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Abstract. A value creation process, usually presented in the form of a complex flowchart and placed at the beginning of
a report, describes the material and financial inputs and outputs of the commercial process, as well as the corporate
philosophy, core values, strengths, key issues, management policies or business strategies. This article is devoted to
analyzing the content and structure of global car brands' value chains and value creation processes. The purpose of the
research isto find out what is the vision of the own processes of value creation by car manufacturers, identify indicators
that are used to assess capital inflows and outflows, and single out the features of value chains specific to the
automobile industry. The information base of the research is the annual or integrated reports of five global car brands —
Mazda, Nissan, Suzuki, Saab, and Isuzu. The authors used scientific methods of generalization, grouping, comparison,
and induction to process the collected data. Based on the analysis of the value creation process schemes presented in
the annual/integrated reports, the structure and composition of the value creation processes are outlined in tabular form
for each car manufacturer. It was found that the approaches to revealing the structure of value-creation processesin the
researched reporting are similar in most respects. The study results show that all value chains contain the primary
stage, where resources are attracted for further production; the middle link, where production is actually carried out;
and the final link, which is directed to the delivery of products to the final consumer. The article defines the structural
elements of capital inputs, upward activity, operations, downward activity and capital outputs as stages of the value-
creation process of car manufacturers.
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ABTOMOOUIBbHI OpeHJH B KOHKYPEHTHOMY Cepel0BHILi: K BOHH OyIylOTh
CBOI IPOLIeCH CTBOPEHHSI BAPTOCTi?

Anomauin. [Ipoyec cmeopennsa sapmocmi, 3a36utaii npedcmasieHuil y opmi ckiaoHoi O10K-cxemu ma po3miuyenuil
Ha nowamky 36imy, onucye mamepiaivHi ma (QIHAHCOBI 6XIOHI pecypcu I pe3yibmamu KOMepyiliHo2o npoyecy, a
makodic KopnopamusHy Qinocoiio, 0cCHO8HI YIHHOCMI, CUIbHI CMOPOHU, KIIOY08I NUMAHHA, NONIMUKY YINPAGIIHHSA
abo bisHec-cmpameeii. [[a cmammsa npucesuena ananizy 3micmy ma CmpyKmypu J1anyiocié apmocmi ma npoyecis
CMBOpeHHs 8apmMOCmi 2100aNbHUX A8MOMOOIIbHUX OpeHdis. Memot OocriddcenHs €. 3’ acysamu AKUM € OayeHHs
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BACHUX  NpOYecie  CMBOPEHHs.  6aApMOCMI  A8MOMOOIIbHUMU — GUPOOHUKAMU,  BUAGUMU  NOKA3HUKU, KL
3aCcmocosyromscsi O OYIHKU GXIOHUX MA BUXIOHUX NOMOKI6 KAnimany; 6UOKpeMumu ocoOau8ocmi JIaHYyi2le
eapmocmi, XapakmepHux came 011 a8momoobineHoi eanysi. Ingopmayitinoro Oazow OocaiodxcenHs € piuni abo
inmeepoeani 36imu n'amu 2nobarvHux aemomobirbnux 6Opendie — Mazda, Nissan, Suzuki, Saab, Isuzu.
s onpayrosauts 3i0panux OAHUX A8MOPU BUKOPUCIANU HAYKOBI MemoOU Y3a2dlbHeHH s, 2PYNYEAHHA, NOPIGHAHHS,
inoyxyii. Ha ocnogi ananizy cxem npoyecié cmeopenHs sapmocmi, npeocmasienux y piunuxlinmezposanux sgimax,
BUKIAOEHO CMPYKMYPY mda CKIAO Npoyecie CmeopeHHs eapmocmi y mabiuyHiti Gopmi 01si  KOHNCHO20
asmomoobinvHo2o supodbnuka. 3 aco8ano, wo nioxoou 00 po3KpUMms CmMpyKmypu npoyecié CmeoperHs apmocmi y
00CI0NCYBAHIT 36IMHOCI € CXONCUMU 3a OLIULOI0 YACMUHOIO 03HAK. Pesynbmamu 0ocniodcenus ceiouams, wo 6ci
JAHYI02U 6apMOCmi MiCmsams NepeunHy cmaodiio, Ha AKill 3a1y4aiomscs pecypcu 0asi noOAIbU020 8UPOOHUYMEA,
CepeonIo aHKy, Ha AKIU 61acHe i 30IUCHIOEMbCS BUPOOHUYMEO MaA QIHANbHY NAHKY, KA HANPAGIeHd HA 00CMABKY
npooykyii 0o KiHyesoeo cnoxcusaud. Y cmammi 6UHAYEHO CMPYKMYPHI eleMeHmu 6XIOH020 NOMOKY Kanimany,
8UCXIOHOI OisinbHOCMI, onepayiil, HU3XIOHOI OIANILHOCMI Ma GUXIOHO20 NOMOKY KAnimany 5K emanie npoyecy
CMBOPeHHs 8apMOCMI A8MOMOOLIbHUX BUPOOHUKIE.

