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Yokohama Rubber’s Brands

Consumer Tire Business

With the aim of maximizing the sales ratio of high value-added tires, we are making efforts in three categories: ultra-high-
performance tires, tires for SUVs and pickup trucks, and winter tires. We are actively developing products, with a main focus on
high value-added tires for ADVAN, GEOLANDAR, and winter tire lineups.

We are accelerating the expansion of our GEOLANDAR tire brand
product lineup for SUVs and pickup trucks to meet increasingly diverse
needs in the SUV market.

We supply ultra-high-performance tires as original equipment for
renowned premium cars and EVs such as Porsche, BMW, Mercedes-
AMG, and LEXUS. This is proof that the quality and technological
capabilities we have pursued are trusted worldwide.

ey &

Commercial Tire Business

We provide a wide range of tires, including tires for trucks and buses and off-highway tires for construction and industrial vehicles, and for
agricultural and forestry machinery.
As one of the world’s leading commercial tire specialists, we contribute to improving safety and productivity on the most demanding worksites.

We provide agricultural machinery tires for a variety of applications on
farms in Japan and overseas, contributing to the improvement of
overall agricultural productivity.

We will contribute to the new era of logistics with tires for trucks and
buses designed with safe operation, environmental friendliness, cost
reduction, and efficiency.

|

AW croranpar iceGUARD <8B/ufarth

GEOLANDAR is a brand of tires for The iceGUARD brand of winter tires The BluEarth brand of fuel-efficient

ADVAN is a global flagship tire

brand delivering a high level of SUVs based on the concept of offers a wide selection of products, tires balances basic performance
driving performance by bringing out “driving freely on all roads and as well as unique compound and with enhanced fuel efficiency, wet
the full potential of passenger cars. terrain across the planet.” design technologies of tread surface and tread life, making it

suitable for a wide range of uses,
from city driving to leisure activities.

pattern realizing high performance
on ice and snow.

Multiple Business (MB)

One of the most widely recognized conveyor belt The world’s top brand of marine hose, highly

Versaltr: HAMAHEAL,

This brand of hydraulic hoses for overseas
markets was created by integrating three main brands both in Japan and overseas. These valued by major oil companies and other users
series of hoses. The performance of the products products have a strong reputation for their heat around the world for its outstanding quality.
has been greatly improved, and they are now resistance performance, especially in the steel

available for use in mines and other challenging and cement industries.

operating environments.

THE YOKOHAMA RUBBER CO., LTD.

Truck and bus tires (TBR) ‘ Off-highway tires (OHT)

Light truck tires (LTR)

SSALLIANCE
Y¥ YOKOHAMA GOODFYEAR b= caLaxy / AICH TIRE

OFF-THE-ROAD m CUI!OIG PRIME
Truck and bus tire brand provides

not only basic performance such Off-highway tire brands comprise product lineups in all categories, from basic and standard, to premium, providing
as fuel economy, tread life, and powerful traction support for vehicles used on agricultural, mining, and construction sites, and in other locations.
durability, but also improves the

load-bearing performance

required for EVs.

Y YOKOHAMA

PRGR (Pro Gear) Business
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Using a variety of innovative technologies, we are developing products that
allow people to experience the fun and joy of golf.

Viewing golf from a scientific perspective, we proposed the industry’s first
“head speed (H/S) theory,” and have created numerous hit products that
have been popular with golfers for the past 40 years.
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The History We have Built, and the Future

Since our founding in 1917, we have accumulated technology and created numerous high-quality rubber products. Yokohama
Rubber has overcome difficulties and opened up a new era in the face of any trial by looking toward a bright future and always
being a challenger and pioneer. We will pioneer unknown territory over the next 100 years and build unique fields with unwavering

founding spirit.

(Millions of yen)

Three-month
settlement of
accounts due to
change in fiscal
year end.
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160,000 A
Changes in Our
Business Portfolio 2016 2018 2020 2022 2024
M Consumer Tires I Commercial Tires
* Sales revenue composition
120,000
80,000
40,000
- ()()
1917 1950 1960 1970 1980
Yokohama Rubber was founded Responding to motorization and Creating new markets with a
T o Sl @ P Gy g expanding exports three-brand strate
grade rubber products P g exp 9y
1917 ]agpi:r?ese company name changed to match the 1980
Established Yokohama Rubber Co., Ltd. Endii Y Launched a three-brand strategy: “ADVAN” with
nglish, The Yokohama Rubber Co., Ltd. ) - I
1921 wet performance and high-speed driving capabili-

Developed Japan'’s first corded tire “Hama Town
Cord” and invented the “cut-edge flat belt,” which
brought a major revolution to rubber belt manu-
facturing technology.

1928
Completed the Yokohama Plant.

Started production of
V-belts, balloon tires,
belts, hoses, etc., which
revolutionized the belt
industry with features
such as high-speed
operation, long life, and
excellent quietness.
1952

Completed Phase 1 of the Hiratsuka Plant in
Kanagawa Prefecture and started production
there of belts, large tires, and vinyl products.

1954
Launched the Y-29, Japan’s first
snow tire.

1955

Launched the “Hama Safety” and
“Hama Liner”, Japan’s first
tubeless tires.

1958
Developed large
pneumatic fenders

THE YOKOHAMA RUBBER CO., LTD.

1967

Launched the “G.T. SPECIAL”
radial tire for passenger cars, and
subsequently expanded produc-
tion of the “G.T. SPECIAL” series
as radial tires became popular
among general drivers.

1969

Established a tire sales company in the United
States, shifting from export dependence on
trading companies to a sales company model
with our own capital.

1974

Started production of tires for construction
vehicles in Onomichi Plant.

Started production of high-pressure hoses at
Ibaraki Plant.

1978
Developed Japan’s first sports
radial tire, ADVAN HF.

1979
Launched the ADVAN TS-02, Japan'’s first
authentic all-season tire.

ties, “ASPEC” with driving performance and
quietness to satisfy adults, and “GRAND PRIX”
with excellent cost performance and high driving
capabilities, creating a market for “distinctive
tires.”

1980

Decided to fully enter the
top domestic All Japan F2
Championship, and
subsequently expanded
motorsports activities to
Europe, the United
States, and other regions,
building a track record in
demanding motorsports.

1983
Launched sales of PRGR golf equipment.

PRGR d

1990

Nine-month
settlement of
accounts due
to change in
fiscal year end.

2026 Targets

Consolidated sales revenue ¥1,250 biliion
Business profit ¥150 billion

1990s

2010

Consolidated sales revenue
(Right axis)

First time since founding l (Millions of yen)
Achieved sales revenue 1,200,000
exceeding ¥1 trillion
o
900,000
600,000
300,000

Non-consolidated sales revenue
(Right axis)

2010s

2024

2020s

2026

Globalization and advancement
of tire technology

1991

Completed R&D integrat-
ed center (RADIC) at the
Hiratsuka Factory.

1996

Launch of “GEOLANDAR”
tires for SUVs, designed
for urban driving

Established a tire manufacturing and
sales company in the Philippines

1997
Established a tire manufacturing and sales
company in Vietnam

1998

Launched sales of DNA ES-01 and DNA ES-02 as
the first in the DNA series for fuel-efficient tires for
passenger cars

2001
Established a tire manufacturing and sales
company in Hangzhou, China

2004
Established a tire manufacturing and sales
company in Thailand

2005

Actively expanded the
“ADVAN” brand worldwide
as a global flagship brand

2006

We aimed to become a company with top-level
contributions to the environment with Environ-
mental GD100 as our guiding principle, and
enhanced our CSR management under our
medium-term management plan GD100.

Established a tire manufacturing and sales
company in Suzhou, China

2007
Established a tire manufacturing and sales
company in India

Pursuit of environmental
technology and planned growth

2010
Launched “BluEarth AE-01” as the first in the
“BluEarth” series of fuel-efficient tires themed
“Eco-friendly +

People-friendly”

ol B
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2015
Opened “Hokkaido Tire
Test Center”

2016

Acquired the Alliance Tire
Group B.V. (ATG), a
Dutch company that
manufactures and sells
tires for agricultural and
construction machinery.

