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Japanese Automakers Shine Bright Light
on Environmentally Friendly Models

Picture one of our major cities —
Washington, D.C., New York, Los
Angeles —bustling with cars but without
the traffic congestion that clogs city streets
today. Picture these cars running under
clear skies emitting none of the carbon
monoxide, hydrocarbons and soot that
clouds the air and stings the eyes on hot
days. Picture these cars powered by clean
energy such as hydrogen and electricity,
largely domestically produced with fasci-
nating new technologies. What you see is 
personal transportation with many choices
and a heart to go along with it. In the auto-
mobile industry, this is  called 
“sustainable mobility.”

The challenges toward true sustainable
mobility are extraordinary, but we are
already beginning to see the first light of
this new day peeking above the horizon.
This was evident in the excitement of the
recent Tokyo Motor Show held in October
at the Makuhari convention center just
outside Tokyo. Of the vehicles on display,
some were powered by electricity, some by
a combination of gas and electricity, some
by hydrogen, and others by clean natural
gas  (see article, page 1). Some of these
were concept cars, but a number of them
are already on the streets of Tokyo and
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In late October, the U.S. EPA
(Environmental Protection Agency)
named the Japanese hybrids as the most
fuel-efficient vehicles available for the
2004 model year  in America.
Meanwhile, half a world away at the
Tokyo Motor Show, the manufacturers
themselves seemed determined to rein-
force that distinction by shining an even
brighter spotlight on these and other
environmentally friendly technologies. 

Honda, whose Insight and Civic
hybrids topped the EPA’s fuel-economy
list, displayed a possible addition to its lineup
— the IMAS (for Integrated Motor Assist
Sports). In its press materials, Honda said it
tried to combine environmentally friendly
technology with fun-to-drive sports car per-
formance in an advanced, lightweight, aero-
dynamic body made of carbon-fiber and alu-
minum. Weighing just 1,540 lbs., which is
265 lbs. less than the Insight, the two-
door, four-seat subcompact is capable of
95 mpg. In comparison, the Insight gets
60 mpg and 66 mpg in city and highway
driving, respectively. 

In an interview with Automotive News,
Honda CEO Takeo Fukui indicated
that more hybrids were on the way, say-
ing: “We would like to target 5 percent
of worldwide sales for hybrids. Japan
and the United States would be the
most promising markets. We have pre-
pared ourselves for a wide application of
(hybrid) technology.” 

Restyled Compact Cars
Offer More Space
Japanese Automakers
Debut New Models

EXECUTIVEEXECUTIVE
H I G H L I G H T S

Meet Shinichi Morita, Senior Vice President
of Kawasaki Heavy Industries., Ltd.

The Mazda Ibuki, Page 4

Toyota, the first automaker in the world to
offer a commercially available hybrid in 1997,
used the show to promote its new, second-
generation Prius. Since its debut this fall, the
Prius has sold well, Toyota said. By the end of
September, just one month after debuting the
remodeled hybrid, it had received orders for
17,500 units, more than fivefold its monthly
sales target of 3,000. 

AutoTrendsAutoTrends

Equipped with the Hybrid Synergy Drive powertrain, the
new mid-sized Toyota Prius comfortably seats five adults. 

The Japanese government has approved SuzukiÕs MR Wagon
fuel cell concept vehicle for testing on public roads.   

JAPANESE AUTOMAKERS SHINEÑContinued, Page 2



January 2004

Continued From Page 1ÑCOMMENTARY Japanese Automakers Shine 

JA
PANAutoTAutoT

Equipped with the Hybrid Synergy Drive
powertrain, the new Prius is now mid-sized
and comfortably seats five adults. With this
powertrain, both a gasoline engine and elec-
tric motor, controlled by a computer, can
work separately or together to move the car.
It now gets 55 mpg in combined city and
highway driving. In addition to its fuel effi-
ciency, the Prius offers low emissions and is
designed to exceed the standards for a super
ultra-low emission vehicle. 