Knrouosi cnosa. enodanvui Openou, asmomoOinbHi 8UPOOHUKU, TAHYIO2U 8apmMOCMi, Npoyec CMEOPeHHs 8apmocmii,

HeginaHco8a 36IMHICb, IHMESPOBAHA 36IMHICMb.

INTRODUCTION

In the modern world, all economic processes at the
global level, particularly in the corporate sector, are very
interconnected — the ramified structure of multinational
corporations doesn't enable us to clearly split their
activities and processes into separate stages (source
supply, manufacturing, sales, delivery, post-sales support,
etc.). The increasingly popular practice of preparing non-
financial (integrated) reports by global corporations
enables customers and external stakeholders to see a
value creation process — how capabilities and resources
are transformed within a corporation to be turned into
finished goods delivered to customers. A value creation
process is a derivative of a value chain notion adapted to
meet the information needs of different users unaware of
internal processes in corporations. Usually presented in
the form of a complex flowchart and placed at the
beginning of a report, a value creation process describes
not only material and financial inputs and outputs of a
commercial process but aso corporate philosophy, core
values, strengths, key issues, management policies,
or business strategies.

LITERATURE REVIEW

A vaue chain notion, which was introduced
by M. Porter in 1985, describes the full range of activities
required to bring a product or service through the
different phases of production, distribution, and final
disposa after use. In the process of this movement from
one phase in the chain to another, a product or service
gains added value. Thus, the value chain can be used to
decompose a business into pivotal activities, which
enables the identification of possible competitive
advantages. M. Porter states that value chain links
encompass inbound logistics, operations, outbound
logistics, marketing and sales, and service (Dubey et a.,
2020). The necessity to realise what processes, activities,
organisations, and structures are to be applied to ensure
the transformation of raw materias into finished goods
has led to the emergence of value chain thinking.
Developed in the 1990s, value chain thinking consists of
four steps. value discovery (interaction, imagination, and

articulation — value-creating ideas), value design
(conception, detailing, and testing — actions to add more
value), value ddlivery (finalisation, delivery, monitoring —
delivering an expression in the form of goods or services
to the targeted customers), and value capture (capturing
the most value possible while maintaining competitive
advantage and the image) (Simatupang et a., 2017).
Literature of the past decade defines a global value chain
as a set of activities divided into 3 groups. upstream
activities involving design and research and the
commercialisation of creative endeavours, midstream
operations related to manufacturing, standardised service
delivery and other repetitive processes in which
commercialised prototypes are implemented on a mass
scale; downstream activities comprising marketing,
advertising, brand management, and after-sales services
(Hernandez & Pedersen, 2017). Vaue chain anaysis
examines the labour inputs, technologies, standards,
regulations, products, processes, and markets in specific
industries and international locations, thus providing a
holistic view of industries from the top down to the
bottom up. Most recently, four broad changes have begun
to dter existing globa vaue chains dynamics:
rationalisation, reorientation towards Asig,
automation/additive manufacturing, and servicification.
The latter two are based on changes ushered in
by “Industry 4.0" (Frederick et al., 2017). Although the
composition and the content of a value chain in the
theoretical context have been considerably examined,
there is a need to identify the peculiarities of its structure
in enterprises in certain industries, particularly
automotive.

