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reviewing each complaint to provide a specific solution, Customer 

Service Operations searches for root causes of problems so as to en-

hance service and reduce complaints over the long term.

• Advanced service environment creation

With changes in social values and technological innovation pro-

ceeding rapidly, today’s customers expect higher quality from Hon-

da than ever before, and expectations are more diverse. Anticipating 

changes in society, technology and customer needs, Honda seeks to 

develop and offer service that is ever more convenient and satisfac-

tory. To generate a higher level of customer satisfaction, Customer Ser-

vice Operations coordinates with appropriate departments to create 

a service environment implementing the most advanced approaches 

and technologies.

Overseas CS initiatives: highlights

Overseas automobile CS initiative: dealership VOC

Dealerships in Thailand and the Philippines have implemented a 

Voice of the Customer (VOC) program to enhance customer satisfac-

tion. In this program, associates talk to Honda service customers, us-

ing the information they receive to enhance overall service quality and 

prevent complaints from arising.

To gather information, dealership associates telephone custom-

ers, inquiring about their products and the service they have received. 

Should the customer have a complaint, the dealership takes immedi-

ate action to make things right. At the same time, the dealership also 

analyzes the source of the complaint, feeding that information back 

into daily service enhancement efforts. Customer comments are then 

sent to Honda for further assessment and incorporation in service en-

hancement initiatives.

Honda dealerships that have implemented VOC have seen a sig-

nificant rise in their Customer Satisfaction Index complemented by a 

significant reduction in customer complaints. Favorable customer re-

sponse to the program has in turn led to even greater motivation on 

the part of dealership associates. In FY2008, in response to rapidly 

Our approach to customer satisfaction

In accordance with the principles of respect for the individual and 

the Three Joys, Honda has always worked closely with its dealerships 

to maximize customer satisfaction (CS). Every step of the way, from 

marketing and sales to after-sales service, the people at our dealer-

ships are focused on earning and maintaining the trust of our custom-

ers, always seeking to deliver genuine satisfaction

Overseas CS enhancement initiatives

Aiming to lead in fan-winning customer service

In order to create an optimal service organization in each overseas 

market, Honda unified its service departments in each region and, in 

2004, established Customer Service Operations. 

Since its inception, Customer Service Operations has served to unify 

Honda service and service parts activities with the goal of increasing 

worldwide customer satisfaction through excellent service at the point 

of customer contact. To this end, Customer Service Operations coor-

dinates with each region to establish a dealership environment that 

enhances customer service in an effective and concentrated fashion, 

and works with Honda suppliers to strengthen overall organizational 

effectiveness.

As a midterm goal, Honda aims to lead the industry in fan-winning 

customer satisfaction. At this level of satisfaction, dealership service 

must exceed expectations, resulting in customer delight, repeat busi-

ness, referrals to new customers, and an increase in Honda fans. To 

achieve this goal, Customer Service Operations is undertaking the fol-

lowing initiatives.

• CSI enhancement and complaint reduction

Honda’s Customer Satisfaction Index (CSI) measures the level of 

customer satisfaction with dealership service by region and by prod-

uct. Using this tool, Customer Service Operations and each region 

work together to enhance customer service at the dealership level. 

To Honda, customer complaints represent not only individual prob-

lems to solve but also opportunities for growth and refinement. While 

Customers
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Working on enhancement measures with dealerships 
in Thailand

Analyzing VOC data in Thailand

Receiving service in India

Wing Service on the move in Vietnam
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increasing demand, Honda established departments in China and Ma-

laysia dedicated exclusively to VOC, and began implementing the pro-

gram in India.

Overseas automobile CS initiative: dealership 
service efficiency enhancement program

Honda dealerships located in the large cities of BRIC (Brazil, Russia, 

India and China) and other countries with rapidly growing economies 

have seen a dramatic rise in the number of automobiles sold, often re-

sulting in strain on service capacity and longer customer waits for ser-

vice and repairs. In addition to bolstering capacity by welcoming new 

mechanics and adding service bays, dealerships have enhanced their 

efficiency of service by assessing each service process and increasing 

productivity wherever possible. 

To support these dealership efforts, in 2007 Honda began intro-

ducing a system that automatically measures the time taken for each 

service process, storing the data for future reference and analysis. By 

May 2008, the system had been 

implemented in Brazil, India, Indo-

nesia, the United Arab Emirates, 

Saudi Arabia, China and Taiwan, 

with plans to expand use to other 

countries going forward.

Overseas motorcycle CS initiative:  
Wing Service program

In recent years, sales of Honda motorcycles have increased rapidly 

throughout Asia. With a view to further enhancing customer satisfac-

tion, in September 2007, Honda Vietnam Co., Ltd. introduced Wing 

Service, a program in which the head office works closely with deal-

erships to dispatch service personnel to rural areas and in other ways 

tailor services delivery to the needs of individual customers.

To promote Wing Service, Honda Vietnam has been communicating 

the advantages of Honda’s well-equipped service centers and genu-

ine Honda parts, offering technical consultation and extended product 

warranties, and undertaking a variety of other initiatives.

Overseas power products CS initiative: enhanced 
dealership service

While reorganizing its sales network in China in 2007, Honda si-

multaneously began initiatives to enhance its service capabilities. From 

among 32 total dealerships, Honda selected three to serve as model 

dealerships in the three sales territories. The model dealerships exam-

ined facilities, tools and work management practices item by item to 

enhance service quality and strengthen customer trust. Paying off in 

faster service for customers, these efforts ultimately resulted in an in-

creased number of customer visits and increased business for power 

products service locations.