Also at the motor show, Subaru showed its
B9 Scrambler, a concept hybrid roadster and
Daihatsu displayed the UFE-II, an improved
version of its 2-year-old hybrid mini car (see
www.jama.org, Japan Auto Trends, September
2002, Volume 6#3, page 6).

Fuel Cell Concept Cars Displayed at Show

Looking to the future, the Japanese manu-
facturers are focusing their investments on
fuel cells. At the motor show, Honda dis-
played the fuel cell-powered Kiwami, a con-
cept car distinguished by its wide-bodied,
low-slung, angular form. In its promotional
materials, Honda said that the interior was
based on the “kind of feeling a Japanese 
experiences when contemplating a carefully
tended garden.”

Mazda displayed the Mazda RX-8
Hydrogen RE, a concept car powered by the
company’s hydrogen rotary engine. Mazda

said that by 2006 it hopes to market vehicles
equipped with the engine, which runs on
gasoline if it runs out of hydrogen fuel. 

Suzuki is taking a leading role as the devel-
oper of small fuel cell-powered cars. Suzuki
Chief Operating Officer Hiroshi Tsuda said
that the Japanese government has approved
its MR Wagon FCV concept vehicle for test-
ing on public roads.  Suzuki unveiled the
four-passenger vehicle a couple days before
the Tokyo Motor Show.

Mitsubishi also has developed a fuel cell-
powered edition of the Grandis minivan and
will attempt to enter the vehicle in the gov-
ernment’s fuel cell road test project. The
Grandis is powered by DaimlerChrysler’s
FC-System, which uses the Ballard Power
System fuel cell stack and power module. ◆

Continued From Page 1Continued From

At the Tokyo Motor Show, Honda dis-
played the fuel cell Kiwami concept (left)
and Mazda showcased the RX-8 Hydrogen
RE (above), powered by the companyÕs
hydrogen rotary engine. 

Mitsubishi has developed a fuel cell-powered 
edition of the Grandis minivan. 

other world cities.  
Tokyo provided an important backdrop

for this display of clean energy vehicles. All
countries face environmental challenges,
but those facing Japan are particularly acute.
Japan’s livable land area, for example, is
about the size of the state of Michigan. Yet
this small area accommodates about 44 
percent of the population and economic
activity of the entire U.S. It also accommo-
dates about 34 percent of the number of
cars on American roads.     

As a result, the Japanese government and
auto industry are pushing aggressively to
develop and introduce clean energy vehicles
into the Japanese market. In 1995, there
were 11,043 of these vehicles on the road in
Japan. Last year, the number reached
130,329. The government’s target is to
bring this total to 3.48 million vehicles
within the next 7 years. Including low-
emission, gasoline-powered vehicles, the
number is targeted to exceed 10 million by
2010.  

Fuel cell vehicles, running on a
combination of hydrogen and oxygen,
emit no pollution, only water.
Accordingly, fuel cells hold particular
promise for sustainable mobility once
the technology is refined, costs lowered
and infrastructural challenges met. The
Japanese government is spending about
$155 million this fiscal year promoting
fuel cell vehicles and building hydrogen

service stations. Toyota and Honda have
already leased several fuel cell vehicles to the
Japanese government. The current target is
to have 50,000 fuel cell vehicles on Japanese
roads by 2010 and 5 million by 2020.

The Future

Sustainable mobility is not a dream. It is a
defined goal, which will be steadily met
during  the next 20 years, perhaps sooner.
In this process, governments will play an
important role. However, it will not be the
governments that make it happen. Rather
sustainable mobility will come from the
engineers, designers, and executives of the
worldÕs automobile companies and from
consumers. This spirit of dedication and
enthusiasm is what really glimmered
under the lights of the Tokyo Motor Show
in October and what gave true meaning to
the banner over the entrance which read:
ÒThe Challenge: Driving Towards a Better
Future.Ó

Your thoughts and views about this 
commentary are welcome. 