PURPOSE OF THE ARTICLE

The article aimsto:

—ascertain corporations  visions of
Ccreation processes,

—identify the content of their structure elements,

—revea what indicators are used to measure capital
input and capital output,

—and highlight features of value chains inherent to the
automobile industry.

their vaue

Oblik i finansi [Accounting and Finance], Issue 3(105), 2024 51
p-ISSN 2307-9878, e-ISSN 2518-1181, www.afj.org.ua



®iHaHcK Ta onoAaTKyBaHHA

RESEARCH METHODOLOGY

To analyse the structure and content of a value
creation process, the authors have used 2023 and 2024
annual or integrated reports of 5 global car brands —
Mazda (Mazda, 2023), Nissan (Nissan, 2024), Suzuki
(Suzuki, 2023), Saab (Saab, 2023), and Isuzu (Isuzu,
2023). The authors have chosen the reports of
corporations from the automotive sector because, firstly,
the value chains of car manufacturers are commonly the
largest and involve many auxiliary activities. Secondly,
these manufacturers comprehensively and transparently
disclose information on their managerial processes. Each
report contains a colourful flowchart supplemented by
additional explanations on certain sections or elements in
the text. The information from the flowcharts and the
texts has been processed and modified in the form of
tables containing the description of capital input,
operations, and capital output in the case of Mazda and
Nissan corporations, capital input, activities, product
output, and capital outcomes in case of Suzuki; upstream,
operations, and downstream in case of Saab; sources of
competitiveness, upstream, operations, downstream, and
aimsto provide in case of Isuzu.

The authors have applied the following scientific
methods to the examination: generalisation, classification,
comparison, and inductive reasoning.

RESULTSAND DISCUSSION

As can be seen from Table 1, Mazda' s value creation
process is expressed in the form of 3 stages: capital
inputs as initial resources; operations, which encompass
al the pivotal activities aimed at creating new value;
and outputs — outcomes achieved after the finished
goods reach final customers. Mazda's management
indicates 6 capital inputs: financial, manufactured,
intellectual, human, socia and relationship, and natural.
All of them are measured in terms of widely known
financial indicators. The operations performed comprise
engineering and manufacturing, creating human
connections, and nurturing the development of
individuals. It is worth mentioning that the operations
consist of typical manufacturing operations and
activities for personnel development. The outputs are
presented as a set of analytical figures, particularly net
sales, an operating income ratio, ROE, greenhouse gas
emissions, and the number of female managers. Thus,
the description of Mazda's value creation process is
based on frameworks of the classical value chain
concept — it clearly separates the inflow of resources,
the stage of processing these resources, and the
achieved results.

Table 1. Mazda' s value-creation process

Input Operations Output
Capital Indicator . Category Indicator
) . . - Engineering and Financial indicators | Net sales (billion
0,
Financial Equity ratio: 44.2% manufacturing yen): 3,826.8
Capital expenditures; | Creating human Operating income
Manufactured 94.1 billion yen connections ratio (%): 3.7
R chand Nurturing the
Intellectual development costs: plev_el_opment of Return on equity (%):
128billionyen | ndviduds 104
ﬁ;iﬁge f:;urs of Break-even volume
Human omp 0362: 6.5 hours (1,:)00 units): 1,000
or less
per year
. . Non-financia Greenhouse gas
Social and Number of suppliers: o S
relationship 1059 companFi)gs indicators emissions (1,000 t-
' CO2e): 31,389
Natural Energy consumption: Number of female
11,707 TJ managers: 65

Source: compiled and grouped by the authors, using Mazda' s reports, 2023.

