
Value Creation Process
Yokohama Rubber optimally utilizes its management capital through advanced technological capabilities and an extensive global network, 
striving to create new value. We will constantly open up new areas ahead of the times “to enrich people’s lives and contribute to their greater 
happiness and well-being” by devoting our wholehearted energies and advanced technology to the creation of beneficial products.”

Basic 
Philosophy

To enrich people’s lives  and contribute to their greater happiness 
and well-being by devoting our wholehearted energies and 
advanced technology to the creation of beneficial products.

What We 
Aim to Be

A company that continues to create new excite-
ment through challenges and pioneering, running 
alongside the times toward the next 100 years

Materiality

Business Model

◯Provision of products and services that contribute  
to a sustainable society

◯Contribution to a decarbonized society and  
circular economy

◯Living in harmony with nature
◯Living in harmony with local communities

◯Development of human capital capabilities 
for sustainable corporate value 
enhancement

◯Establishment of a sustainable supply chain
◯Improvement of management resilience by 

strengthening corporate governance

Sustainable 
procurement

◯�Global business 
development

◯�Local management

◯�Growth strategy  
through M&A

◯�Focus on high  
value-added tires

◯�Multi-brand strategy

◯��Rubber compounding 
technology

◯�Tread pattern technology
◯�Fuel efficiency measures

Response  
to customer  
needs

Distribution

Production

Procurement Research & 
Development

Planning

Sales/
Service

◯�The spread of CASE 
and MaaS in the 
automotive industry

◯��Innovation through the 
utilization of technology

◯�Increasingly diverse 
customer needs

◯�Climate change 
challenges

◯�Achieving carbon 
neutrality

◯�Promoting a circular 
economy

◯�Achieving a nature 
positive world

◯��Respect for human 
rights

◯�Diversity and inclusion

◯�Human resources 
development

◯�Occupational safety 
and health

◯�Revitalizing local 
communities, creating 
economic effects

Financial Capital

A robust financial 
foundation that enables 

growth investment

Manufactured Capital

Manufacturing capabilities 
and facilities that can 
meet customer needs

Intellectual Capital

Technological expertise 
and know-how cultivated 
over more than 100 years 

of history

Human Capital

Global professional 
human resources 

supporting value creation

Social and 
Relationship Capital

A trusted brand and 
global network

Natural Capital

Sustainable Natural 
Rubber Procurement

Social Change  
and Issues

INPUT

Consumer tires

◯�Tires for passenger cars 
that meet the 
diversifying needs of 
wide-ranging drivers

Commercial Tires

◯�Truck/bus tires that 
support daily lives and 
logistics

◯�Off-highway tires (for 
agricultural and forestry 
machinery, industrial 
and port vehicles, 
construction and mining 
vehicles) supporting 
global industries

Multiple Business (MB)

◯�Hose and couplings for 
construction machinery, 
automobiles, and more

◯��Industrial products such 
as conveyor belts and 
fenders

Others (PRGR)

◯�Golf gear under the 
PRGR (Pro Gear) brand

Social value

Realize a safe, secure, and sustainable 
society with consideration for the 
environment

Customer value

Enrich people’s lives and contribute to their 
greater happinessand well-being

OUTPUT OUTCOME

Economy and society

◯�Realize a safe, secure, and comfortable 
mobility society

◯��Improve customer convenience and 
efficiency

◯�Economic revitalization of local 
communities

◯��Improve the sustainability of the supply 
chain

Environment

◯�Realize a decarbonized society

◯��Reduce environmental impact

◯�Contribute to the realization of a nature 
positive world through biodiversity 
conservation activities

IMPACT

Medium-term Management Plan “Yokohama Transformation 2026” (YX2026)
Completing Transformation under Exploitation × Exploration Strategy

Low cost, 
speedy 

development 
of quality 
products

Profile Management Strategy Management Base DataManagement Strategy
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