2017
Our 100th anniversary.

Acquired Aichi Tire
Industry, a company that
manufactures and sells
tires for industrial vehicles

Anniversary

BHNFEET 100 AF

Promotion of transformation
based on our “Exploitation x
Exploration” strategy

2020

Formulated “High Collaboration”, strengthening

competitiveness through synergies in “faster tire
development”, “expansion of production bases”,
“expansion of sales support”, and “logistics DX”

2021

Formulated the medium-term management plan
“Yokohama Transformation 2023 (YX2023)”
aiming to further promote the “exploitation” of
strengths in existing businesses and the “explora-
tion” of new value

2023

Acquired Trelleborg Wheel Systems Holding AB, a
Swedish company that manufactures and sells
tires for agricultural and industrial machinery.

Introduced our original “E+” mark, which signifies
that the tire is compatible with electric vehicles.

Ry

2024

Formulated the medium-term management plan
“Yokohama Transformation 2026 (YX2026)” as
the culmination of transformation through
exploitation x exploration, aiming for “Hockey
Stick Growth” (rapid upward growth)

2025
Acquired Goodyear’s Off the Road tire business
for mining and construction vehicles

Integrated Report 2025
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Overview and Strategy of the Tire Business

We aim to achieve continuous increases in sales and profits by simultaneously pursuing two approaches:

“exploiting” existing markets and “exploring” new markets.

Consumer tires

Global tire market

Yokohama Rubber
2016

2025

Global Tire Market

The global tire market is divided into two segments: “consumer
tires” such as tires for passenger cars, and “commercial tires”
such as truck, bus, and agricultural machinery tires. The market
size is roughly equal, with consumer tires at about ¥10 trillion
and commercial tires also at about ¥10 trillion. The breakdown
of industrial goods is ¥6 trillion for truck and bus tires, and ¥4
trillion for OHT (based on 1 USD = 110 yen).

In the near future, it is expected that emerging Chinese makers
will account for about half of the global production of consumer

Yokohama Rubber’s Tire Business Strategy

For a long time, our group’s tire sales composition was biased
toward consumer tires, but with the acquisition of ATG in 2016,
TWS in 2023, and Goodyear’s OTR business in February 2025,
we have achieved a nearly 1:1 ratio of consumer tires to com-
mercial tires, matching the market ratio.
In the global market for commercial tires, the ratio of truck

and bus tires to OHT is 3:2, but our company has a 1:3 compo-
sition, focusing our business strategy on highly profitable areas,

Commercial tires

Truck & busitires;

¥6 trillion

Red Ocean Blue Ocean
OHT
(Off-highway tires)
Truck(&
bus tires ATG
acquisition
OHT

(Off-highway tires)

ATG

VSIS 1 acquisition

tires, making it a highly competitive red ocean market.

Additionally, for commercial tires, Chinese tire makers have
accounted for about half of the global sales volume of truck and
bus tires for several years, making this segment also a red
ocean market.

On the other hand, in the case of OHT, although each cate-
gory is relatively small in scale, there are many products, and as
a result, the number of players has converged, making it a blue
ocean market.

namely the blue ocean.

Currently, our company offers a wide range of industry-lead-
ing products, from tires for passenger cars to truck and bus
tires, and OHT. Furthermore, by becoming a comprehensive tire
maker capable of one-stop procurement, we have expanded
sales channels and increased sales as the “Best Alternative” of
top-tier makers, meeting customer needs.

Growth Strategy of the Consumer Tire Business

In recent years, in the consumer tire market, the combined
planned production increases by Chinese tire makers both
inside and outside China are expected to result in Chinese
makers accounting for 50% of global tires for passenger cars
production by 2030 at the latest, further intensifying the red
ocean market.

THE YOKOHAMA RUBBER CO., LTD.

In this environment, we will continue to strengthen sales of
high value-added products in consumer tire, aiming to maximize
their ratio as in the previous medium-term management plan.
Within the increasingly competitive consumer tire market, we
aim to raise the ratio of AGW (ADVAN, GEOLANDAR, and winter
tires) in the premium zone—the remaining blue ocean area—

Global tire market

o Consumer tires Commercial tires
I' \I Passel Truck & busitires]
\ 7 ¥1 ¥6 trillion
S=== \ Red Ocean Blue Ocean
Exploitation
Maximizing high-value products
ADVAN aovilll
\ \?VIIEISI)'II:I'EAI!: DAR GEOLANDAR
s iceGUARD
AGW50% et Brand

to 50%, and strive for year-on-year sales growth in all categories.

Additionally, by equipping new premium cars with our tires,
we will increase recognition as high-performance tires and aim
to expand our share as the “Best Alternative” of top brands in
the replacement tire market.

Furthermore, in our product and regional business strategies,
we will drive initiatives primarily through local management
teams, steadily implementing product strategies tailored to each
region, such as “GEOLANDAR” in North America and “ADVAN”

Growth Strategy of OHT Business

In the OHT business, we have grown into an OHT maker with
multiple brands by continuously implementing “programmatic
M&A”, including the acquisition of ATG in 2016, TWS in 2023,
and Goodyear’s OTR business in February 2025.

The OHT market is changing into a blue ocean market with
fewer competitors due to the withdrawal of major makers and
industry M&A reducing the number of players. OHT presents
high barriers to entry due to the difficulties in development,

OHT Business Growth strategy

interfit

service . excellence
Strengthen services

Industrial vehicles

27 countries
21 countries ____.-—"-—;04
Sites
83 86
Sites Sites
2022 2023 (( 2026(FY)

Market growth rate

CAGR 6%
(PCR market 2%)

Mining machinery

20%

Programmatic M&A + February 4, 2025 (Japan time)

Commercial tires

Consumer tireg, == = =

Truck & busitires
¥6 trillion

Red Ocean Blue Ocean

Exploration

Low-cost production

1-year plant in China
New plant in Mexico

and winter tires in Europe.

For standard products outside the premium zone in consum-
er tires, we plan to enhance cost competitiveness and increase
overall sales volume. As a specific measure, under the concept
of a “1-year plant” that completes everything from construction
to prototype tire production within one year, we are proceeding
with the construction of a new plant in China, and progress is
on track for prototype production to begin in December 2025,
one year after the start of construction.

design, production, and sales, making design, development,
and production particularly challenging. In the highly profitable
blue ocean OHT market with high entry barriers, our company
aims for growth by leveraging multiple brand positions. Further-
more, we are aiming to grow while expanding our customer
base as well as profits through the enhancement of the Interfit
service, a tire maintenance service provided by our professional
staff, and other service networks for end users.

Market size:

Approx. ¥4 trillion*
1 3°/o o

Multi-brand strategy

*YRC estimate

No.1*
40%

Agriculture &
forestry machinery

A AICHI TIRE

"R PLICATIGN SPECIFIC. PURPORE BUMLT.

(Each has Production/
Technology/Sales)

Acquisition completed

GOODFYEAR

OFF-THE-ROAD
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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.

Overseas Sales Revenue & Ratio Trends

(Millions of yen) Overseas Japan  -@- Overseas Ratio (%)
1,500,000 80
72 73
1,200,000 70 70
TWS acquisition
completed 1,094,746
985,333
295,660

900,000 58 58 58 860,477 £

ATG acquisition ° ° ® 278,828

completed
257,784
52 646,272 650,239 650,462 670,809 LD
600,000 596,193 570,572 50
271,598 272,990 270,199 23255
285,678 240,914 799,086

706,505

300,000 602,693 40
433,123
310,515 374,674 377,249 380,263 329,658

0 30
2016 2017 2018 2019 2020 2021 2022 2023 2024 Fv)

* Fiscal 2020 results include the sale of the Hamatite business in November 2021.

North American Business

Jeff Barna
Officers

China Business

Ming Fan
Officers

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.