Going forward, the remaining 29 Chinese dealerships have plans 

for a repair service enhancement program, while dealerships else-

where in Asia and South America are implementing similar initiatives 

to strengthen their service offerings.



Honda C-card (without credit card function)Honda C-card (with credit card function)

Operating Officer Hiroshi Kobayashi (right) presents a do-
nation from Honda to the Japanese Red Cross at a May 
2008 ceremony.
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• Charitable contributions in proportion to purchases 

Since FY1996, Honda has contributed a fixed percentage of cus-

tomer purchases via the Honda C-card service to the Japanese Red 

Cross and the Japan Committee for UNICEF. In May 2008, Honda 

donated approximately 77.39 million yen—0.05% of total FY2008 

Honda C-card purchases of 

154.8 billion yen—bringing 

its total contributions to date 

to 589.96 million yen.

Motorcycle CS initiative in Japan: CS enhancement 
at Honda Motorcycle Japan Co., Ltd.

To respond to increasingly diverse customer needs and offer effi-

cient and satisfying sales service, in August 2001, Honda established 

Honda Motorcycle Japan Co., Ltd., consolidating in one organization 

the motorcycle sales function in Japan.

Honda Motorcycle Japan implements many initiatives connect-

ed with customer satisfaction enhancement, including new product 

planning, marketing, advertising and motor sports–related projects. 

The company also assists in the development of dealership human 

resources, helping to ensure compliance with sales processes and en-

hance interactions with customers.

Coordinating with dealerships around Japan to offer the highest 

level of service technology, Honda Motorcycle Japan holds touring 

events, offers riding safety programs and implements a variety of other 

initiatives to enhance the Honda motorcycle fan’s lifestyle.

• The expanding Honda Dream network

In March 2003, Honda launched the first Honda Dream dealer-

ship, a new type of added-value motorcycle dealership catering to the 

sports bike enthusiast. The network’s slogan “Your bike is our bike” 

reflects Honda’s mission of achieving the highest levels of customer 

trust and satisfaction through a continuously enhanced response to 

customer needs. In addition to offering customers purchasing bikes  of 

CS initiatives in Japan: highlights

Automobile CS initiative: providing dealerships 
feedback for ongoing improvement

Aiming to establish lifelong relationships with satisfied customers, 

Honda conducts periodic customer satisfaction surveys. A sample of 

new automobile customers is sent a survey, the responses are com-

piled and analyzed, and suggestions for service enhancement are 

communicated to dealerships. In FY2008, to complement this initial 

stage survey, Honda began surveying customers before the periodic 

automobile inspection required by the Japanese government. Honda 

also has a similar customer satisfaction survey program in place for 

purchasers of pre-owned automobiles.

Automobile CS initiative: supporting customers 
through the Honda C-card

Seeking to enhance the experience of every customer, Honda of-

fers the Honda C-card system. In addition to functioning as a credit 

card, the Honda C-card offers cash rebates, special services accessible 

only to members, and a charity contribution system in which Honda 

donates a certain percentage of customer purchases to charity. The 

service began in October 1995. Some 920,000 customers were regis-

tered as of March 2008. 

Starting October 2006, newly issued cards have been labeled to 

indicate Honda C-card membership and the availability of enhanced 

services. Holders of these cards can have their vehicle’s maintenance 

history displayed at any dealership or via the Internet, and are able to 

notify the Honda C-card network of a change of address at any time. 

To further broaden the range of options, the Honda C-card is now 

available without credit card functionality.



Honda Dream dealership in Tachikawa, Tokyo

Customer Relations Center
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over 125cc displacement a special one-year extension to the Honda 

warranty, network dealerships issue the Honda Dream Owner’s Card, 

entitling members to roadside service and a variety of privileges.

Power products CS initiative in Japan:  
complaint reduction meetings

Since June 2006, associates in power products–related depart-

ments have held weekly complaint reduction meetings. At the meet-

ings, associates assess all of the complaints received by the Customer 

Relations Center relating to power products and power products sales 

and service, reviewing the progress of each case until it is resolved. As-

sociates also look for the root causes of complaints, determine issues 

to be addressed and establish interdepartmental measures to elimi-

nate complaints over the long term.

This system has been implemented in the U.S., the UK, France, Ger-

many and Italy with excellent results. Honda classifies power prod-

ucts–related complaints with worldwide relevance as global business 

issues and updates Honda organizations around the world on their 

status.

Enhancing the customer relations system

• Customer Relations Center initiatives

The Customer Relations Center has a very straightforward slogan—

”For the customer.” Its mission: to handle enquiries from Honda cus-

tomers politely, clearly and quickly, delivering the same high quality in 

our communications as in our products.

In February 2007 the center in Japan, which is accessible 24 hours 

a day, 365 days a year, increased staffing on weekends and holidays 

to offer an even higher level of service. As a result, our call acceptance 

rate rose from 80% in FY2007 to 98% in FY2008, with the number of 

enquiries handled increasing by 17,973 in the same period to a total 

of 227,287. 

