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Review of Operations

aftereffects of the Great East Japan Earthquake. We will 

make the most of that environment by promoting our 

products in reconstruction and repair projects. Overseas, 

we will cultivate demand for high-value-added products 

in nations that are important sources of natural resources. 

That will include promoting distinctive products, such as 

flame-resistant conveyor belts and energy-saving conveyor 

belts. We will continue working, meanwhile, to cope with 

the rising cost of raw materials by raising prices and by 

focusing on profitable business in our marketing. 

 Our sales of marine hoses declined sharply 

amid slumping demand. The number of orders and 

product inquiries increased in the fiscal fourth quarter, 

however, and we anticipate a strong sales rebound in 

the present fiscal period. 

 Sales declined in pneumatic marine fenders as 

the strong yen diminished our cost competitiveness, 

especially in comparison with Korean competitors. 

Those competitive dynamics remain an issue for us in 

the present fiscal period. We are seeking to restore our 

sales momentum by appealing to core customers with 

products of especially high quality. 

 The sales decline in antiseismic products 

reflected reduced public-sector investment in new 

bridge construction. Demand remains weak in regard 

to new bridge construction, but we are augmenting 

our business in this product category by promoting 

compact products as replacement fittings for 

bridge-refurbishing projects. 

 Our sales gains in roadway joints comprised 

sales growth in large joints for road surfaces on newly 

constructed bridges and in general-purpose joints for 

road-maintenance projects. We have augmented our 

product line with new offerings in simple steel joints, 

and we are stepping up our marketing of 

road-maintenance products.

We launched a line of pressure-relieving air-cell 

cushions in September 2010 for preventing pressure 

sores on persons confined to wheelchairs. Dubbed 

Medi-Air1 (Medi-Air One), the new product line 

combines original Yokohama technologies for rubber 

cushioning and for pressure sensing. It is a promising 

foothold for us in personal-welfare products. 

 A unique sensory-and-control function 

automatically regulates the air pressure inside the cells 

of the Medi-Air1 cushions. That helps prevent pressure 

sores and allows for occupying wheelchairs comfortably 

for extended periods. A sensor detects a shift in posture 

that would cause the hip bones to press directly on 

the wheelchair seat and increases the air pressure as 

necessary to maintain protective cushioning. 

 Medi-Air1 is the first product line of its kind 

to incorporate such an automated pressure-maintenance 

function. It has received a certification for coverage 

under Japan’s guidelines for geriatric-care insurance. 

Medi-Air1 also qualifies for payments under a Japanese 

program for helping disabled persons attain self-reliance.

Technological Support for the Physically Disabled
Medi-Air1 cushions for preventing wheelchair pressure sores
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Operating income in other products—principally aircraft fixtures and 

components and golf equipment—increased 6.9-fold in the fiscal year ended 

March 31, 2011, to ¥1.5 billion, on a 2.0% decline in sales, to ¥24.3 billion. The decline in 

sales resulted from weakness in golf equipment. Driving the surge in profitability were 

price increases for aircraft lavatory modules and progress in trimming costs.

Aircraft  Products
New business in onboard stairways 

We posted a 6.4% increase in sales of aircraft products, 

to ¥16.3 billion. Our profitability in this sector also 

improved, despite the appreciation of the yen. New 

business in onboard stairways for the Boeing 747-8I 

jumbo airliner contributed to that improvement, as did 

improved profitability in our business in lavatory 

modules for the Boeing 737 airliner. 

 Our projections call for the pace of sales in 

aircraft products to increase in the present fiscal period. 

We anticipate continuing growth in orders from Boeing 

Company for lavatory modules for the B737, and 

demand for replacement modules is poised to rise as 

earnings improve in the airline industry. 

Golf  Equipment and Other 
Products
Shrinking demand for golf equipment

Our business in golf equipment, marketed under the 

PRGR brand, and other products declined 15.5%, to 

¥8.0 billion. That decline reflected shrinking 

demand for golf equipment in Japan, 

our principal market for golf 

products. It also reflected a 

diminished weighting for new 

products in our sales portfolio in golf equipment. In the 

fiscal second half, we launched a promising line of 

clubs, named iD, that emphasizes ease of striking. Also 

promising was the growth in our overseas business in 

golf equipment. We solidified our market footholds in 

the Republic of Korea, our largest market outside 

Japan; in China, where we began a serious marketing 

effort in 2010; and in Southeast Asian nations. 

 Adding a new dimension to our business in 

golf equipment is Science Fit, a diagnostic system for 

golf swings. A leading operator of sports facilities has 

installed the system at facilities in Tokyo, Yokohama, 

and Osaka. PRGR-accredited instructors use the Science 

Fit diagnoses at those facilities to analyze golfers’ 

swings and to help the golfers choose clubs of optimal 

length and specifications. We will promote the Science 

Fit system to the sports-facility operator’s facilities in 

cities throughout Japan and will also promote the 

system to other operators of golf schools. 

 Japanese demand for golf equipment has 

weakened in the wake of the Great East Japan 

Earthquake. We are showcasing innovative strengths 

through our new iD line and through other products. 

Overseas, we are expanding our sales coverage in the 

Republic of Korea and broadening our line of products 

developed especially for Korean golfers. We are also 

stepping up our marketing effort in China and are 

studying the possibility of deploying products tailored 

to the Chinese market.

OTHER PRODUCTS

The Medi-Air1’s pressure-relieving air-cell technology will help 
prevent discomfort for people confined to wheelchairs. 

Yokohama’s new iD line of golf clubs 
combines shooting ease with long distance. 
Pictured is the iD435, a driver for serious 
amateurs.


