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Global Strategy of the Tire Business

The Yokohama Rubber Group is implementing its unique global strategy in the North American, Chinese, and European markets
by leveraging superior technological capabilities and brand appeal in both consumer and commercial tire segments. We aim for
further growth with a management structure centered on local human resources familiar with each region.

Global Growth Born from the Diverse Strengths of Each Region

Since our group’s acquisition of ATG™ in 2016, we have actively expanded through M&A, increasing our business scale, and in 2025,
we acquired Goodyear’'s OTR™ business, further strengthening our presence in the global market. With overseas sales revenue ratio
exceeding 70%, we continue detailed analysis and improvement activities by region and sales channel in the tire business to enhance
profitability, while proactively appointing local professional managers and delegating authority to execute strategies tailored to the
characteristics of each region.

*1 ATG: Alliance Tire Group. Off-highway tires manufacturing and sales company in the Netherlands.
*2 OTR: Off the Road Tire. Tires for mine and construction vehicles.
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* Fiscal 2020 results include the sale of the Hamatite business in November 2021.
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The North American business serves as the leading contributor to profits in the tire segment. Focusing on
the replacement tire market, we have established a position as the preferred choice for customers trading
down from Tier 1 brands due to high quality and reasonable prices, strengthened relationships with major
retail customers to expand sales channels, and plan to target regions with lower market share, such as
the northeastern United States. In product strategy, with an eye on sustainable growth during YX2026
and beyond, we position the expansion of “GEOLANDAR” tires for CUV/SUVs—which are expected to
see increasing demand in the North American market—as a growth axis, leveraging established product
recognition in the off-road market to further expand sales in the on-road market for urban driving.

The China business aims to become the No.1 foreign tire maker in China, driving group growth. Although
there are concerns about the domestic economy, the current Chinese market is expected to see increas-
es in automobile sales and production due to continued government support and motorization in rural
areas. To offset reduced production by Japanese automakers, we are strengthening development and
sales for local Chinese automakers (COE), and as part of restructuring our sales channels, we are working
to expand tire supply to COEs and increase sales of replacement tires. Going forward, we plan to localize
development functions, shorten product development lead times, and quickly launch products that meet
local needs with a sense of speed.
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Europe is the fastest-growing region for Yokohama Rubber’s tire business, and the European business
has expanded its performance by strengthening sales of high value-added products such as high-inch
tires. Going forward, we will focus on expanding high-inch tires and truck/bus tires, targeting premium
cars such as Porsche, BMW M Series, and Mercedes AMG, and further expand our business with the
launch of the new product “ADVAN WINTER.” Additionally, we will strive to expand new sales channels in
high-demand regions such as Germany, the UK, and Eastern Europe, and improve logistics efficiency
through collaboration with top-class wholesalers in Europe. Furthermore, with a renewed general manag-
ers and an experienced sales and marketing teams, we will strengthen our premium brand position and
aim for further growth.

The OHT business has achieved high growth, doubling sales in five years under an aggressive investment
strategy and the leadership of Co-COO Nitin Mantri, following the acquisition of ATG. In 2024, the OHT
business was reorganized into three internal companies: Y-ATG, Y-TWS, and Y-OTR. Y-TWS and Y-OTR
focus on the premium segment, while Y-ATG concentrates on the value segment. To implement strategies
tailored to each market, each company maintains independent sales functions while integrating backend
functions such as procurement and production to maximize synergy, aiming to outperform the market
growth rate in the OHT market, which is expected to maintain long-term annual growth of about 6%.

Y-ATG leverages cost competitiveness and development speed through
efficient production at plants mainly in India, as well as the strength of early
introduction of niche products, to sell value segment agricultural and con-
struction vehicle tires under the Alliance brand and others through distributors
worldwide. We focus on replacement tires, which are more profitable and less
affected by economic cycles than original equipment tires, and which we
Ang:e 7 . already have a strong market presence in North America. Furthermore, we
Officers have re-entered the huge Indian market, which we previously could not serve

due to supply constraints, by developing high-performance products suited to

the value segment. Going forward, we plan to optimize production bases, such as plant closures, and under a new management

structure, aim to expand market presence and achieve further growth by introducing products tailored to specific markets.
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Y-TWS has strengths in advanced technology and brand power backed by joint development with ma-
chinery and vehicle makers, and mainly in Europe, sells agricultural machinery and industrial vehicle tires
for the premium segment, such as Trelleborg, through local production for local consumption. We operate
a “Local for Local” model, selling directly to local dealers through sales subsidiaries in each country, with
sales teams at these subsidiaries responsible for generating demand from end users. Y-TWS boasts a
high share in the original equipment tire market due to its excellent performance, but since original equip-
ment tires are more susceptible to economic cycles, we will also focus on replacement tires for the after-
market, which have relatively stable demand and higher profitability. In addition, with Y-TWS’s new man-
agement structure in the United States, we aim to increase our share in this key market. Regarding the

recently completed acquisition of Goodyear’s OTR business, we aim to integrate the business by utilizing Y-TWS’s existing network and

handling the back-office functions of the acquired business, thereby suppressing the occurrence of new SG&A expenses.
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