Please send them to me at wd@jama.org 
or by fax to 202-872-1212.
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JAMA Moves On
The Japan Automobile Manufacturers
Association (JAMA) has moved its
Tokyo office to the Shiba district.
Effective January 1, 2004, the new
address is:

Jidosha Kaikan, 1-30, Shiba-Daimon
1-chome
Minato-ku, Tokyo 105-0012 Japan
Telephone: 81-3-5405-6126

The association also recently
opened an office in Beijing. Over
the past several years, China has
emerged as a particularly important
market for the world’s automakers
and JAMA’s decision to bolster its
presence in China reflects both the
growing vitality of the Chinese
market and the further globaliza-
tion of the auto industry. The
three-person staff works with the
Chinese government and its auto 

industry, and provides public infor-
mation regarding the Japanese auto
industry. The address is:

Unit 1001B, Level 10
China World Tower 2
No. 1 Jian Guo Men Wai Avenue
Beijing 100004 China
Telephone: 86-10-6505-0030
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Japanese Automakers Offer More Space in Their Restyled
Compact Passenger Cars

oTrendsoTrends
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Japanese consumers’ continuing preference
for easy-to-handle compact passenger vehi-
cles with as much interior room as possible
has prompted at least three automakers to
introduce new models or restyle existing
offerings to make them even more spacious. 

Toyota, Honda and Nissan are now selling
vehicles that comfortably accommodate up to
seven adult passengers, which is notable given
the vehicles’ compact styling. 

If consumer surveys are any indication, the
Toyota Sienta, Honda Odyssey and Nissan
Cube Cubic should do well. Repeated market
surveys indicate that the Japanese, particularly
those with young, active families, remain
enamored with cars that offer a small turning
radius, good gas mileage, versatile three-row
seating and low cost.

Toyota says its Sienta is geared to that mar-
ket niche. Unveiled in September, the Sienta
also features ultra-low emission levels that
satisfy year 2010 fuel-efficiency standards,
which qualifies the vehicle for incentives
under the Japanese government’s Green Tax
program (see www.jama.org, Japan Auto
Trends, June 2003, Volume 7#2, page 1). The
starting price is 1.37 million yen ($12,600). 

Honda unveiled its restyled Odyssey mini-
van at the Tokyo Motor Show. Although
geared to the family market, the vehicle cre-

ated more buzz than any of the sleek con-
cepts on display. Unlike many minivan-type
vehicles, the new Odyssey is low-slung,
standing three inches shorter than even the
previous-generation model, which makes it
easier to fit into multi-level parking facilities.
Like its competition, the Odyssey offers
three-row seating that easily accommodates
seven adult passengers. Honda achieved the
spaciousness by lowering the floor. 

Nissan said it designed its Cube Cubic

around the concept of a “compact, three-row
vehicle with outstanding practicality.” Only
153 inches long, the Cube Cubic seats seven,
provides agile maneuverability for city driving
and is certified as an ultra-low emission vehi-
cle, which qualifies it for tax reductions under
Japan’s Green Tax program. Nissan said it
hopes to sell 3,500 units a month and has
priced the vehicle at a minimum of 1.398
million yen ($12,881). ◆

3
The Honda Odyssey (top left), the Nissan

Cube Cubic (top right) and the Toyota

Sienta (left) comfortably accommodate up to

seven adult passengers, which is notable

given the vehicles’ compact styling. 
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The chief executives of the world’s lead-

ing vehicle manufacturers agreed during a

rare joint meeting to continue pushing for

global safety and environmental standards.

Chaired by JAMA Chairman Yoshihide

Munekuni, the meeting occurred on the

first press day of the Tokyo Motor Show

and centered on three key areas — con-

sumer and government acceptance of new

diesel technologies and their introduction

to the market; advanced engine and safety

technologies, fuels and infrastructure; and

global harmonization of technical reg-

ulations. 