Nissan's value creation process is shown similarly to
Mazda s process — Nissan’s managers have divided it into
3 large steps, where inputs and outputs are described
by using indicators (Table 2). The operations step slightly

implementing new technologies into production to
minimise a detrimental impact on nature and create safer
mobility  solutions.  Promoting resource quality
management underlies the Green Program while solving

differs — operating activities are disclosed in the context | social issues of communities underpins the Socia
of two strategic programs — the Green and Socia Program.

Programs for 2030. Both programs emphasise

52 06nik i piHaHcu, Ne 3(105), 2024

p-ISSN 2307-9878, e-ISSN 2518-1181, www.afj.org.ua




Finance & Taxation

Table 2. Nissan’s value-cr eation process

Operations Output
Input ;
Green Program 2030 =l alzg:r)’ggram Category I ndicator
A balanced and 16 new electrified models
competitive Model mix of electrified
Contribute towards Invest in new product portfolio [ vehicles - 60%

Employee diversity
Manufacturing
capabilities

Glaobal footprint
Diverse
partnerships

carbon neutrality of
vehiclelifecycle
Advancing circular
economy that
maximises vehicle
usage aswell as
efficient usage of
resources

Minimising impact on
air quality through
reduction of emissions

Promoting water usage

reduction and water
quality management

technologiesto
create safer and more
personalised mobility
solutions

Establish human
rights due diligence
system in supply
chain

Contribute to
empowering youth in
communities
Develop ahighly
skilled and motivated
workforce

Electrification and
vehicle

Introduce next-gen
autonomous drive

intelligence technology

Revenue potential: 2.5T
New revenue JPY

Next-gen mobility services
streams

Energy ecosystem
Life cycle management

Strengthened each employees’ skills and

performance

Decarbonisation

CO2 reduction goal
Life cycle: -30% per
vehicle

Source: compiled and grouped by the authors, using Nissan'’s reports, 2024.

Like other corporations, Suzuki generates capital as
an outcome of its activities and reinvests that capital in
the next stage of business activities, thereby paving the
way for future growth (Table 3). Suzuki’s value creation
process is shown as a chain consisting of 4 stages.

Table 3. Suzuki’s value-creation process

In contrast to the previous two brands — Mazda and
Nissan — Suzuki's management split the third stage into
two types of outcomes: products and services outputs and
capital outcomes (that is to say, finished goods and other
resources generated).

Capital inputs

Business activities

Product and service

outputs

Capital outcomes

Financia (shareholder’s
equity)

Intellectua (R&D
expenses)

Manufacturing (production
sites)

Human capital (production
site; training expense)
Social and relationship
capital (supply chain)

Natural capital (fossil fuels;

water; raw materials)

Contribute to economic the
development of emerging
countries

Provide economically and
competitive quality-high
products

Provide indispensable
mobility of means for local
communities

Contribute to environment
through the smaller
products

Automobiles: 3000
thousand units; net sales:
¥4,162.2 billion
Motorcycles: 1859
thousand units; net sales:
¥333.2 hillion

Outboard motors: net sales:
¥134.6 billion

Others: net sales: ¥11.8
billion

Financial (net sales and
operating profit; ROE; total
dividend)

Intellectual (number of
patents)

Manufacturing (production
units)

Human (ration of female
managers; % of male
employees taking childcare
leave)

Social and relationship
capital (countries and
territories where Suzuki has
No. 1 market share; local
procurement ratio in India)
Natural (CO2 emissions;
waste)

Source: compiled and grouped by the authors, using Suzuki’ s reports, 2023.
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Table 4 gives abasic overview of Saab’s value chain,
which shapes 3 large steps — upstream activities,
operations, and downstream activities. Unlike reports of
the previous four automotive brands, which outline goals,
programs, or strategies to be implemented at each vaue
creation stage, Saab’'s managers revea only the exact
activities performed. The upstream activities encompass
indirect suppliers and direct suppliers. Their main
features are a global footprint, an extensive supply chain,
and procurement — procedures the main production
cannot function without. Operations are characterised
by the following features: operations in the major

geographical segments, manufacturing of military
equipment, governmental approval, product design,
assembly, and a lead time — all processes from creating a
product to delivering it to a customer. The downstream
activities include sales, marketing, industrial cooperation,
end-users, service, support, and end-of-life. Features of
Saab’'s downstream operations. large contracts, a
necessity for export control, governments as customers,
large variations in the number of products delivered from
year to year, fuel-consuming products, and long-term
service.