THE YOKOHAMA RUBBER CO., LTD.
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Europe Business

e,
/-
2

Gregorio Borgo
Officers

OHT Business

Nitin Mantri
Member of the Board and
Senior Managing Officer

4 Yokohama ATG (Y-ATG)

= a
=
=
.
by

Anil Gupta
Officers

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.

4 Yokohama TWS (Y-TWS)

Elio Bartoli
Yokohama TWS President

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.

Integrated Report 2025
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Technology and Production Strategies

For premium products, we will pursue even higher performance and functionality through Yokohama Rubber’s unique technological
capabilities, while also promoting the expansion of tire supply for next-generation premium cars as original equipment, thereby achiev-
ing differentiation through a lineup of high value-added products.

Basic Policy for Technology and Production Strategies

ey &

Speed-up through HAICoLab in Design and Development Operations

Our company aims to maximize the sales ratio of AGW
(“ADVAN,” “GEOLANDAR,” and winter tires), and for premium
products, we will pursue even higher performance and function-
ality through our unique technological capabilities. At the same
time, we will promote the expansion of tire supply for next-
generation premium cars, including European premium car
makers, as original equipment, thereby achieving differentiation
from competitors through a lineup of high value-added prod-
ucts. For original equipment tires for these next-generation
premium cars, we plan to strengthen development and address
compatibility with premium electric vehicles, wear resistance,
and weight reduction.

On the other hand, for standard products, we will improve
competitiveness in the market by reviewing the maker-oriented
excessive quality mindset, promoting efficiency in development
and production, and driving cost reductions.

Furthermore, regarding “speeding up tire development” and
“drastic reduction of product costs,” our current medium-term
management plan focuses mainly on standard products. For
“speeding up tire development,” in addition to utilizing Al and
simulation technologies, we aim to strengthen our responsive-
ness to emerging makers and maximize the launch of new prod-
ucts. In “drastic reduction of product costs,” we will apply ATG’s

Speed Up Tire Development

For “speeding up tire development,” we are working to shorten
the development period for new products by expanding plat-
form development and the use of common parts, as well as
utilizing our proprietary Al framework “HAICoLab” and promot-
ing virtual simulation development using XAl (eXplainable Al).
Through this, we plan to contribute to profits by launching
products early in line with market trends and optimizing product
life cycles. Regarding platform development, in the past, a single
project was launched for each new product development, with
each development taking three to four years. Now, we position
multiple product developments as one large project, and

low-cost production model and reduce raw material procure-
ment costs by leveraging the scale advantages of acquisitions.
We view these activities as initiatives that will support the foun-
dation of our company’s overall technology and production in
the future, and we will pursue the maximization of corporate
value for the entire group.

Basic Policy for Technology and Production Strategies in YX2026

Consumer tires Consumer tires

Standard High value-added
Product Group product group
Development .
p . High
and production
g performance/
efficiency . . A
= High functionality
v
Cost . A
" Differentiation
competitiveness
Next-generation
Drastic reduction Speed up tire premium cars
H H Strengthen
of product costs development
development of
OE tires

Reallocation of people, > Technological and
goods, money, and time production innovation

Maximizing corporate value through
enhanced competitiveness

conduct platform development that serves as the foundation for
other products simultaneously with the development of the base
product. In this platform development, tire development mod-
ules are divided into three categories, and the use of common
parts is expanded across projects, aiming to achieve significant
reductions in development time, improved return on investment,
and cost savings, along with cost reduction.

In China, we are working to shorten tire development periods
through localizing R&D, and in fiscal 2024, these efforts have
borne fruit, resulting in the supply of many products to Chinese
car makers who require timely development.

Utilization of HAICoLab in Design and Development

Regarding the use of HAICoLab in design and development, we
will apply data science such as prediction, analysis, and explo-
ration with Al to acquire new insights, making these a source of
competitive advantage. We will promote the digitization and
sharing of these insights, combine them with human inspiration,
and further eliminate bias through the use of behavioral psychol-
ogy and behavioral economics. This will enable us to inde-
pendently develop a tire design support system, making tire
design easier even for less experienced engineers, and enabling

THE YOKOHAMA RUBBER CO., LTD.

faster development and cost reduction. Al presents feature
quantities that help improve target characteristics, and design-
ers can gain new insights and inspiration by viewing these from
multiple perspectives, leading to the development of higher-per-
formance products. In addition, for high value-added products,
we plan to achieve quality improvement and speed-up through
virtual development (MBD™) tailored to the target performance of

vehicles and tires.
*1 MBD: Model Based Development

Independently developed a tire design support system utilizing XAl *2 eXplainable Al = Explainable Al

Data

Compound recipe

Predicted results

—

Al

Presenting feature quantities that

Material structure

v

Compounding |

Recipe generation | Design

d
Test results < High-

erformance
Product developer ge\/ebpmem

and lead time
x reduction
I

help improve target characteristics
Speed-up through MBD

Car makers

YOKOHAMA

Overview from
multiple perspectives

Car makers

Specification study H Tire performance H Tire model |
Target performance ) DS® Actual
£ vehicles/ti Simulation pumd ) vehicle
of venicles/tires Predicting indoor characteristics Evaluation verification
without making tires

*3 DS = Driving Simulator

== Virtual specifications — mm Simulation

g
k Inverse problem /

From desired performance to specification prediction

“1-year plant” Challenge

While facing the threat of emerging tire makers sweeping the
market, our company has gained the opportunity to incorpo-
rate the corporate culture and know-how of emerging market
makers brought into our group through acquisitions such as
ATG. While maintaining our proprietary technologies, the
“1-year Plant” concept is to thoroughly pursue efficiency and
productivity, learning from our group’s teams in India and
partner companies in China, and striving for low-cost produc-
tion. Traditionally, it took two to four years from plant design to
actual tire production when launching a new plant, but by the
time production started, trends and market conditions could
change, making it difficult to respond to shifts in demand.
Therefore, the aim of the “1-year Plant” is to execute plant
construction quickly and reduce opportunity loss. As its first
step, we will build a new tire plant for passenger cars in Hang-
zhou, China; increasing capacity for supplying the growing
Chinese market. Furthermore, in addition to shortening the
plant launch period, reducing investment amounts and stream-
lining operations to achieve increased sales and profits is an
important concept of the “1-year plant.”

Drastic Reduction of Product Costs

As part of our technology and production strategy, we are
thoroughly working to reduce manufacturing costs, setting a
total reduction target of ¥6.5 billion during the YX2026 period.
For material costs, we will build a cooperative system through
thorough information sharing and progress/challenge sharing
between the procurement and technology/production depart-
ments, aiming to optimize global procurement and working
toward a ¥2.5 billion reduction. In terms of processing costs,

@ Predicting from specifications based on conventional knowledge

=== Characteristic prediction —}

Outside
knowledge
(Extrapolation)

@ Improved accuracy
Comparison and verification

© Faster processing
Convert accumulated data to Al

Scope of
insights
(Interpolation)

(machine learning)

Re @ uaicolsat

New plant construction plan

New Mexico plant
Apnl 2024 2025 2026 2027

Obtain various
govemment approvals
- Building construction

>

14
Efficient linear equipment layout Full production
Planned for 2030-

Order various equipment —
Manufacture — Installation — Operation

Start of mass Start of mass production

--—WOdLlclion - —

New Hangzhou, China plant “1-year Plant”

August 2024 2025 2026
o >

L4
Obtain various Full production
government approvals Planned for 2029-

Order various equipment (starting September 2024)
Low cost & speed—learning from emerging makers —
Installation (July, 2025 start)

Building construction
(completion from end of 2025 to Q1 2026)

Start of Start of mass. Start
construction production of mass
Dec: prototyping  gfproduction
16 Realizing a cost-competitive Y brand

we will benchmark our plants in India and China, conduct
comparative analysis among our in-house plants, and pursue
optimal process improvements, aiming for a ¥4 billion reduction.
From fiscal 2025 onward, energy cost reduction effects are
expected to begin appearing through the introduction of solar
power generation facilities and high-efficiency boilers at plants in
Southeast Asia.
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Growth Potential of the OHT Market and
Strengths of Yokohama Rubber

In the OHT market, which is expected to grow further, Yokohama Rubber aims for further growth by leveraging its full lineup
covering all OHT products, from small forklift tires to ultra-large mining vehicle tires.