Valuable information is received by our Customer Relations Center 

in the form of customer questions, suggestions, requests and com-

plaints. It is communicated to our associates in research, production, 

service and sales, then incorporated in the ongoing enhancement of 

our operations. A system is in place to allow directors and associates 

access to appropriate information, and customers’ personal informa-

tion is protected.

The Customer Relations Center also works with the Japanese gov-

ernment and consumer advocacy organizations to address a variety of 

enquiries and requests.

Response
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Annual meeting with suppliers Awards ceremony at suppliers’ banquet
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tices, always respecting the independence of our suppliers and treating 

them as equals in accordance with our three purchasing principles.

Evaluating and selecting suppliers fairly

In striving for growth through long-term relationships, Honda’s pur-

chasing division takes care to provide equal opportunity to any supplier 

who seeks to do business with us. We choose suppliers via fair process-

es while respecting their independence and treating them as equals.

When purchasing parts and materials, we select a business partner by 

impartially comparing and evaluating various candidates based on tech-

nological strength, product quality, timeliness of delivery, cost, financial 

status, regulatory compliance, environmental record, handling of confi-

dential information and other factors. Contracts with suppliers are based 

on requirements of compliance with prevailing laws and regulations.

Making purchasing policy transparent

As part of our effort to ensure transparency in purchasing, we hold 

annual meetings with our suppliers to optimize procurement QCD 

(quality, cost and delivery). At a March 2008 meeting in Japan at-

tended by some 260 firms, Honda and its suppliers reaffirmed policies 

aimed at achieving ambitious global quality goals and enhancing cost 

competitiveness through structural corporate strengthening. This was 

done to help maintain stable product quality and supply in all motor-

cycle, automobile and power products operations. Holding purchasing 

policy conferences in various countries, we’re making every effort to 

clearly communicate how our policies and strategies are to be applied 

everywhere we do business.

We also hold New Year’s awards ceremonies and celebrations with 

suppliers who have made particularly significant contributions to QCD 

in their area. In 2008, 49 firms received awards in Japan.

Our fundamental approach to suppliers

Growth through long-term relationships

A single Honda automobile is made of 20,000 to 30,000 parts. Man-

ufacturing our automobiles and other products depends on close coop-

eration with our business partners who supply the necessary parts and 

materials. As our manufacturing base has expanded globally, the trust-

based relationships we have established with thousands of suppliers 

around the world have become crucial to maintaining stable production 

and fulfilling our commitment to the continuing enhancement of quality 

and advanced product functionality. Recognizing the importance of our 

relationship with our suppliers, Honda is building long-term relation-

ships and growing hand-in-hand with our business partners.

Purchasing

Building trust on the basis of three purchasing principles

Seeking to foster the trust of our business partners worldwide, we 

take care to respect all prevailing laws and regulations, maintain fairness 

in our relationships, set equitable conditions and use appropriate prac-

Suppliers

Our purchasing guidelines
Our objective: to foster long-term relationships through the timely 

procurement of fine goods at reasonable prices.

Our three purchasing principles
1. Procurement based on free competition

•��Through�free�competition,�we�will�build�greater�global�
competitiveness. 

•�We�will�open�our�doors�to�all�suppliers�around�the�world.�
•��We�will�seek�to�realize�stable�procurement�of�quality�goods�in�the�

right volumes, at the right times and at the right price. 

2. Treating all suppliers equally
•�We�will�treat�all�suppliers�as�our�equals,�regardless�of�their�size.�

3. Respecting the independence of suppliers
•��We�will�respect�the�independence,�policies,�technology�and�

expertise of our suppliers. 
•��We�expect�suppliers�to�compete�vigorously�and�choose�their�own�

business path.



Visiting the factory of a supplier
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hance QCD and provide our customers with a level of satisfaction that 

exceeds their expectations.

Promoting environmentally responsible 
procurement

Seeking to take an environmentally responsible approach to pro-

curement of parts and materials, Honda established Green Purchasing 

Guidelines in December 2001. By sharing information on parameters 

and targets with our suppliers, we’re collectively improving our envi-

ronmental performance.

We have nearly achieved our objective of eliminating the use of 

lead, mercury, hexavalent chromium and cadmium—heavy metals 

viewed as substances of concern—in our automobile, motorcycle and 

power products manufacturing. 

Using Honda’s Life Cycle Assessment system,* we are working with 

our suppliers to assess the environmental impact of each stage of 

the manufacturing process, and to reduce CO2 emissions and land-

fill waste. 

To promote the establishment of environmental management sys-

tems, we are supporting our suppliers’ efforts to acquire ISO 14001 

environmental management certification. We’re pleased to report that 

99% of our suppliers in Japan—a total of 407 firms—have been cer-

tified as of March 2008. 

We also hold Green Conferences to share information on better en-

vironmental management and help reduce the impact of our activities 

on the environment.

*Honda’s Life Cycle Assessment system is used to quantitatively assess the environmental impact associ-

ated with its business operations, including motorcycle, automobile and power products manufacturing, 

from production through disposal.

Strengthening compliance with purchasing 
policies

A variety of initiatives to ensure fair procurement

To ensure purchasing that is fair, honest and in keeping with Hon-

da’s three purchasing principles, Honda has prepared training and 

reference manuals that explain applicable laws and regulations, and 

detail standards of purchasing staff behavior. In addition, to main-

tain strict compliance with anti-trust laws, Japan’s Act Against Delay 

in Payment of Subcontract Proceeds, etc., and other laws of special 

relevance to purchasing, newly hired associates receive special train-

ing during orientation and Honda associates review these important 

topics at periodic seminars.