Table 4. Saab’svalue chain

Upstream

Operations

Downstream

Features:

Sales, marketing, and industrial
cooperation

End-user

Service, support, and end-of-life
Features:

Sales officesin 30 countries
Large contracts

Indirect suppliers

Direct suppliers

Features:

Global footprint

Approx. 80% of direct suppliers
based in Europe, U.S. and Canada
Extensive supply chain

Procurement of e.g. advanced sub-
systems, components and equi pment

Largest operationsin Sweden + four
strategic countries (U.K., U.S,,
Germany and Australia)
Development and production of
military equipment is subject to
government approval

Product design of advanced products
Manufacturing and assembly, system
of systems' integrator

Export of defence equipment is
subject to export control legislation
Customers are governments

Large variationsin number of
products delivered from year to year,
small quantities

Approx. 100 customer countries, with
amajority of salesto Sweden, Europe
and U.S.

Long lead times

Energy and fuel-consuming products
Sale of military equipment is subject
to end-use agreements and export
controls

Long-term service and support
commitment

Source: compiled and grouped by the authors, using Saab’s reports, 2023.

By spurring innovation through developing next-
generation products that help achieve carbon neutrality
and evolving logistics, the Isuzu Group creates new value
for its customers and for society. Isuzu’s managers apply
a broader approach to figure out its value creation process
— they've told Isuzu's value creation story (Table 5).
Thevaue creation story is divided into 3 sections:
sources of competitiveness, a value creation process, and
aims to provide. The sources of competitiveness are
similar to capitad inputs of the other brands and revea
information on resources invested. The value creation

process falls into 3 categories: upstream activities
(planning products and establishing product quality);
operations (manufacturing technologies and on-site
capabilities); downstream activities (providing products
and services to customers; after-sales support). Theaimis
to provide resemble capital outputs of the other brands
and reveal data on outcomes, namely social and economic
values achieved (ensuring secure, safe, and efficient
transportation of people and goods; baancing the
environment and economic development; net sales, ROE,
operating income, dividends, etc.).
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Table 5. Isuzu’s value-creation story

Sour ces of competitiveness

Value-creation

Aimsto provide

Source Indicators grpsss Social value Economic value
Establishment of Upstream: Realisingasociety in | Net sales: ¥3,195.5
development bases Understanding which people and billion
spanning Japan, the customer needs and goods can be ROE: 12.1%
ASEAN region, planning next- transported securely | Operating income:

Development Europe, the United generation products and efficiently ¥253.5 hillion
capabilities States, and China Thoroughly Balancingtheglobal | Dividends: ¥61.4
Research and establishing product | environment and billion
development quality economic
expenditures - ¥119.0 | Operations: development
billion Leveraging Enhancing economic
42 production bases manufacturing growth in emerging
Production in 30 countries technologiesand on- | countries
capabilities Capital expenditures: site capabilities Sustaining I_ifestyl%
Downstream: and the environment

¥82.2 hillion

Sales and service
capabilities

37 countries and
regionsin which
Isuzu hasno. 1
market share
3,740 service
locations

Human resources

23 hours of trainings
programs per person

Financia base Capital adequacy
ratio: 42.9%
Shareholders’ equity:
¥1,308.5 hillion

Environmental Promotion of overal

responsiveness business management

based on 1SO 14001
Achievement of net-
ZEro emissions

Providing optimal
products and services
to our customers
Providing after-sales
support to maximise
vehicle operation

in emergency

Source: compiled and grouped by the authors, using Isuzu’ s reports, 2023.

