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permission from the publisher.For the past four years, things have 
been moving full-speed ahead at 
Acura. We’ve introduced exciting 

new vehicles. We’ve upped our 
marketing game. And we’ve made Acura 
a challenger brand again.

It’s been a lot—and I wouldn’t have it 
any other way. Because that’s what we do 
at Acura: we move forward. You’ve been 
with us the entire way, and I appreciate 
your dedication.

Now we’re in a new phase, one in 
which we can build upon the foundation 
we’ve laid and create something even 
more spectacular.

To reach the next level, we knew we 
needed to change the way we operate, 
and we did. In April, American Honda 
Motor Co., Inc., restructured its 
operations, making a significant 
departure from what we’d come to know. 
If some of you are nervous, I get it.

But let me say in no uncertain terms: 
this is good for Acura. 

The changes have streamlined the 
organization, enhanced collaboration 
and accelerated communication. In 
many ways, they further return Acura to 
its roots. Thirty years ago, when this 
brand was first setting the world on fire, 
it had a similar structure. 

Over the next few pages, you’ll meet 
the new leaders of the Acura sales, 
marketing and service teams, and hear 
their visions for the brand. You’ll see that 

they are just as committed as I am to 
Precision Crafted Performance and 
making Acura all that it can be.

What Acura is—and always will be—is 
a performance brand. Nowhere have we 
demonstrated that more than in our 
recent motorsports activity. In addition 
to our success with Acura Team Penske 
and the Acura ARX-05, we’re disrupting 
the industry with the No. 57 Heinricher 
Racing with Meyer Shank Racing Acura 
NSX GT3 Evo team, the first team with a 
competitive all-women lineup. This year, 
we also began our sponsorship of the 
Acura Grand Prix of Long Beach, 
America’s most famous road race.

Now, the key is to keep pushing 
forward. I’m doing that in my new role 
as head of the Acura Brand Office, where 
I’ll be leading the execution of our 
business plan and charting the long-term 
future of Acura. My job is to keep this 
brand focused on performance and 
ensure we remain consistent in 
everything from product development 
to marketing and sales.

The key to building a brand is staying 
disciplined and never wavering from your 
course. In the classic race between the 
tortoise and the hare, Acura may be 
the tortoise. But remember: the tortoise 
always wins.

– Jon Ikeda, vice president and Acura 
brand officer

Change is good

The Road to Success
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SHARE YOUR FEEDBACK 
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