OHT Market Growth Potential

We are convinced that OHT is the most attractive segment with
the highest potential in the tire industry. OHT has four main
sub-segments (product types), each expected to grow steadlily.

& Agricultural Machinery Tires

With the global population increasing, food demand is expected
to rise further, strongly driving demand for agricultural machinery
tires. Market forecasts predict an average annual growth of
5.5%. We have achieved the world’s No. 1 market share in the
agricultural machinery tire segment, putting us in a position to
fully benefit from this growth area.

4 Industrial & Port-use Vehicle Tires

Global logistics volume is expected to double by 2030, driven
by the spread of e-commerce and the increasing complexity of
global supply chains. With this increase in logistics activity,
transportation operations at ports and warehouses are also
expected to rise, leading to stable growth in demand for indus-
trial and port-use vehicle tires. Market forecasts predict an

average annual growth of about 6%.

The OHT Market is the Most Attractive Segment in the Tire Industry

Demographic changes

Increase in logistics volume

# Construction Vehicle Tires

Urban development and the reconstruction of aging infrastruc-
ture are accelerating worldwide, and demand for construction
machinery is increasing. In addition to demand for infrastructure
development such as roads and bridges, urban development
projects such as high-rise buildings and housing are also
becoming more active, driving demand for construction vehicle
tires. Market forecasts predict steady average annual growth of
about 6%.

# Mining Vehicle Tires

Global energy demand is diversifying from conventional energy
resources such as coal to clean energy resources essential for
electric vehicles and storage batteries, such as lithium. Against
the backdrop of strong demand for these energy resources,
demand for mining vehicle tires used at resource extraction sites
continues to expand, with steady average annual growth of
about 6% expected.

Increase in infrastructure development demand Shift in energy

2025 P 2050 2023 p 2030 2023 P 2030 Required volume in 2040, with 2020 as 1
9,687 million . o
people Global logistics market size 203% Global construction output ~ 185% Lithium 13 times
About 2 times +854 Graphite 8 times
ill Cobalt 6 times
8,156 millio
peor::el n : World 100% 100% Nickel 6 times
population growth Rare earths 3.4 times
2025 P 2050 Magnesium 3times Expanding demand
1209 Silicon 1.8times for clean energy &
2025 2030 2035 2040 2045 2050 2023 2024 2025 2026 2027 2028 2029 2030 2023 2030 Copper 1.7 times  batteries

Increase in port and warehouse
handling operations

s Demand for
lobal
Y industrial & port-use
\[e W4 vehicle tires
CAGR +5.3%*

Increase in food demand

Demand for agricultural . g
Global ! ) :
YS9 machinery tires

\BY CAGR +5.5%*

Increase in construction projects Increase in excavation projects

(Roads, bridges, buildings, housing, etc.)

Demand of mining
vehicle tires

CAGR +6.6%*

Demand for construction
vehicle tires

CAGR +6.2%*

Source: Reports of United Nations Population Divisions Source: IEA The Role of Critical Minerals in Clean Energy Transitions

* Based on our research

High entry barriers as a source of profitability

The OHT segment, which boasts a high growth rate, has
extremely high entry barriers, which serve as the source for
maintaining high profit margins. OHT faces unique challenges at
each stage—development/design, production, and sales—mak-
ing it difficult for new entrants compared to other segments.

# Technical challenges
OHT requires a broad product lineup to meet the diverse needs

of a wide range of customers depending on its application. Even

THE YOKOHAMA RUBBER CO., LTD.

for the same application, it is not uncommon for required
products and specifications to differ by region. To cover all the
sizes required for OHT, it is necessary to offer an enormous
lineup of over 6,000 products, ranging from 3-inch to 63-inch
inner diameters. In particular, 63-inch tires are giant tires for
mining dump trucks that can withstand loads of 11 tons per tire,
and their design, development, and production require extreme-
ly advanced technology and know-how.
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4 Production Challenges

The challenges in production lie in its labor-intensive nature and
the heavy reliance on the skills of experienced workers. Espe-
cially for large tires used on high-horsepower tractors and
mining machinery, production is extremely challenging in terms
of dimensions as well. Furthermore, to meet the diverse needs
of customers depending on application, it is necessary to
maintain a multi-product, small-lot production system, requiring
high flexibility in production. These factors are intricately inter-
twined, making OHT production extremely difficult.

Multiple Customer Approach Models

Our company’s strength is being the only OHT maker that has
multiple go-to-market (customer approach) models.

& Push to Wholesalers/Distributors

Y-ATG sells tires produced at its plants in India to wholesalers
and distributors around the world in a highly efficient and low-
cost model. By utilizing container shipping suitable for mass
transport, we have enhanced cost competitiveness.

4 Push to Dealers/Retailers

Y-TWS has established a unique “Local for Local” model, selling
directly to local dealers through its sales subsidiaries in each
country. The sales teams of each country’s sales subsidiaries
play a role in uncovering demand from end users and connecting

Full lineup OHT Maker

Our OHT business, which gained a good/better/best product
lineup from value to premium segments with the acquisition of
TWS in 2023, has further strengthened its advantage with the
recent acquisition of Goodyear’s OTR business, now offering a
full lineup covering all OHT products—from small forklift tires to
ultra-large mining vehicle tires.

4 Sales Challenges

In sales, different approaches are required depending on the
product type. After-sales service and field service are particularly
important.

OHT customers require advanced support for maintaining
product performance and troubleshooting, so it is essential to
deploy specialized field engineers worldwide to provide prompt
and accurate service.

it to sales. With a local-based sales strategy, we respond
meticulously to customer needs.

# Full Service for End Users

Through “Interfit,” Y-TWS’s dedicated OHT tire maintenance
service network, we not only sell tires but also provide direct
services such as tire installation and maintenance to end users.
We aim to increase customer touchpoints and build long-term
relationships. In addition, for Goodyear’s OTR business tires for
mining vehicles, we also provide direct sales and technical
support after-sales services to mining companies, the end
users. By responding to special needs, we are increasing
customer satisfaction.

In the attractive OHT segment, which is expected to continue
strong growth, we will maximize our strength of a broad product
lineup that can meet a wide variety of applications, accurately
respond to diverse customer needs, and aim for further growth
of the OHT business.

e S B 5

Agricultural Forestry Lawn care Industrial Construction Mining Off-road
machinery machinery  equipment, etc. vehicles vehicles vehicles dump trucks
¥ YOKOHAMA 2 AICHI TIRE - v v v v v v v
SSALLIANCE caLaxy v v v v v v v
After Goodyear’s OTR
business acquisition GOOD, ‘:Eﬂ;ﬂ,;,,
DO wvorouama 4 Aci e [ v v v v v v
SSALLIANCE GALAXY :
OO OO SIALLIANCE cALAXxY v v v v v v

Integrated Report 2025

28



Management Strategy
ey &

Profile

Management Strategy Management Base Data

Results of Activities in Fiscal 2024

Regarding regional sales performance for fiscal 2024, in
Europe, where market conditions are considered tough, we
promoted sales activities led by our newly established sales
subsidiary and achieved significant sales growth, especially for
high-inch products. In Asia, we viewed the progress of motor-
ization as a business opportunity and, by developing new sales
channels, achieved strong sales results. In rapidly growing
China, although we were affected by a decline in sales of
Japanese car makers, we strengthened our local development
system and, from the second half of 2024, began numerous
new deliveries for premium electric vehicles of Chinese car
makers. In addition, efforts to develop sales channels for
replacement tires resulted in year-on-year growth. In North
America, despite a sluggish market due to the influx of low-
priced products from Asia, we strengthened sales, including
the launch of new “GEOLANDAR” products, and maintained
sales at the previous year’s level.