Honda also holds seminars for suppliers to discuss its purchasing 

philosophy and initiatives in the context of actual business conditions, 

as well as laws and regulations relevant to the purchasing function. 

Further, to encourage compliance throughout the supply chain with 

the Guidelines for the Promotion of Fair Subcontracting Practices is-

sued by Japan’s Ministry of Economy, Trade and Industry, Honda strives 

to maintain transparency throughout the supply chain.

Cooperative ventures with suppliers

Enhancing quality in partnership with our suppliers

Faced with increasingly diverse customer needs and rising expecta-

tions for product quality, Honda depends on its strong partnerships 

with suppliers to deliver products with superior QCD. To ensure that 

high product quality is maintained, Honda’s development and pur-

chasing experts work closely with our suppliers right from the initial 

stages of product development, exchanging opinions and information 

to enhance safety, functionality, environmental performance and other 

factors. For example, representatives from the purchasing department 

visit suppliers’ factories and inspect production processes to ensure 

that our need for a stable supply of high-quality products at an appro-

priate cost is fully satisfied.

Honda will continue to work closely with its suppliers to further en-
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tential and share in the joy of creating new value for society.

Our goal is to maintain organizational structures and personnel 

policies in areas such as recruitment, training, evaluation and assign-

ments that foster a free and open atmosphere, encouraging each as-

sociate to face new challenges and achieve new successes. We seek to 

create an environment in which each person’s ambitions, abilities and 

potential can be fully developed.

Note: The data displayed on pages 61–67 represents aggregate values for Honda Motor and three main 

affiliates: Honda R&D, Honda Engineering and Honda Access.

Fundamental personnel policy

In accordance with the emphasis on independence, fairness and 

trust that emerges from our basic principle of respect for the individ-

ual, Honda believes that human beings are born to think, create and 

express their individuality, thus realizing their hopes and dreams. We 

strive to attract individuals who share this belief and who will respect 

each other’s individuality. We seek to foster an atmosphere of mutual 

trust and fairness in which our associates are able to realize their po-

Associates

Three principles of personnel management

1. Respecting independence
Honda expects associates to express their individuality and independence. As our founder said, “He who 
knows best should speak up, and he who can do best should act.” In that spirit, today’s associates are 

encouraged to think for themselves, take action and accept responsibility. Associates interested in earning new 
qualifications are expected to volunteer to take on the challenge. Anyone with ideas and proposals is expected 
to express them. In all things, the independence and ambitions of individual associates are accorded respect.

2. Ensuring fairness
Honda offers a simple compensation system with the same fair rewards for anyone with similar abilities 
handling similar work with similar results, without regard for race or nationality or gender, making no 

distinctions on the basis of educational associations or career history, and objectively assessing each person’s 
individual strengths and aptitudes. Honda is careful to handle appointments and personnel deployment issues 

fairly and in a manner appropriate to the individual’s abilities and aptitudes. 

3. Fostering mutual trust
Honda believes that the building of the foundation of trust that binds the company and the employee starts 

with tolerance and mutual respect.

Honda’s fundamental personnel policy

Independence TrustFairness

• “He who knows best should 
speak up”

•“He who can do best should act”
•Unrestrained self-expression

• Company and associates
• Between associates
• Company and labor unions

• Equal opportunity
•�Free competition—ability 

and achievement are basic 
prerequisites

Challenge SincerityEqual opportunity

Respecting independence

Honda respects the individuality, 
autonomy and freedom of thought 

of each associate.

Ensuring fairness

Honda allows everyone to compete 
equally and freely without regard 

to sex, national origin, educational 
history, etc.

Fostering mutual trust

Honda encourages associates 
to work together in a spirit of 

mutual respect, trust, validation 
and honesty.
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Ensuring diversity in employment

Human rights education

When an individual first enters the company or is promoted to a 

higher position, he or she receives educational guidance on human 

rights based on Honda’s basic principle of respect for the individual.

Hiring based on individual merit

Even in the days when Japanese corporations tended to favor em-

ploying only graduates of a few elite educational institutions, Honda 

had an open-door employment policy, hiring the most capable and mo-

tivated individuals available. In addition to hiring new graduates, we 

also welcome talented individuals in mid-career, enriching the company 

with a diverse mix of personalities and experience.

Beginning in July 2007, Honda instituted a policy of encouraging 

associates who left the company to care for a family member or ac-

company a transferred spouse to reapply when it becomes possible 

for them to return.

with disabilities to work alongside those without disabilities, and to 

make adaptations to ensure that workplaces and opportunities are 

fully accessible.

Employment of individuals with disabilities at Honda factories in 

Japan in FY2008 stands at some 2.1%, or 975 individuals, well above 

the legally prescribed level of 1.8%.

Rehiring retirees

In view of dwindling birth rates, the need to reinforce the social in-

surance system in Japan, and the importance of passing on the tech-

nical expertise crucial to the functioning of the workplace, since April 

2003 Honda has had in place policies to create opportunities for those 

associates who reach the retirement age of 60—even before the in-

troduction of laws governing the employment of retired individuals.