Participants at the Tokyo meeting

agreed that jointly working with gov-

ernments and consumers on these

issues would help in promoting the indus-

try throughout the world. ◆
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Tokyo Motor Show Offers 84 Prem
Concept Cars Showcase Japanese Design

Auto Executives Push
for Global Standards

This issue and all previous

issues are available on our

Web site:

www.jama.org

The Tokyo Motor Show attracted 1.42

million visitors, featured 613 vehicles and

motorcycles from 63 domestic and foreign

manufacturers and offered 84 world

premieres, placing the show within the top

echelon in terms of world announcements.

Automakers also used the show as a forum to

unveil cutting-edge designs and technologies

Mazda Ibuki
From the Japanese word for “breathing new energy into,” Mazda

unveiled its Ibuki concept car. The lightweight, two-seater hints at a

possible design direction of a future Mazda Roadster. 

Toyota ÒPersonal MobilityÓ
One of the more popular exhibits at the Toyota booth was the

Personal Mobility (PM), a compact single-seat electric car that

moves the driver’s seat up or down depending upon the vehicle’s

speed. Other design innovations include independent left/right

front-wheel steering and radical hollow-center wheels.

Nissan Effis
The Effis, an ultra-small, lightweight commuter car, shows one

possibility for future fuel cell vehicles.  Not quite 10 feet long, the

car comfortably seats three passengers. 

Daihatsu D-Bone
Daihatsu combined a dune buggy with a sports car to create the D-

Bone, an all-wheel-drive mini car concept that offers bug lamps,

cycle fenders and the open air.

Suzuki Mobile Terrace
Suzuki optimized General Motors’ fuel cell platform “Hy-wire” to

create the Mobile Terrace, which offers a nearly transparent instru-

ment panel that slides out and becomes a table.
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This is the first installment of a two-part Snapshots series that examines the
history of JapanÕs car manufacturing companies.

From Cast Iron to Cars
Question: What do cast-iron, multi-purpose machinery and three-wheeled

vehicles have in common? Answer: A few of Japan’s domestic automakers
made these products before they began building cars. 

Mitsubishiprovides a case in point. Founded in 1870 by Yataro Iwasaki, the
company initially began as a shipping company. His business grew rapidly and
diversified into a range of manufacturing enterprises, including mining, ship-
building, real estate, banking and administration.

Perhaps not surprising, the company also started a motor company and
rolled out its first production car, the Model A, in 1917. In 1925, it formed a
link with Chrysler, which the two companies reinstated in 1970 when
Mitsubishi Motors Corp. was established as a separate company.

Nissan,meanwhile, can trace its roots to Tobata Casting Co., a foundry that
made automobile parts and eventually operated a manufacturing division for
its DAT cars. (DAT represents the first letters of the family names of the
company’s initial backers.) In 1933, Jidosha-Seizo Kabushiki-Kaisha assumed
control of the company and changed its name to Nissan Motor Co. The first
small-size Datsun passenger car rolled off the assembly line in 1935. 

After World War II, Nissan entered into a technological cooperative agree-
ment with Austin Motor Co., and by 1958 the company began exporting
Datsun passenger cars to the U.S.

Mazdatraces its name to Ahura Mazda, the highest Zoroastrian god of rea-
son. It also sounds very similar to the name of the company’s founder, Jujiro
Matsuda, who began his company in 1920 as Toyo Cork Kogyo Co., which
built machine tools. 

Mazda’s foray into vehicle manufacturing included the Mazdago, a three-
wheeled truck in 1931. Like many of its modern-day competitors, Mazda did
not get into car production until the 1960s, with the introduction of the two-
door coupe, the Mazda R360 Coupe.

Honda,too, is a relative newcomer to car manufacturing. Soichiro Honda,
who worked in a Tokyo garage and built and raced his own cars, founded
Tokai Seiki Heavy Industry Co. in the 1930s as a manufacturer of piston
rings. 

After World War II, Honda sold his company to Toyota and started a new
company that specialized in the A-type motorcycle, which was more like an
ordinary bicycle with a modified generator engine slung across the bar. By
1958, Honda was making 750,000 motorcycles for export and domestic use.