Priority Measures in Fiscal 2025

In fiscal 2025, we will continue to strengthen development and
sales tailored to regional characteristics, aiming for sales growth
in all categories: “ADVAN,” “GEOLANDAR,” winter tires (AGW),
and 18-inch and larger size tires, exceeding the previous year’s
results. In addition, to maximize the ratio of high value-added
products, we will continue to promote original equipment
installation on premium cars and strive to enhance brand value.
We will also enhance cost competitiveness for standard
products, not just high value-added products, aiming to

Strengthen Sales of High Value-added Tires

B ADVAN [ GEOLANDAR ' Winter tires [l Others @~ AGW Ratio + 2 3 %
0% AGW (vs 2019)

Progress of YX2026 Consumer Tire Business

We are working to strengthen the development and sales of high value-added products tailored to regional
characteristics, further increasing the composition ratio of “ADVAN,” “GEOLANDAR,” and winter tires (AGW),
aiming for a composition ratio of over 50% in the next medium-term management plan.

In Japan, although affected by a mild winter, increased sales
of original equipment tires and higher sales of summer tires for
the aftermarket led to year-on-year growth.

As for the year-on-year growth rate of sales volume by region,
Europe was 122% year-on-year, Asia and India 112%, China
101%, North America 100%, and Japan
106%, all showing increases. Globally,
the figure was 105%, making us the
only domestic tire maker to achieve an
increase in sales volume.

By category of high value-added
products, sales of “ADVAN” were 106%
year-on-year, “GEOLANDAR” 110%,
winter tires 107%, and 18-inch and
larger size tires 112%, with all catego-
ries achieving sales growth over the
previous year.

E
—
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increase overall sales volume. Product and regional business
strategies tailored to market characteristics in each region will
be promoted with experienced local management at the core,
and for regional sales plans, we aim for increased sales and
profits in each region this fiscal year as well. Furthermore, in
addition to improving productivity and fundamentally reducing
costs such as raw material and manufacturing costs, we will
continue efforts to improve loading efficiency in logistics.

Sales volume
(%)

e Above 50
______ °
el 42, 43 42| oy 41l 42 42 43 Q-
o8 30 32 33
2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 (FY)
Plan
High Value-added Tire Sales Plan
Winter tires 18-inch and larger
ADVAN . GEOLANDAR 107 107% 108% 9 1549
% % 2023
(vs 2023) 1 3 C?:/o (vs 2023) YoY (vs 2023) 1129 (vs )
YoY
106% °
YoY
2023 2024 2025 2026 (FY) 2023 2024 2025 2026 (FY) 2023 2024 2025 2026 (FY) 2023 2024 2025 2026 (FY)
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Motorsports Activities

4 Yokohama Rubber’s Commitment to Motorsports
Yokohama Rubber supplies tires to a wide range of motorsports
in Japan and abroad, from the top category to the grassroots
category. Motorsports is a grand testing ground for tire develop-
ment, and the technology cultivated through competition is fed
back to our development of high-performance, high-quality new
passenger car and aftermarket tires. In addition to reducing the
rolling resistance and improving the quietness and safety of tires,
which results in the reduction of CO, emissions from passenger
cars, we will fulfill our responsibilities as a tire maker by pursuing
“exhilarating driving experiences” as a form of added value.

# Supplied Super Formula with Tires Containing 46%
Renewable and Recycled Materials
Since 2023, we have been supplying racing tires using renew-
able and recycled materials in support of the SUPER FORMULA
NEXT 50 project by Japan Race Promotion Inc. as a part of our
initiative for the sustainable development of motorsports. Con-
tinuing from last season, in 2025 we are also supplying “AD-
VAN” racing tires made with renewable and recycled materials
as the control tire for the All Japan Super Formula Champion-
ship. This season’s tires have further increased the ratio of
renewable and recycled materials, achieving approximately
46%. We are also pursuing further improvements in driving
performance, especially enhancing grip performance, including
warm-up performance, for wet tires.

4 Series Champion in the GT300 Class of SUPER GT

A vehicle equipped with our global flagship tire brand “ADVAN”
won the GT300 class in the final round (Round 5) of the “2024
AUTOBACS SUPER GT,” Japan’s premier touring car race, held

at Suzuka Circuit (Mie Prefecture) from December 7 to 8, 2024,
and clinched the series championship in a come-from-behind
victory. We competed aiming to reclaim the series champion-
ship in the GT300 class of “SUPER GT,” and “ADVAN” support-
ed racing teams throughout the year with its high performance,
contributing to winning the series championship.

# Overall Champion in Round 4 of the Niirburgring Lang-
strecken Serie
Vehicles equipped with our global flagship tire brand “ADVAN”
won the overall victory in Round 4 of the “NUrburgring Lang-
strecken Serie” held in Germany on August 3, 2024. Under the
theme of the “ADVAN CHALLENGE” to maximize “ADVAN,” our
company has been participating in the series, which is home to
some of the world’s top tire competitions, aiming for victory. The
No. 9 “Mercedes-AMG GT3” of “Team ADVANxHRT,” which
competed in the top-tier SP9 Pro Class, claimed the win,
leaving a strong impression of the outstanding performance and
brand power of “ADVAN.”

# Looking Ahead

We are promoting the development of racing tires using renew-
able and recycled materials, and are working on developing
technologies to reduce environmental impact based on data
from actual races.

In terms of strengthening brand power, “ADVAN” aims for
more victories than last year in “SUPER GT,” the “Nurburgring
24 Hours,” and the “Pikes Peak International Hill Climb,” while
“GEOLANDAR” seeks to establish solid global recognition by
challenging and winning top off-road races in North America
and Asia.

Going forward, we will continue to develop racing tires using
renewable and recycled materials, and utilize the knowledge
gained through these efforts in the development of tires for new
cars and replacement use while also contributing to the im-
provement of the environmental performance of tires and the
development of sustainable motorsports.
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Results of Activities in Fiscal 2024

In fiscal 2024, despite a challenging environment in the original
equipment tire market due to significant production cuts by
agricultural machinery makers, sales revenue exceeded the
previous year thanks to proactive sales activities in the replace-
ment tire market—especially in Europe, Asia, and the Middle
East for Y-ATG—and the full-year contribution of Y-TWS, which
was acquired in May 2023.

In addition, the entire Yokohama Rubber Group made full-
fledged efforts to create synergies with Y-TWS, and also consid-
ered specific growth through “Programmatic M&A,” a growth
strategy for the OHT business, as set forth in YX2026. As a
result, in the field of construction and mining vehicle tires, where
we previously held only a small share, we completed the acqui-
sition of Goodyear’s OTR business on February 4, 2025, and
established a solid third-place position in the OHT market.

On the other hand, despite the strong fundamentals of the
OHT market—high growth rate and high barriers to entry—Y-
TWS’s performance in 2024 was sluggish. The main factor is
the high dependence on agricultural machinery makers. During
the boom period from 2021 to 2023, the then Y-TWS manage-
ment prioritized agricultural machinery makers and allocated
much of its supply capacity to original equipment tires for these
makers. However, when demand from agricultural machinery

OHT Business Growth Strategy

In the OHT market, which is expected to see high growth, we are deploying a multi-brand strategy and, togeth-
er with the full-scale creation of synergies with Goodyear’s OTR business acquired in February 2025, our entire
 group aims for growth accompanied by profitability.

makers dropped sharply in 2024, Y-TWS was unable to re-
spond quickly to capture demand for replacement tires in the
aftermarket. While strong demand from agricultural machinery
makers during the boom period boosted Y-TWS'’s profits, when
demand slumped during the downturn, high fixed costs associ-
ated with the “Local for Local” strategy also had an impact,
causing Y-TWS'’s profits to decline sharply. The main reason for
Y-TWS’s poor performance in fiscal 2024 was the decline in
demand from agricultural machinery makers due to market
downtumns, highlighting the need to shift to a business structure
less susceptible to economic fluctuations.