Hiring of new graduates (year)*

2004 2005 2006 2007 2008

Men 701 744 806 1,084 1,152

Women 107 111 121 170 180

Total 808 855 927 1,254 1,332

*New associates joining Honda in April of each year

Hiring of people in mid-career (FY)

2005 2006 2007 2008 2009  
(plan)

Men 91 241 551 732 —

Women 16 15 22 28 —

Total 107 256 573 760 740

Employment of people with disabilities

Honda provides jobs to people with disabilities at its facilities in 

Japan in an effort to expand their employment opportunities. We also 

offer employment at our affiliates, Honda Sun, Honda Sun R&D and Ki-

bounosato Honda. We strive to create environments that allow those 

Designated affiliates

Company name Established Operations

Honda Sun Co., Ltd. 1981
Manufacturing of components for motor-
cycles, automobiles and power products 
(speedometers, glove compartments, etc.)

Kibounosato Honda 
Co., Ltd. 1985 Assembly of pistons, case covers, knuckles 

and other automobile components

Honda Sun R&D  
Co., Ltd. 1992 Research and development of CAD design: 

transportation and rehabilitation equipment

Employment of individuals with disabilities*

* Laws governing the employment of people with disabilities stipulate that employment of one individual 

with a serious disability is equivalent to employing two less severely disabled individuals. Data depicted 

in the graph is current as of June 1 of each year.
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Number of individuals Percentage of employment

2.29 2.15 2.17 2.21 2.10

935 952 979 975

2004 2005 2006 2007 2008 (FY)

Re-employment of retirees (by FY)

2005 2006 2007 2008

Requested by associate 91 68 120 125

Requested by company 13 8 23 68

Total associates 104 76 143 193
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oping new skills or management abilities. To support associates who 

wish to take the initiative to learn new skills, acquire knowledge and 

cultivate themselves in order to fully realize their own potential, we 

also offer opportunities for language learning, distance education and 

inter-industry exchanges.

• Off-the-job training programs

At Honda, we match a combination of on-the-job and off-the-job 

training to our associates’ aptitudes and aspirations in an effort to 

help them improve their abilities. Our off-the-job training program 

is divided into three main areas, with separate training programs for 

each level.

1. Self-improvement training (career development)

2. Work performance training (skill development)

3. Collaboration training (management training)

Developing people’s abilities

An approach based on on-the-job training

Honda’s approach to personnel education is based on on-the-job 

training: building specialized skills and professional capacity through 

direct experience. Seeking to promote truly effective on-the-job train-

ing, Honda has designed programs finely tuned to match the technical 

and technological content and aptitude levels of each specialty and 

occupational grade, with specific targets for the development of job 

performance, specialized knowledge and ability in each area. The re-

sults of these programs provide a way to check the specialized skills 

and managerial capabilities of individual associates, while also helping 

supervisors assess and foster the aptitudes of the associates they man-

age. To supplement these on-the-job training programs, Honda also 

offers off-the-job training designed to provide associates opportuni-

ties to develop specialized skills and enhance their careers by devel-

Basic approach to personnel training

Opportunities for education and 
growth outside the workplace
• NH Circles/proposals for  

improvement
• Language learning/distance  

education
• Inter-industry exchanges

Gaining knowledge and expertise through experience
• On-the-job training program
• Special interest training groups

Providing opportunities for associates to display 
and develop abilities
• Assigning and accepting proposals for new roles

Basic approach to training

Acquiring new knowledge and 
expertise outside the workplace
• Training programs

On-the-chance training

On-the-job training

Off-the-job training

Self-improvement Job (workplace)
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Motivational programs that encourage 
independence

Honda has instituted a variety of programs to maximize the motiva-

tion and independence of our associates, helping each individual grow 

by building on existing strengths.

• Honda’s self-expression system

Under Honda’s self-expression system, associates meet with their 

supervisors once a year to discuss what work they would like to do or 

what section they would like to join, based on their own experience, 

abilities, talents and independent studies. By consulting with their su-

pervisors and expressing their ambitions for the future, associates are 

able to better understand their own personal strengths and aptitudes, 

while at the same time clarifying their everyday work objectives based 

on a vision of the future. Honda has established this system to system-

atically support associates in their own efforts to grow and develop.

• Our Challenger Recruiting Program

Honda’s Challenger Recruiting Program spurs associates to set and 

attain their own goals. With the aim of increasing their motivation and 

helping them realize their potential, campaigns are conducted twice 

yearly to give associates the opportunity to apply for new positions. From 

its inception in September 2005 up to the end of March 2008, the pro-

gram has helped 528 associates take on challenging new assignments. 

Evaluations based on dialogue

Honda emphasizes two-way communication as the key to associate 

evaluation. Provisions are made for at least three meetings per year 

between each associate and his or her supervisor. Conferences are 

held with individual associates each April to determine their assign-

ments in accordance with divisional objectives. In June and again in 

December, the supervisor evaluates the associate’s work for the pre-

ceding six months, explains the evaluation and offers specific sugges-

tions for improvement. During these meetings, associates and supervi-

sors discuss appropriate steps for career development.