Within 5 years, Honda had begun building vehicles, introducing the S500
sports car and little T360 pick-up truck. In 1972, the company released its
Civic, the true predecessor of today’s model range. ◆

In the next issue,Japan Auto Trends looks at Toyota, Subaru,
Isuzu, Daihatsu and Suzuki.

that may find their way into the marketplace

in the near future. The following are a just a

few of the concept vehicles that automakers

displayed. ◆
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Visitors to the Tokyo Motor Show only
had to walk past the Kawasaki booth to

sense that Japan’s long-time motorcycle
manufacturer had carved a new image
for itself.  

Not content to be a part of the pack,
Kawasaki exuded an edgy persona and
used such words as “challenging,
unconventional and hard-core” to
describe itself and its products. It’s all

part of the plan, says Kawasaki Senior Vice
President Shinichi Morita, who in 2002
became president of Consumer Products
& Machinery Co., the division that builds
consumer products for the cor-
poration. Kawasaki has operat-
ed for some time under the slo-
gan, “Let the good times roll.”
Adding the words “challenging,
unconventional and hard-core”
are all aimed at strengthening
the brand. 

“We want to produce uncon-
ventional model designs,” he
says. “Kawasaki has worked
hard to create values that its
long-waiting customers can
appreciate. Put differently,
Kawasaki’s objective has been
to allow its experts to create,
without compromise, the kind
of motorcycle customers have

wanted to own.”
And they will build it for a very specific

market, too. 
“Our company has chosen to market

high-performance models aimed at the
developed countries. We are emphasizing
attractive design, superior technology and
the latest models that appeal to the world
market,” he said. 

To underscore that point, Kawasaki
focused its exhibit space on several specific
models, including the Ninja ZX-10R, the
Vulcan 2000, the Z750, and the ZZR-X
concept model.  Kawasaki has designed
these large displacement models for per-
formance and luxury — ideally suited for
Kawasaki’s target market in the West. 

Morita says he’s particularly pleased
with the Vulcan 2000. The company
believes it represents a major break-
through for the cruiser world. This new
model is the largest displacement V-Twin
in the world.  Complementing the
engine’s massive size and impressive power
output is an attractive style that mixes
modern and traditional design elements in
a streamlined, highly integrated package.

Kawasaki is marketing its products
worldwide through local distribution cen-
ters, such as Kawasaki Motors Corp. Japan
for the Japanese market, Kawasaki Motors
Corp. U.S.A. for the American market,
and Kawasaki Motors Europe N.V. for the
European market. 

In addition to offering a new line of
products geared to customers who prefer
high-performance motorcycles, Morita
says the company is working to enhance
the Kawasaki brand by marketing locally
in Asian countries. Over the last few years,
Kawasaki has started Kawasaki Motors

Enterprise (Thailand) Co. Ltd.
and P.T. Kawasaki Motor
Indonesia through direct
investment. 

Morita, who graduated from
the prestigious Waseda
University with a Bachelor of
Law degree, adheres to action
plans and a simple philosophy:
“Only the consumer is quali-
fied to judge the value of a
company. We must see
through the eyes of consumers
rather than from our point of
view. The Kawasaki brand is
valuable as long as consumers
trust it.” ◆
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Shinichi Morita, Senior Vice President, Kawasaki Heavy Industries, Ltd.:

ÒChallenging, Unconventional and Hard-CoreÓ
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ÒWe want to produce
unconventional model
designs. Kawasaki has

worked hard
to create values that its
long-waiting customers

can appreciate.Ó

Ñ Shinichi Morita, Senior Vice President,
Kawasaki Heavy Industries, Ltd.