Market size:

"Tte AJ{ vl  Approx. ¥4 vitlion

139 No.2*

Industrial vehicles

service e excellence
Strengthen services

27 countries
21 countries __ _am==="""
- 104
Sites
83 86
Sites Sites >
2022 2023 (( 2026 (FY)

Market
growth rate

CAGR 6%
(PCR market 2%)

Mining machinery

Programmatic M&A =

Multi-brand strategy

*YRC estimate

Global
share
No.1% 40°/u

Agriculture &
forestry machinery

AAICHITIRE

SALLIANCE | GALAXY

(Each has Production/

February 4, 2025 (Japan time) Technology/Sales)

Acquisition completed

GOODFYEAR

Priority Measures in Fiscal 2025

In fiscal 2025, we will continue to develop our business centered
on the “multi-brand strategy,” backed by the high growth
potential of the OHT market. To ensure the sustainable growth
of the OHT business, it is essential to address the cyclical
fluctuations in demand for agricultural machinery tires. The sales

THE YOKOHAMA RUBBER CO., LTD.

OFF-THE-ROAD

of major agricultural machinery makers fluctuate cyclically,
similar to changes in agricultural product prices. In this environ-
ment, our group will work together in the OHT business to
implement numerous action plans to minimize the impact of the
next downturn in demand for agricultural machinery tires.
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First, we will promote the optimization of production sites
through consolidation and reorganization. Following the Israel
and Prague plants, we will close the OHT plant in Spartanburg,
USA, among other measures, to improve global productivity and
efficiency.

In addition, to mitigate the impact of cyclical economic
fluctuations, we plan to avoid excessive dependence on original
equipment tires for agricultural machinery makers and to once
again strengthen our focus on the aftermarket for replacement
tires, where demand fluctuations are relatively smaller and
profitability is higher. In particular, at Y-TWS, where the propor-
tion of original equipment tires for agricultural machinery makers
was high and thus more susceptible to demand fluctuations,
marketing activities and product development improvements

centered on the Mitas brand have been implemented since
around autumn 2024, resulting in a recovery in sales, especially
in Europe and North America.

At Y-TWS, we have revamped our management structure in
the United States and are working to expand our market share
in this key market. Furthermore, Y-ATG is also making a re-
newed push into the Indian market by introducing a new man-
agement structure and launching market-specific products. At
the same time, we will strive to improve production efficiency by
leveraging our group’s global network of production sites.

In fiscal 2025, we aim to achieve strong profit growth in the
OHT business by leveraging the synergies from the structural
reforms at Y-TWS and the integration of Goodyear’'s OTR
business, targeting a profit increase of over ¥5 billion.

By eliminating inefficient
and redundant assets

Plant closures

Location Country  Timing

Hadera Israel Q4 2024
Spartanburg  US Q12025
Prague géeignc Q2 2025 OE: Original equipment tires
P AM: Aftermarket replacement
tires

OHT Division Will Generate Over JPY 5 Billion Incremental Profit During 2025*

!ncrease? . ' Reduce. ' Generate synergies Integrate Ggodyear
operational efficiency earnings cyclicality OTR business

By leveraging current OHT
infrastructure and SG&A

- Raw material procurement
- Operational efficiencies
- Back office and IT

Plan to deliver $50M +
synergies by 2027

* Excluding Goodyear’s OTR business

Y-TWS Maintenance Services and DX Utilization

Through its OHT-dedicated tire maintenance service network “Interfit,” Y-TWS provides rapid and efficient tire and wheel
replacement services worldwide. Currently, we operate in 80 cities across 21 countries, conducting over 300,000 service visits
annually, and are advancing business operations by leveraging our global network.

This service supports a wide range of industries, including logistics, agriculture, and construction, by enabling smooth on-site

tire and wheel replacements, minimizing machine downtime, and helping to improve operation-

al efficiency.

Furthermore, Y-TWS aims to improve the convenience and efficiency of the end users by
developing ATMS™, which improves agricultural productivity by detecting working conditions
such as load, pressure, and temperature in real time and constantly suggesting the optimal e
tractor vehicle settings, and TPMS™, which constantly monitors the air pressure and tempera-
ture to improve work efficiency and ensure the safety of the operator of construction and

port-use vehicles, as a tire management solution using DX.

Going forward, we will continue to expand the service areas for “Interfit” and promote the
development of new tire management solutions utilizing DX, aiming to provide even higher

quality services.

*1 ATMS: Adaptive Tire Management System
*2 TPMS: Tire Pressure Management System

h
At Tira MomiSarment System

L.

[
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ATMS: Real-time tire data for ultimate tractor
performance

TPMS: Digital tool for construction/port
vehicles
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Results of Activities in Fiscal 2024

Chinese tire makers are expanding their production of truck and
bus tires more than that of consumer tires, with Chinese emerg-
ing tire makers accounting for almost half of global production,
half of which is exported.

Despite the challenging market environment, we have ex-
panded sales not only in our two main markets, Japan and
North America, but also in Europe. In terms of sales volume
growth rate, Europe achieved 142% year-on-year by expanding
new sales channels in high-demand areas such as Germany,
the UK, and Eastern Europe; North America reached 112% due
to stable supply from the Mississippi Plant; and Japan achieved
104% through proactive sales activities, especially for snow
tires. However, due to intense price competition, profits

TBR Business Metrics, Results, and Targets

Metrics (KPls)

Utilization of tire management/maintenance services (T.M.S) using DX

Progress of YX2026 Commercial Tire/TBR Business

In the truck and bus tire (TBR) market, where emerging Chinese tire makers are expanding their share, we aim
to increase our market share in Europe, North America, and Japan while reducing costs.

decreased compared to the previous year.

The truck and bus tire management/maintenance service
“T.M.S” (Tire Management System), which utilizes DX, has been
steadily increasing its adoption thanks to its recognized conve-
nience and effectiveness. The cumulative number of registered
vehicles set as a KPI has reached 49,019, and the number of tires
inspected has reached 328,823, continuing to grow toward the
FY2026 targets of 50,000 vehicles and 450,000 inspected tires.

Sales Volume in the Three Major Regions compared to 2023
1429 112% 1042

RESVIS]

Targets
FY2023

FY2022

FY2024

FY2026:

Number of vehicles registered in T.M.S (cumulative)

35,936 41,711 49,019 50,000

Number of tires inspected

330,605 361,239 328,823 450,000 tires per year

Priority Measures in Fiscal 2025

# Expanding Our Global Market Share

As emerging tire makers in China expand production and supply
to the markets, Western governments are implementing protec-
tive policies such as anti-dumping taxes and countervailing
duties. Our group will aim for profitable growth by strengthening
sales in countries and regions where these measures are
supporting the maintenance of appropriate pricing through
these initiatives.

In response to concerns about US government tariffs, we are
reallocating production at our plants in Japan and Thailand to
transfer non-tariffed products to Thailand, aiming to reduce
costs and expand market share in Europe, North America, and
Japan. The quantitative targets have been established in
YX2026, and we are aiming for sales revenue of ¥131.9 billion,
business profit of ¥14.8 billion, and business profit margin of
11.2% in fiscal 2026.

TBR Business YX2026 Targets

(Internal management accounting target figures)

Sales revenue MM Business profit

(Unit: billions of yen)

140
s 1086 113.8
70
35
0 a1 2.6 — ||
2023 2024 2025 2026 (FY)

THE YOKOHAMA RUBBER CO., LTD.

# Al Opens a New Era of Tire Inspection:

Innovation in Acoustic Tire Pressure Inspection

(Hammer striking Method)

T.M.S uses information from tire inspections and sensors
attached to tires in its cloud database to centrally manage and
analyze them. In this way, we propose optimal, safe, efficient,
and economical tire operation methods tailored to the condition
of our customers’ tires. In addition to conventional analog
methods, we are actively supporting data acquisition from digital
devices to further enhance convenience.