Off-the-job training at Honda—an overview

Management certification training
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s Junior management skills development course

Staff Engineer rank 
certification training

NH 
Circles

Improve-
ment 

proposals

KT 
(Kepner-Tregoe)

Methods

TQM 
(Total Quality 
Management)

Quality 
training

Health 
and safety 
education

Open college

Language 
education

Distance 
education

Special 
interest 

(Lecturer)

Staff

Technician

Engineering Staff

Engineering Coordinator

Administrative 
Coordinator

Engineer

Staff Engineer

Assistant Manager

Assistant Chief Engineer

Manager

Senior Staff Engineer

Chief Engineer

Senior Engineer

Executive Chief Engineer
Deputy Director

Special 
interest 

Specialized 
skills training

Company-wide program Facility-specific program



NH Circle European Convention held in Hungary (September, 
2007)
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• Improvement suggestion system 

Honda has a system for encouraging all associates to make propos-

als as to how the company’s work could be improved, whether in large 

ways or small. This is one way Honda seeks to encourage indepen-

dence of spirit and innovation, fostering the growth and refinement 

of skills and capabilities. Each year, some 100,000 suggestions are 

received, and some 90% of them are implemented. From the time the 

system was implemented in 1953 to July 2007, approximately 8.19 

million suggestions were contributed.

Building healthy working environments

Keeping working hours reasonable and ensuring 
adequate vacations

Honda has always been an industry leader in introducing shorter 

workweeks. We instituted a five-day workweek in 1972. Other initia-

tives enjoyed by associates for more than 30 years include the banning 

of overtime on Wednesdays and some Fridays, and the introduction of a 

policy encouraging all associates to use their full vacation allotments. 

As a result, regular working hours in FY2008 averaged 1,952 per 

associate and total working hours averaged 2,007. In the same year, 

associates averaged 19.2 paid vacation days, which puts Honda in the 

top tier of the automobile industry. 

Also, in order to encourage its associates to take regular annual 

paid vacations and use their vacation time effectively to refresh them-

selves and increase their motivation, Honda has introduced a system 

whereby associates are accorded blocks of three to five consecutive 

paid holidays, depending on their years of continuous service.

Independent associate initiatives

• NH Circle activities

In NH Circle activities, associates take the initiative to get together 

to discover ways to improve their work, their workplace and their com-

pany. The abbreviation “NH” stands for “Now, Next and New Honda.” 

It’s all about taking new steps now toward creating the next great 

Honda improvement. 

Based on the principle of respect for the individual, and cherishing 

independence, fairness and trust, NH Circle participants strive to make 

their working environment even more positive. The strengths and ini-

tiative of each associate are utilized to full advantage to realize every-

one’s unlimited potential and help the company improve and grow. 

Each year six regional contests are held. Every second year, the NH 

Circle World Convention provides an opportunity for global exchange 

and education, while also giving everyone a chance to recognize the 

achievements of the winning teams from each regional contest. 

Since the program began in 1973, it has steadily grown. As of 

FY2008, there were NH Circles in 33 countries. Including suppliers, 

affiliates and dealers, 20,057 NH Circles were active in FY2008, in-

volving some 150,053 

individuals. The 2008 

NH Circle World Con-

vention will be held in 

Guangzhou, China, in 

autumn 2008.

Suggestions for improvement received

NH Circle participation
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Keeping everyone healthy

Honda offers ongoing, comprehensive health promotion plans to 

encourage associates to stay healthy and avoid lifestyle-related ill-

nesses. Associates are offered many opportunities for regular exercise, 

an important means of maintaining good health. We also offer vari-

ous forms of health management to help ensure that associates do 

not damage their health through overwork. Supervisors are trained 

to detect and help prevent mental health problems, while associates 

are provided access to counselors for guidance on health issues. Other 

forms of health guidance are also provided.

Understanding the associate’s perspective

As part of our effort to promote a positive working environment, 

every three years we survey all associates on how they feel about their 

work and working environment. The surveys cover a broad range of is-

sues of concern to associates, and the results are applied to enhance 

personnel management and the working environment.

Keeping doors open

• Making sure everyone has someone to talk to

To help make sure everyone at Honda has a happy and positive 

working experience, Honda staffs the health centers at its facilities 

with professional counselors.

• Sexual harassment policy

To help prevent sexual harassment—and ensure swift and appro-

priate resolution should it occur—since 1999 Honda has provided 

clear channels through which associates are empowered to report and 

discuss any incidents of sexual harassment or related concerns.

Balancing work and family life

Honda continuously strives to create an environment in which asso-

ciates can balance work and family life. In April 2006, Honda extended 

parental leave until the end of April after a child’s third birthday. In 

April 2007, Honda received certification for compliance with Japan’s 

Law to Promote Measures to Support the Development of the Next 

Generation, and in June 2007 put in place a system to promote work-

place diversity.

In April 2008, Honda began providing short-term childcare leave 

and providing time off even by hourly increments, making it even easi-

er for parents to deal with a child’s sudden illness or injury. Also, Hon-

da began offering daycare services on national holidays that fell on 

company working days. 

To raise awareness and create a workplace conducive to a balanced 

work and family life, Honda has provided handbooks to all associates 

detailing applicable initiatives and policies. Honda also provides train-

ing to managers that equip them to help foster the careers and per-

sonal development of their team members.

Going forward, Honda will continue to strive to provide working 

environments that help associates strike a balance between work and 

family life, encouraging everyone to realize their dreams, take initia-

tives to achieve personal goals and pursue the careers they desire.