CONCLUSIONS

The conducted research enables us to understand to
what extent value chains shown in annual reports of car
manufacturers comply with theoretical provisions
suggested by economists in scientific publications of
various years. Having considered and compared the value
chains of the five car brands, the authors discovered
several peculiarities of a value creation process being
inherent to the automotive industry.

1) The value creation process is divided into three
stages. capital inputs, operations, and capital outputs.
In turn, operations may be split into three components:
upstream  activities, operations, and downstream
activities.

2) Capita inputs encompass the following types
of resources: manufacturing,  financial, human,
intellectual, social, and natural ones.

3) Upstream activities comprise product planning,
establishing connections with direct and indirect resource

suppliers, procuring necessary equipment, components,
and semi-finished goods, etc.

4) Operations usudly include manufacturing,
engineering, new technologies, designing, assembling,
quality assurance, personnel development, legidative
approval, minimising environmental impact, etc.

5) Downstream activities include sales, marketing,
after-sales service and support, export control, etc.

6) Capita outputs shape manufacturing, financial,
human, intellectual, social, and natural outcomes, i.e.
resources to be consumed or invested in the new
production cycle.

Thus, the automotive industry’s value chains, like no
other industry, can be an apt example of well-organised
and consistent processes of creating added value from the
stage of investing initia resources to the stage
of consuming finished goods.

Oblik i finansi [Accounting and Finance], Issue 3(105), 2024 55
p-ISSN 2307-9878, e-ISSN 2518-1181, www.afj.org.ua



®iHaHcK Ta onoAaTKyBaHHA

4 References

Dubey, S., Singh, R., Singh, S. P., Mishra, A. H., & Singh, N. V. (2020). A brief study of value chain and supply chain
(pp.177-183). In Agriculture Development and Economic Transformation in Global Scenario. Mahima Publications,
India Retrieved from https:.//www.researchgate.net/publication/344374264 A BRIEF STUDY_OF
VALUE_CHAIN_AND_SUPPLY_CHAIN

Frederick, S., Bamber, P., Brun, L., Cho, J., Gereffi, G., & Lee, J. (2017). Koreain Global Vaue Chains. Pathways for
Industrial Transformation. Joint project between GVCC and KIET. Duke GVC Center. Retrieved from
https://hdl.handle.net/10161/15985

Hernandez, V., & Pedersen, T. (2017). Globa Value Chain Configuration: A Review and Research Agenda
BRQ Business Research Quarterly, 20(2), 137-150. https://doi.org/10.1016/j.brg.2016.11.001

Isuzu Integrated Report 2023. Retrieved from https://www.isuzu.co.jp/world/company/investor/
financial/pdf/integrated report23_all.pdf

Mazda Integrated Report 2023. Retrieved from https://www.mazda.com/global assets/en/assets/
investorg/library/annual/files/ir2023e_all.pdf

Nissan Integrated Report 2024. Retrieved from https://www.mazda.com/global assets/en/assets/
investorg/library/annual/files/ir2023e_all.pdf

Saab Annual & Sustainability Report 2023. Retrieved from https://www.saab.com/global assets/corporate/investor-
rel ations/pdf/saab-annual -and-sustai nability-report-2023.pdf

Simatupang, T. M., Piboonrungroj, P., & Williams, S. J. (2017). The Emergence of Vaue Chain Thinking. Journal
of Value Chain Management, 8(1), 40. https://doi.org/10.1504/1JV CM.2017.082685

Suzuki Integrated Report 2023. Retrieved from https://www.global suzuki.com/ir/library
/annualreport/pdf/2023/2023.pdf

Wijaya, A., Siburian, M. E., Simorangkir, E. N. (2023). Financial Performance and Firm Vaue: A Mediating Role of
Profitability. Oblik i finansi, 2(100), 153-160. https://doi.org/10.33146/2307-9878-2023-2(100)-153-160

56 06nik i piHaHcu, Ne 3(105), 2024
p-ISSN 2307-9878, e-ISSN 2518-1181, www.afj.org.ua



