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Devote high priority to technologies for 

protecting the environment

The usage stage of the product life cycle is 

when the output of carbon dioxide is the 

greatest. So we are working to develop 

products that minimize the generation of carbon 

dioxide during that stage. In tires, we are 

working to develop tires that minimize rolling 

resistance and weight.

Deliver the best products at competitive prices 

and on time

We are upgrading our capabilities in analyzing 

market trends and in planning products, and we 

are building a global framework for research 

and evaluation. In each region, we are tailoring 

our mass production technology to local needs 

and circumstances. And we are fostering 

human resources that possess excellent 

technological capabilities. That includes working 

systematically to ensure the transfer of skills and 

expertise from one generation of engineers to 

the next. 

CORPORATE FOUNDATION

Fulfill our corporate social responsibility

We will redouble our efforts to earn the 

confidence of the community by safeguarding  

the environment, by addressing social concerns, 

and by honoring the human element while 

pursuing corporate interests. Our efforts will 

include offering a growing range of products 

that minimize environmental impact, eliminating 

landfill waste at plants worldwide, and planting 

500,000 trees at operations around the world in 

the Yokohama Forever Forest project. 

Reduce waste

Press ahead with the Muda-dori (waste-

reduction) activities to tap employee initiative in 

identifying and eliminating waste. Those activities 

yielded about ¥24 billion in cost savings during 

Phase I of Grand Design 100. In Phase II, we will 

promote the Muda-dori activities even more 

extensively and position them as a self-sustaining 

element of the company’s corporate culture.

Reshape our Japanese operations

We need to reshape our Japanese operations to 

accommodate market saturation and slowing 

growth. That will mean restructuring our 

Japanese sales networks for replacement tires 

and for diversified products.

Yokohama has built highly regarded sales networks in Japan 

for passenger car tires and for truck and bus tires. Those 

networks are a crucial strategic asset, and keeping them 

focused on changing market circumstances is a high priority. 

Yokohama is therefore reshaping its sales networks to cope 

with market saturation and with the economic ramifications of 

Japan’s aging and gradually shrinking population.

Yokohama’s Replacement Tire Marketing in Japan

RESHAPING

TECHNOLOGY STRATEGY

hoses and fittings to supply to European 

customers on a just-in-time basis. 

 Our growth strategy includes promoting 

conveyor belts, marine hoses, and marine 

fenders in emerging markets, such as China and 

Russia, where resource-development projects 

present growing demand. And we are 

expanding our global production and marketing 

networks for those products.

Develop business in new product sectors 

We are asserting distinctive strengths in original 

technologies to develop new business in 

environmental sectors, such as 

high-performance seals for photovoltaic cells 

and structural adhesives for weight-saving 

automotive bodies. In addition, we are working 

with the Samsung Group to develop adhesives 

for liquid crystal display panels.



8 9

Three companies by 2011

Work got under way in July 2009 on 

sweeping measures for reinforcing the 

effectiveness of Yokohama’s Japanese 

sales networks for tires. Those measures 

consist of (1) combining all of Yokohama’s 

tire-wholesaling operations in a single 

subsidiary and (2) combining all of 

Yokohama’s company-owned 

tire-retailing operations in two 

subsidiaries: one for passenger car tires 

and one for truck and bus tires.

Community-based sales

The new wholesaling subsidiary, Yokohama 

Tire Japan, has divided Japan into 38 sales 

territories. That is more than twice as many as 

the 18 territories served by the distributors that 

it absorbed. The smaller sales territories will 

enable Yokohama Tire Japan to tailor its 

marketing more closely and more promptly to 

local needs and circumstances. 

A unified approach to large independent 

retailers

Yokohama Tire Japan groups its 38 sales 

territories in six geographical blocs, each 

under a separate sales division. The sales 

divisions, in addition to coordinating their sales 

units, promote Yokohama tires strategically to 

large independent retailers of automotive 

supplies in their geographical blocs. Large 

retailers of automotive products that operate 

nationwide chains are important sales 

channels for tires. The creation of Yokohama 

Tire Japan has given Yokohama an 

integrated, nationwide platform for serving 

those retailers. 

Leaner operations

The sales divisions for the six geographical 

blocs have absorbed the accounting, human 

resources, and general affairs functions of the 

former 18 distributors. In addition, Yokohama is 

moving to streamline logistics in its Japanese 

network of 313 supply depots. 

Summary of Step 1
S T E P  1  

Set up a wholesaling subsidiary in July 2009

In July 2009, Yokohama established the wholly 

owned subsidiary Yokohama Tire Japan Co., Ltd., 

to handle all of its tire wholesaling in Japan. It 

created Yokohama Tire Japan by combining 18 

majority-owned distributors, a marketing 

subsidiary for sport-utility tires, and the 

parent-company operations for replacement tire 

sales. That integration brings Yokohama’s 

marketing closer to customers and lowers costs 

by eliminating redundancy in administrative 

functions. 

S T E P  2  

Set up retailing subsidiaries for passenger 

car tires and for truck and bus tires by 2011

Yokohama owns 32 companies that operate 

sales outlets for its passenger car tires. It will 

combine those companies by 2011 to create a 

single retailing subsidiary for passenger car tires. 

That will eliminate redundancy in administrative 

and marketing functions, and it will allow the 

retail outlets to focus on customer service. 

 Similarly, Yokohama owns 50 companies 

that operate sales outlets for truck and bus tires. 

And it will combine them by 2011 to create a 

retailing subsidiary for truck and bus tires. Along 

with raising operational efficiency, that will 

enable Yokohama to provide truck and bus 

operators with seamlessly integrated service 

nationwide.

Streamling Yokohama’s Marketing in Replacement Tires

First Step: July 2009

Yokohama Rubber

50 operators of 
sales outlets for 

truck and bus tires 

32 operators of 
sales outlets for 

passenger car tires 

Preparations for 
combining retail 

operators for 
passenger car tires  

Preparations for 
combining retail 

operators for
truck and bus tires

Parent-company operations for 
replacement tire marketing

Second Step: by 2011

Yokohama Tire Japan: wholesaling 

19 tire distributors 

38 regional sales units in 
6 geographical blocs 

Marketing headquarters

Bloc sales division 
Regional sales unit

Regional sales unit

Regional sales unit

Yokohama Tire Japan: wholesaling

National retailing subsidiary 
for passenger car tires 

 

National retailing subsidiary 
for truck and bus tires 
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