Kawasaki Vulcan 2000



Small Car Ratio (B/A)        Total Cars (A)               Small/Mini Cars (B)           Large Cars (C)        

GENERAL MOTORS
Chevrolet 0.0% 2,461 1 2,460

Cadillac 0.0% 569 0 569
Saturn 11.1% 9 1 8

Opel 46.8% 3,196 1,497 1,699
Saab 0.2% 626 1 625

Other 0.0% 82 0 82
SUBTOTAL 21.6% 6,943 1,500 5,443

FORD
Ford 0.1% 3,579 4 3,575

Volvo 0.0% 10,804 1 10,803
Land Rover 0.0% 1,744 0 1,744

Jaguar 0.0% 3,850 0 3,850
Aston Martin 0.0% 32 0 32
SUBTOTAL 0.0% 20,009 5 20,004

DAIMLERCHRYSLER
Chrysler 0.0% 4,670 1 4,669

Mercedes-Benz 0.0% 34,165 0 34,165
Smart 100.0% 2,815 2,815 0
Other 0.0% 5 0 5

SUBTOTAL 6.8% 41,655 2,816 38,839

VW
VW 35.0% 42,417 14,842 27,575
Audi 0.0% 9,143 1 9,142

Other 0.0% 88 0 88
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GENERAL MOTORS
Chevrolet -36.0% 2,461 3,844

Cadillac -39.1% 569 935
Saturn 0.0% 9 9

Opel -52.1% 3,196 6,672
Saab -37.6% 626 1,003

Other 49.1% 82 55
SUBTOTAL -44.5% 6,943 12,518

FORD
Ford -16.5% 3,579 4,284

Volvo -9.5% 10,804 11,937
Land Rover 9.3% 1,744 1,595

Jaguar -0.8% 3,850 3,881
Aston Martin 39.1% 32 23
SUBTOTAL -7.9% 20,009 21,720

DAIMLERCHRYSLER
Chrysler 1.9% 4,670 4,582

Mercedes-Benz -5.7% 34,165 36,232
Smart -40.4% 2,815 4,720
Other N/A 5 0

SUBTOTAL -8.5% 41,655 45,534

VW
VW -7.3% 42,417 45,772
Audi 8.9% 9,143 8,395

Other -5.4% 88 93
SUBTOTAL -4.8% 51,648 54,260

BMW
BMW -8.1% 24,717 26,882

Mini 44.0% 9,345 6,489
Rolls Royce -81.8% 4 22

SUBTOTAL 2.0% 34,066 33,393

PORSCHE 22.5% 1,917 1,565

RENAULT -8.6% 1,717 1,878

PSA
Peugot 1.0% 11,096 10,991

Citroen 61.3% 1,310 812
SUBTOTAL 5.1% 12,406 11,803

FIAT
Fiat -22.9% 1,364 1,769

Alfa Romeo -17.2% 4,781 5,774
Ferrari 8.0% 325 301
Other -14.3% 48 56

SUBTOTAL -17.5% 6,518 7,900

SUBARU -41.3% 2,342 3,992

TOYOTA 69.4% 4,488 2,649

HONDA 132.4% 16,689 7,180

ISUZU -99.8% 2 1,331

HYUNDAI/KIA 6.1% 1,831 1,725

OTHERS -12.5% 974 1,113

GRAND TOTAL IMPORT SALES -2.6% 203,205 208,561
(Imports from Japanese Companies) 55.2% 23,544 15,173

(Total Less Imports from Japanese Companies) -7.1% 179,661 193,388

GRAND TOTAL CAR MARKET SALES 0.9% 3,428,709 3,396,785

NEW IMPORTED PASSENGER CAR SALES IN JAPAN: JANUARY THROUGH SEPTEMBER 2003 VS. 2002
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W H A T Õ S  H A P P E N I N G I N T H E M A R K E T

Percent Change 2003/2002 Total Cars 2003 Total Cars 2002

¥ Total import car sales fell 2.6% while overall car sales rose 0.9%.

¥ BMW sales increased 2% boosted by continued robust sales of the Mini Cooper.

¥ Sales by the PSA Group of Peugot and Citroen also rose 5.1%.

¥ Imports of General Motors, DaimlerChrysler and Ford brands fell 44.5%, 8.5% and 7.9%, respectively.


