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Back in 1972, Honda introduced the CVCC
engine. The company researched low-emission
engine technology in the belief that clean air wasn’t
just a company issue, but a duty to which the
industry at large was obliged. The CVCC engine
was the first standard-bearer of the lean-combustion
concept and the first engine to pass the stringent
1975 emissions requirements of the 1970 Clean
Air Act in the United States. The CVCC engine is
just one example of Honda’s environment-friendly
innovations. Today, Honda continues to pursue
cleaner engine designs with its lineup of hybrids.
There is the Honda Insight, Canada’s first hybrid
car; the Civic Hybrid, Canada’s most affordable
hybrid car; and the Accord Hybrid, which is
Honda’s most powerful hybrid car. The pursuit of
cleaner engines has resulted in multiple Natural
Resources Canada EnerGuide awards.

Another example of innovative thinking is
Honda’s “Safety for Everyone.” Honda is com-
mitted to providing the highest level of safety 
protection on all their vehicles, regardless of 
size or price. This means features such as
Advanced Compatibility Engineering™ (ACE™)
body structure; front and side curtain airbags and 
unibody frames are being incorporated into more
and more Honda designs as standard equipment.
Features that protect pedestrians are also built 
into all models — such as impact-absorbing
hoods and fenders.

RECENT DEVELOPMENTS
Canadians will soon see earth-friendly hybrid
technologies adapted to motorcycles and they are
already seeing them on selected power equipment.
Honda’s fuel cell car, the Honda FCX, has already
reached the stage of development where it has
been leased to a family for trial use. And a fuel
cell motorcycle will be ready for release in 2009. 

More recently, Honda developed the world’s
first production motorcycle airbag system. This
breakthrough system, which inflates in approx-
imately 0.0601 seconds, helps lessen the severity
of injuries caused by frontal collisions. It will be
available in Canada on the new Gold Wing
motorcycle in the fall of 2006.

And Honda has just introduced the 2006
Honda Civic. This new Civic is a complete
redesign of the popular model, and it 
will complete Honda’s transition to the next-
generation i-VTEC® engine — a new series
of engines that achieve a 20 percent
improvement in fuel economy. The new
Civic offers Honda customers more of
everything. More power. More control.
More space. More wind-cutting aerody-
namics. More leading-edge technology. In
short, more driving fun.

PROMOTION
One of the many strengths of Honda is its
diversity of product. From motorcycles to
snowblowers, and from cars to generators,
consumers have the opportunity to use a
Honda on a daily basis. This frequent inter-
action between consumer and product 
has shaped Honda’s approach with its 
customers. Rather than telling consumers what 
to think and feel about Honda products, the 
promotion objective has been to complement the
already positive experience Canadians have with
their Hondas. 

BRAND VALUES
One of Honda’s core philosophies is something
called “The Three Joys.” Simply stated, it means
that every person who comes in contact with a
Honda should feel joy as a result. By getting 
a product that exceeds their expectations, Honda
customers experience the Joy of Buying. 
By forming meaningful relationships with 
their customers and servicing excellent products,
Honda dealers experience the Joy of Selling. And 
by making innovative products that surpass 
customer expectations, Honda associates exper-
ience the Joy of Creating. 

Another pillar of Honda’s brand values is the
notion of dreams. Honda is a company built on
dreams. The company founder, Soichiro Honda,
had the dream of bringing the joy of mobility to all
people. Today, that dream is still alive and it man-
ifests itself in a startling array of products. Honda
is presently developing a corporate jet that will
increase cabin space and fuel efficiency through
innovative design. Honda is also continuing to

work on a robot called ASIMO (Advanced Step
in Innovative Mobility), which one day could be
employed as a personal helper and companion.
Every Honda product, from the NSX supercar to
the simplest lawn mower, in some way is the
result of a dream. Dreams fuel the imaginations
of Honda engineers. Dreams give shape to the
Honda products of tomorrow — products that will
bring the joy of mobility to Honda customers. See
our dreams at honda.ca.

❍ In what could be considered the first Honda
product, Soichiro Honda used a small 
generator engine designed for a wireless
radio to power a bicycle.

❍ Honda became the first Japanese manufac-
turer to produce cars in Canada when it
established a manufacturing facility in
Alliston, Ontario.

❍ Honda and Nagoya University in Japan
teamed up to successfully isolate a gene that
dramatically increases the crop yield of a
rice plant.
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