Currently, we are working on new initiatives to revolutionize
conventional tire inspection practices. For routine air pressure
inspections of truck and bus tires, striking sound test with a
hammer is mainstream, but even experienced drivers find it
difficult to make accurate judgments, which has been a chal-
lenge. To address this issue, together with METRIKA Inc., which
is responsible for data science and Al algorithm development,
we have developed an Al algorithm that predicts air pressure
from the sound of tire striking by hammer. In a demonstration
experiment conducted with the cooperation of Enshu Railway
Co., Ltd., it was confirmed that anyone can accurately and
visually grasp air pressure values and the need for inflation
simply by recording the sound of tire striking with a dedicated
smartphone app. If this technology is put into practical use, it
will eliminate the need for dedicated equipment and advanced
skills, resulting in significant labor savings and improved opera-
tional efficiency. By utilizing Al, the accuracy of striking test for
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tire air pressure, which previously relied on driver experience, will
be dramatically improved. This technology will greatly contribute
to solving urgent issues in the logistics industry, such as ensur-
ing safe operation, reducing costs, and improving fuel efficiency
through proper air pressure management.

We will continue to work on improving the accuracy of the Al
algorithm and enhancing application usability through demon-

technology with “T.M.S” to provide more comprehensive and
high value-added tire operation solutions. To date, we have
conducted demonstration test of new ICT technologies in
collaboration with car sharing operators, taxi operators, and bus
operators. Moving forward, we aim to further expand our
solution services to solve customers’ problems by combining
“T.M.S” and the latest digital technologies.

stration experiments. We are also planning to integrate this

TM.S
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Participation in Public Road Demonstration of
Level 4 Autonomous Truck Line-haul Transport

We are participating in a public road demonstration of level 4 autonomous truck line-haul transport conducted by T2 Inc., which
develops autonomous trucks, and are verifying the required performance for tires used on autonomous trucks. By verifying tires
optimized for autonomous trucks, we aim to realize a safer and more efficient autonomous driving society.

The demonstration period will be from November 2024 to March 2026, and will be conducted on certain sections of express-
ways between the Kanto and Kansai regions. In level 4 autonomous truck line-haul transport services, it becomes possible for
the autonomous driving system to fully substitute for all driving opera-
tions within limited areas that meet specific driving environment condi-
tions. This is expected to help solve the shortage of truck drivers in
Japan’s logistics industry, improve logistics efficiency through high-
frequency, high-turnover transport, and improve fuel efficiency from
stable driving, thereby realizing logistics that are both socially and
environmentally friendly.

T2 began commercial operation of level 2 autonomous truck line-
haul transport in July 2025 and aims to realize level 4 autonomous
truck line-haul transport business in 2027. We will continue to address
changes in mobility demand and social issues by accelerating the
development of technologies and products for electric vehicles and
autonomous vehicles.

T2's autonomous truck (photographed at Yokohama Rubber Headquarters and
Hiratsuka Plant)
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Results of Activities in Fiscal 2024

The MB business has steadily implemented structural reforms
and profit improvement measures, resulting in a significant
improvement in business profit. Revenue increased by 3.3%
year-on-year to ¥105.2 billion, and business profit reached a
record high of ¥8.6 billion, up 19.9% year-on-year.

We positioned the hose and couplings business as a “growth
driver” and restructured the value chain and reformed the
production structure in North America. Although sales revenue
from the hose and couplings business as a whole fell below the
previous fiscal year due to sluggish demand from construction
equipment makers and automakers in North America, we
worked to expand sales of hydraulic hose replacement parts,
mainly in Asia.

In the industrial products business, we established a solid
position in the conveyor belt market in Japan, while promoting
internal reforms to stabilize the high-profit structure for marine
hoses. We posses a world-leading technology in conveyor belts,
and have continued to develop and provide a variety of prod-
ucts over the years that meet diverse needs in Japan and
overseas. As part of our efforts to strengthen our industrial
products business, we are increasing conveyor belt production
capacity at our Hiratsuka Factory by approximately 1.3 times.
We are also adding production lines for a variety of canvas belts
featuring characteristics such as abrasion resistance, heat
resistance, oil resistance, flame resistance, heat resistance, and
power-saving performance to build a supply structure that can

Priority Measures in Fiscal 2025

The hose couplings business will close its automotive hose
assembly plant in Kentucky, USA, and consolidate operations
into two assembly plants in North America to enhance cost
competitiveness.

In January 2025, we launched the new high-pressure hose

Progress of YX2026 - Multiple Business (MB)

We will focus our resources on the Hose and Couplings business and the Industrial Products business, which
are two of our strong business areas, and promote a strategy to drive the growth of the Multiple Business
(MB). We will build a comprehensive portfolio by positioning the Hose and Couplings business as a growth
driver and the Industrial Products business as a stable earnings base.

meet the user needs in a timely manner. As a result of increased
production investment and productivity improvements to
strengthen supply capacity supporting this sales expansion,
sales revenue significantly exceeded the previous fiscal year.

Main Profit Improvement Measures

Focusing resources to strengthen and expand business

Hose and couplings Industrial products

Growth driver Increased profitability

M Conveyor Belts
Completed Investment for
Increased Production and Top
Domestic Market Share

M Marine Hoses & Fenders
Establishment of High-Profit
Structure and Productivity
Improvement Activities

M Hydraulic Hoses
Value Chain Restructuring
M Automotive Hoses
Production Structure Reform

MB Business Business Profit Trends

(Billions of yen)
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“REVEX C (CWP)” in Japan as part of the “REVEX” series, which
is widely used in construction and civil engineering machinery,
machine tools, and industrial machinery. This new lineup pursues
flexibility and compactness, adding ease of handling to conven-
tional products. Even in couplings where space is tight and

Establishment of Sensing Technology for Conveyor Belts

We have established sensing technology that enables real-time remote monitoring of operating conveyor belts and detection of
abnormalities. Going forward, we aim to build a comprehensive solution service that proposes optimal operation management
of conveyor belts based on detected data, with the goal of launching the service in 2027.

The sensing technology established this time has been verified through field demonstration tests on actual operating products
from February 2022 to December 2024. Our proprietary RFID* tag, which can detect minute changes inside the conveyor belt
that cannot be identified through regular inspections, is embedded and transmits various numerical data such as wear, damage,
and temperature changes to our development department via the Internet.

In the comprehensive solution service, we are developing, sharing this data via a cloud network will enable users to quickly
detect abnormalities and support the prediction of damage and fire risks. Our specialized staff will analyze the data detected by
the sensing technology and propose optimal operation management. This service is also expected to contribute to longer
product life, reduction of CO, emissions during manufacturing, and reduction of raw materials.

* RFID (Radio Frequency Identification): An automatic identification technology that uses radio waves to read and write information contactlessly

THE YOKOHAMA RUBBER CO., LTD.
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bending is required, such as internal couplings where handling
high-pressure hoses was previously difficult, smooth work is now
possible. We plan to expand the available sizes in the future.

In April 2025, we launched a new product, the “FLAME
GUARD ECO,” a flame-retardant conveyor belt with high energy-
saving performance. Our company offers the “FLAME GUARD”
series, which features self-extinguishing properties due to
specially formulated rubber, and includes conveyor belts with
flame resistance, super abrasion resistance, heavy oil resistance,
medium-temperature heat resistance, and high-temperature
heat resistance. Furthermore, by adding “FLAME GUARD ECO,”

and joy of golf.

Results of Activities in Fiscal 2024

In the domestic market, although there was a slight decrease
compared to the previous year due to the golf boom during the
COVID-19 pandemic peaking out and not fully recovering,
PRGR achieved increased sales and profits year-on-year thanks
to strong sales of the new “RS X Series” and the launch of the
new “04IRON” in the IRON series, resulting in strong overall
sales of the IRON series.

In the Korean market, recovery lagged behind Japan, result-
ing in a significant contraction compared to the previous year.
PRGR launched the new “SUPER egg Series” to strengthen its
position and expand its share in the premium market, but was
unable to surpass the previous year.

Priority Measures in Fiscal 2025

Although the Japanese and Korean markets are unstable,
PRGR will manage the total number of coefficients of repulsion,
which is a unigue technology, as well as further differentiate
ourselves from other companies by integrating the development
of new technologies and promoting growth in sales and profits.

In the domestic market, we will continue to expand our
market share by launching new products such as the “CRYS-
TAL egg Series,” developed in co-creation with female golfers
for easy distance, the “RS SPEED Series,” which further in-
creases distance for average golfers through lightweight design,
and the renewal model “New 03IRON” of the hit product
“OBIRON.”

