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The Critical Importance of Customer Value Perspectives in These Changing Times

Recently, the buzz surrounding the IoT and EVs has become even greater than in previous times. Do you
also have the impression that the world is changing at unprecedented speed, the largest changes since
the Industrial Revolution in the 1800s? It is an era in which we must prepare for the risk of long-standing
competitive advantages suddenly disappearing overnight. Given this possibility, we, as engineers, must
always be thinking about what type of value (greater value than our competitors) we can provide to what
people, and in what regions. Even as the times change, and as the focus of our technology moves from
Mono (product functionality) to Koto (the experiences obtained from products), this approach does not
change.

As engineers and researchers, we tend to focus on the functionality and technological superiority of the
technology and components we are developing. For example, in the field of e-mobility the focus is on the
development of lightweight and highly-powerful motors and batteries, but it is necessary to pursue this
development with an awareness of to whom and what kind of value these types of mobility will ultimately
provide. Of course, it is obvious that the elemental technologies themselves are still important.

The significance of value changes markedly depending on where and what type of customer is involved.
We must also not forget that, as the times change, the value demanded changes with bewildering speed.
The value for the customer can be expressed as functionality divided by price, but as values regarding the
environment and safety have shifted significantly in the last few years, perhaps customers are becoming
more forgiving of the pricing denominator. In addition, the perception of value is different for a customer
spending several million yen on a motorcycle as a hobby, and someone purchasing a scooter as an
everyday necessity. We anticipate that the weighting placed on the value of the product as a simple means
of transport will decrease in the future. Given this likely trend, from the perspective of Monozukuri (engi-
neering, manufacturing, and marketing), we would like to strengthen areas such as the pursuit of value
which “Revs your Heart”" in the hobby field, and areas where value is likely to increase in the future, such
as safety and environmental friendliness.

I believe that how much of this value can be found or created affects how much INNOVATION? we can
embody. Innovation does not only mean creating the century's greatest invention - innovation also springs
just from a recombination of existing technologies or changing the approach slightly. If it satisfies the
demands of the community or customers in this era, even a small Innovation can create surprisingly large
value.

However, innovation is not something which comes to mind by setting a day aside to think about it.
Having wide-ranging curiosity every day adds to the inputs to your work, which leads to creating small
innovations in outputs through showing little elements of ingenuity and the spirit of going the extra mile,
thus collectively building into larger innovations. If we must raise value without any innovation, the only
way to achieve this is to lower prices, and we would fall into the trap of destructive competition.

We should treat the current significant advances in IoT and EV-related technology as a great opportunity
to create innovation, and I believe that it is important to promote technological development which
suits the unique style of Yamaha. Engineers must always be aware of what kind of value their fields of
technology and research can ultimately provide to what type of customer. Furthermore, so that research
and development - which are means to an end - do not become ends in and of themselves, it is important
to always have an image uppermost in mind of delivering Kando® to customers by providing value not yet
seen in the product groups and regions in question.

1) The brand slogan “Revs your Heart” expresses Yamaha Motor's intent to - through a wide variety of Innovations and products which
create Kando - bring Kando and excitement to customers in the same way that revving the engine provides power to vehicles.

2) In order to achieve the Yamaha Motor Corporate Mission of being a Kando Creating Company, and to encapsulate the brand slogan
“Revs your Heart,” the unique style of Yamaha is defined through five key words: Innovation, Excitement, Confidence, Emotion, and Ties.
3) Kando is a Japanese word for the simultaneous feelings of deep satisfaction and intense excitement that we experience when we
encounter something of exceptional value.
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