Initiatives undertaken since the passing in April 2005  
of Japan’s Law to Promote Measures to Support 
the Development of the Next Generation

FY Initiative

2006 •  Parental leave period extended to 18 months after birth.

2007
•  Parental leave period extended to end of April after child’s third  

birthday.
•� Zero-overtime period extended to child’s start of primary school.

2008 •  System to promote workplace diversity established.

2009

•� Short workday (4-7 hours) system to support parenting introduced.
•� Paid time off added to short-term child care leave system.
•� Daycare services offered on national holidays falling on working days.
•� Handbook concerning work and family life balance given to associates.
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Occupational health and safety promotion system

Incidence of industrial accidents (overall incidence, work stoppage incidence)

es. Assessing risks, Honda is striving to maintain good occupational 

health and safety and raise awareness of the issue among associates.

In FY2009 we are strengthening measures to ensure workplace 

safety, focusing on preventing accidents in the workplace, reducing 

the risk of fire caused by explosions and avoiding occupational illness. 

We’re setting the bar high on workplace safety and applying the entire 

organization’s resources to achieve the goal of good health for all.

• Retirement planning seminars

To help associates plan for retirement, Honda offers life-planning 

seminars focusing on issues such as health maintenance, finances and 

active living.

• Protecting personal information

To protect associates’ personal information, Honda has implement-

ed a comprehensive information and privacy policy.

An active labor union

Honda has a collective agreement with the Honda Motor Work-

ers’ Union. The company and union have enjoyed cordial, mutually 

supportive relations, engaging regularly in frank exchanges on key is-

sues such as occupational health, safety, and the maintenance and im-

provement of employment conditions and labor stability. In collective 

bargaining and discussions at the labor-management committee, both 

sides strive to appreciate the other‘s positions and approaches with 

regard to production and sales activities. Differences of opinion are 

respected. Both sides work together to overcome challenges, strength-

en bonds of trust and increase mutual understanding. Company and 

union have cooperated in a manner worthy of Honda to create and 

maintain a strong foundation for the development of positive working 

environments and growth for all.

Occupational health and safety

Our fundamental approach

In the spirit of our founder’s concept, “No safety, no production,” 

and in accordance with the principle of respect for the individual, Hon-

da considers the safety and well-being of all associates among its prin-

cipal responsibilities.

Creating a safer workplace: occupational health 
and safety

We strive to ensure workplace safety, traffic safety and accident 

prevention with appropriate risk management policies and practic-

President & CEO

Director responsible for 
health and safety

Safety and Health 
Administration Control 

Center, Human Resources 
Division, Business Support 

Operations

Workplace Workplace Workplace

Safety and Health 
Oversight Committee

Facility Safety and 
Reliability Committee

Machinery and Facility 
Safety Standards 

Committee

Safety and Health  
General Managers’ 

Meeting

Healthcare Center 
General Managers’ 

MeetingErgonomics Committee

•Safety and Health Oversight Committee
Checks to ensure that all health and safety policies are being implemented in workplaces 
throughout the company in accordance with predetermined rules and guidelines, and reports 
these results to the director responsible, the Audit Office and the person responsible for overall 
health and safety in the workplace.

•Facility Safety and Reliability Committee
In addition to verifying the safety of new or modified equipment prior to use, this committee also 
has specialists check to confirm that existing equipment is being maintained according to the 
rules, and then reports these results to the Safety and Health Administration Control Center.

•Machinery and Facility Safety Standards Committee
Establishes and revises equipment safety standards in accordance with legal requirements and 
other related standards.

•Safety and Health General Managers’ Meeting
Deliberates on activities pertaining to overall occupational health and safety, including disaster 
prevention as well as traffic safety and health management, and determines specific policies.

•Healthcare Center General Managers’ Meeting
Company physicians meet to deliberate and determine policies concerning physical examina-
tions, health maintenance and improvement policies, compliance with legal reforms, and cor-
porate inquiries.

•Ergonomics Committee
Examines and determines policies for preventing musculoskeletal and other injuries due to 
work-related stress.
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Dividend value and dividend payout ratio

Dividends per share: trend

Honda’s history on stock exchanges

Protecting the rights of shareholders and 
investors

Our fundamental approach to investor relations

Honda believes that a company derives its reason for existence 

from increasing corporate value over the long term through relation-

ships with a wide variety of stakeholders: customers, suppliers, asso-

ciates, shareholders, investors and members of the local communities 

in which it exists.

Based on this philosophy, Honda continually strives to increase cor-

porate value by maintaining a global perspective and expanding its 

operations worldwide. Our investor relations activities focus on the dis-

semination of information directed at shareholders and investors, not 

only to disclose appropriate corporate performance and financial in-

formation, but also to accurately inform them in an open and timely 

manner of our advanced initiatives in such vital areas as environmental 

technology and future operating strategies. We also work to promote 

close dialogue, maximum understanding and mutual communication in 

our relations with shareholders and investors through general share-

holders’ meetings, investor seminars and other activities. By continuing 

to build and maintain an atmosphere of trust and respect, we hope to 

receive a fair recognition of our corporate value by the market.

With respect to the redistribution of corporate profits to share-

holders—a key management issue—Honda’s basic policy for divi-

dends is to make distributions after taking into account our long-term 

consolidated earnings performance. Honda will also acquire its own 

shares at optimal times with the goal of improving the efficiency and 

dynamism of the company’s capital structure. The present goal is to 

maintain a shareholder return ratio (dividends + share buyback) of 

approximately 30%. 

