners

● Hotlines linking Mazda with dealerships
● Day-to-day purchasing activities
● Supplier communication meetings
● Conferences with representatives of dealerships
● Conferences with supplier executives
● Commendation of outstanding suppliers and dealerships 

Employees ● Labor-Management Council 
● Direct communication with senior management (MBLD)
● Global Employee Engagement Survey
● Career Challenge System (in-house recruitment and "Free 

Agent")
● Group and optional training 
● Lectures
● Career meetings
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Global Society 
and local 
Communities

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

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

industry, academia and government
Next generation 
People

● Holding and participating in environmental communication 
events

● Setting targets and reporting the results under Mazda Green 
Plan 2020, mid-term environmental plan
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