In the South Korean market, in addition to the SUPER egg
Series that is performing favorably, we launched sales of the
new LS Series, a model specifically for the Korean market, to
strengthen our position in the premium market and expand our
market share. In addition, we will reduce inventories generated

which utilizes the technology cultivated with our world-class
energy-saving conveyor belt “ECOTEX,” we have created

an even stronger product
FLAME GUARD ECO

lineup.
We will continue to provide Resistance LOW Belt Travel
X Direction
excellent products and aim for '

a business profit margin of
around 10% in fiscal 2026,
further enhancing the presence
of the MB business.

Roller

Progress of YX2026 - Other Business (PRGR Business)

Using a variety of innovative technologies, we are developing products that allow people to experience the fun

On the other hand, sales and profits for the overall PRGR
business increased due to the compact distance measuring
device “RED EYES POCKET Series” achieving strong sales in
overseas markets.

At our directly managed stores in Japan, we introduced the
new measurement system “RED EYES IMPACT,” which en-
hances swing and impact analysis technology, thereby improv-
ing lesson and club fitting services. Additionally, by feeding back
analysis results into new product development, we have estab-
lished a system for developing products that better reflect
customer needs.

by the golf bubble and continue our activities to stimulate and
promote demand for new products.

For the compact distance measuring device “RED EYES
POCKET Series,” which continues to sell well mainly in overseas
markets, we will further enhance its functions and strengthen
sales, increasing touchpoints with golfers outside of golf clubs
and thereby promoting the overall strengthening of the PRGR
business.

RS SPEED Series
Further increase distance
with lightweight design
For average golfers

SUPER egg Series

For average golfers who want
to focus on maximizing their
driving distance
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Products and Services  Provision of Products and Services that
Contribute to a Sustainable Society

The Yokohama Rubber Group aims to realize a sustainable society by contribuintg to the development of a safe and comfortable
mobility society, economy, and society by providing high-quality, high-performance products through proprietary technologies and

innovative services utilizing DX.

Metrics (KPIs) What we aim to do

Number of products with E+ mark (for tires specifically
suited for electric vehicles)

Achieve a safe and comfortable mobility society through
improved quality and performance based on proprietary
technologies

Number of tire sizes that conform to Very High Flexion (VF)
and Pressure Field Operation (PFO) standards”

Contribute to economic and social development by providing
high value-added off-highway tires

Utilization of tire management/maintenance services (T.M.S)
using DX

» Number of vehicles registered

* Number of tires inspected

Improved customer convenience and efficiency through
DX-based services

*1 Standard for tires that can run at low pressure to minimize the impact on the roots of crops

Basic Approach

The Yokohama Rubber Group aims to provide safe and high-quality products and services based on the Yokohama Rubber
Group Action Guidelines. We are constantly challenging the forefront of technology in the development of products that support
mobility and industry, such as tires and industrial products, striving to improve quality and performance, and working to create
new value by pursuing greater convenience and efficiency for customers through DX-based services.

Initiatives to Increase the Number of Tire Products Suited for Electric Vehicles

Our group is working to increase the number of tires for electric
vehicles*? in response to the trend toward carbon neutrality and
the expansion of EV adoption. As of December 2024, there are
five E+ mark (electric vehicles compatible) tire products, with a
goal to increase this to ten products by fiscal 2026.

The E+ mark is given to tires equipped with technologies that
meet the unique needs of EVs, such as high load capacity due
to the installed batteries, high torque output, quietness, im-
proved electricity efficiency, and extended driving range. To
respond to the expansion of the premium EV market, we have
developed the EV-exclusive ultra-high-performance summer tire
“ADVAN Sport EV,” and have also added the E+ mark to
premium comfort tires such as “ADVAN dB V553.” We have
also introduced the E+ mark for truck and bus tires, further

strengthening our support for electric vehicles. We will continue
to strengthen research and development and original equip-
ment, contributing to the realization of a decarbonized society.

*2 Electric vehicles include BEV (battery electric vehicles), EV (electric vehicles), PHEV
(plug-in hybrid vehicles), HEV (hybrid vehicles), and FCEV (fuel cell electric vehicles)

E+ mark engraving

Initiatives to Increase the Number of High Value-Added Off-Highway Tire Sizes

In the off-highway tire sector, we have set the increase in the
number of tire sizes compliant with VF and PFO standards as a
KPI, aiming to realize our vision of “contributing to economic
and social development through the provision of high value-add-
ed off-highway tires.” As of December 2024, the total number of
compliant sizes is 272, with a target of 384 sizes by fiscal 2026.

VF standard-compliant tires (hereafter VF tires) can support
the same load as conventional radial tires at 40% lower air
pressure. Low-pressure operation reduces pressure on the soil
and suppresses damage caused by soil compaction. Research
has reported that soil compaction can impede the flow of air
and water and hinder crop root growth, leading to reduced

THE YOKOHAMA RUBBER CO., LTD.

Agricultural machinery equipped with PFO standard-compliant tires
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yields. Introducing VF tires reduces soil compression, promotes
crop growth, improves productivity, and leads to better work
efficiency and fuel economy.

In addition, we are also expanding our lineup of tires that
comply with PFO standards (hereafter PFO tires) that enhance
the load carrying capacity of VF tires during low-speed opera-
tion. Tires equipped with PFO technology allow for even lower
tire pressures than VF tires, further reducing soil compression.
Minimizing the impact on soil enables the use of large agricultur-
al machinery and leads to improved work efficiency.

There are only a few makers in the world capable of supplying
both VF tires and PFO tires. We have an extensive lineup of tires
that meet a wide range of needs. By providing high-quality tires
trusted by users and comprehensive after-sales services, we will
support improving the productivity of farmers, reducing the

environmental impact, and contribute to the stable supply of
foods, and aim to achieve a sustainable society.
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TM1000 PFO Standard-Compliant Tire

Expansion and Deployment of DX Solutions — Optimization of Tire Management -

To achieve our vision of “Improve customer convenience and
efficiency through DX-based services,” we are strengthening the
deployment of “T.M.S” (Tire Management System).

“T.M.S” is a service for transportation operators that centrally
manages data such as internal tire pressure, temperature, and
tire wear status in the cloud. This data is collected from tire
inspections and sensors installed on tires. By connecting
tire-related data via the Internet, our “tire professionals” can
quickly provide wear predictions and propose optimal products
and operation plans, thereby helping to solve challenges in the
transportation business.

In addition, “T.M.S” is a highly redundant system. It can
incorporate and utilize data from the latest technologies such as
“sensors with new functions” and “Al-based inspection sys-
tems” that are expected to be implemented in the market in the
future.

Since the service launch in 2003, “T.M.S” has expanded its
offerings with a focus on “solving customer issues,” and as of

Looking Ahead

We see CASE®, a new wave of technological innovation in the
automotive industry, and the spread of MaaS™, which is leading
to a decrease in private car ownership, as business opportuni-
ties arising from changing customer needs. We will accelerate
technological innovation to capitalize on these opportunities. We
will also thoroughly pursue the development of high-quality, safe
products and the provision of services tailored to customer
needs.

We will continue to take on the challenge of creating new

December 2024, the results are 49,019 registered vehicles and

328,823 tires inspected per year. We aim to expand the use of

T.M.S, targeting a cumulative total of 50,000 registered vehicles
and 450,000 tires inspected per year by fiscal 2026.

Tire inspection using “T.M.S”

value in order to realize our vision of “Achieve a safe and com-
fortable mobility society through improved quality and perfor-
mance based on proprietary technologies,” “Contribute to
economic and social development by providing high value-
added off-highway tires,” and “Improve customer convenience
and efficiency through DX-based services.”

*3 CASE: A coined term from the initials of Connected, Autonomous, Shared & Services, and
Electric.

*4 MaaS: Abbreviation for Mobility as a Service. A new concept that integrates various types of
mobility services into one and provides them to users.
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