Note: Regarding dividend yield

For fiscal years 2004–2008, dividend yield is based on the share value recorded on the last day of the 

respective fiscal year. The dividend yield projection for FY2009 is based on the share value recorded on 

March 31, 2008.

Note:  Regarding dividends per share

The dividends per share values for fiscal years 2004–2006 are based on the post-share-split number of 

shares outstanding.

Shareholders and investors
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Established in 1948, Honda Motor Co., Ltd. began offering its 

shares on the Tokyo over-the-counter stock market in 1954. After 

being listed on the Tokyo Stock Exchange in 1957, the shares were 

listed on all national exchanges in Japan. Overseas, the company 

issued American Depositary Receipts (ADRs) in 1962 and, in 1977, the 

ADRs were listed on the New York Stock Exchange. Honda shares 

were listed on major exchanges worldwide: in 1981 on the London 

Stock Exchange; in 1983 on the Swiss Stock Exchange; and in 1985 on 

the Paris Stock Exchange (now known as Euronext Paris).

As stock exchanges and investors worldwide embraced increasingly 

"borderless" financial transactions, Honda withdrew from the Swiss 

Stock Exchange and Euronext Paris in 2007. The same year in Japan, 

Honda also withdrew from stock exchanges in Nagoya, Fukuoka, and 

Sapporo.
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In February 2008, the Tokyo Stock Exchange presented Honda 
with the Award for Broadening of Individual Investor Sharehold-
er Base, which recognizes companies who have made the stock 
market more accessible to individual investors and increased 
their number.

Factory tour
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Number of Honda shareholders

Major initiatives in FY2008

Honda investor relations today 

As a law-abiding corporate citizen, Honda always maintains good 

communications with shareholders and investors worldwide. This is ac-

complished by publishing accurate information that is useful for invest-

ment decisions as it becomes available, and by representing the com-

pany’s operations and financial situation in a clear, factual manner. 

To fulfill these objectives, in addition to an annual report, we pub-

lish quarterly reports and a shareholders’ bulletin. We hold quarterly 

meetings with representatives of the media, analysts and institutional 

investors, and post explanations of our financial results on our web-

site. We also hold semi-annual meetings for principal overseas inves-

tors in Europe and North America to present our financial position and 

future management plans. These publications and presentation ma-

terials from financial results meetings can be found at the IR section 

of the Honda website (http://world.honda.com), which also contains 

news on the corporation’s global business development. 

Honda strives to encourage investment by individuals. To make our 

shares more accessible to private investors, a share split was executed 

in July 2006. Further, beginning in the third quarter of FY2007, Honda 

began issuing quarterly dividends in an effort to share profits with 

shareholders as expedi-

tiously as possible. As a 

result of these initiatives, 

the number of individual 

Honda shareholders has 

tripled. 

Communicating with shareholders

Honda considers its annual Ordinary General Meeting of Shareholders 

a vital opportunity to optimize communications with all its sharehold-

ers. We strive to present all company information as clearly as possible, 

fielding the broadest possible range of questions and opinions. Displays 

of Honda automobiles, motorcycles and power products provide an op-

portunity for shareholders to examine our products firsthand. ASIMO is 

sure to be there as well. To facilitate the participation of shareholders 

who are unable to attend in person, Honda has provided for Internet-

based voting via computer or portable telephone since 2003, and for 

absentee voting by postal mail. We ensure that comprehensive docu-

mentation is distributed.

In many different ways, Honda invites shareholders to have a close 

look at what goes on inside of Honda, in the hope of enhancing un-

derstanding. For example, compa-

ny visits by interested shareholders 

are held each autumn, giving us a 

chance to provide factory tours, pre-

sentations and question-and-answer 

sessions led by Honda directors.

Maintaining open dialogue with shareholders

Honda strives to promote a clear understanding of its activities—not 

only among current shareholders, but also among potential investors as 

well. Investor relations must be a two-way street: in order to avoid engag-

ing in one-sided communication, we consider it essential to listen care-

fully and act proactively on the basis of what the markets are saying.
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 The Power of Dreams 3 Motor sports

In 1954, when Honda was still selling motorized bicycles, Soichiro Honda audaciously 

declared the company would compete in the Isle of Man TT Races. In 1961, Honda stunned 

the world by sweeping the first five places in both the 125cc and 250cc competitions there.

Having only begun production of minicars in 1962, Honda next moved 

boldly in opening its own Formula 1 racing venue: Suzuka Circuit. Soon 

after, in 1964, Honda made its ambitious F1 debut in the German Grand 

Prix, and claimed its first victory at the Mexican Grand Prix in 1965.

Achieving growth by taking on 
challenges and never giving up.  
For Honda, that’s the spirit of racing.

Since those early days, Honda has achieved many great victories and 

applied the advanced technology developed on the racetrack to its 

commercial products, continuously enhancing their performance, safety 

and environmental responsibility.

For Honda, participating in motor sports is about taking 

on challenges and chasing dreams with unswerving 

determination and strong teamwork. Going forward, 

Honda will continue to share this passion 

and excitement with customers 

throughout the world.

For more information on Honda F1 and other 
racing endeavors, please visit:

http://world.honda.com/motorsports/

WEB

http://world.honda.com/motorsports/



