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Expanding Tire Production Capacity
Expanding Our Global Tire Production Capacity to
86 Million Tires a Year by 2017

Yuji Goto
Director and Senior Managing Corporate Officer,
Chief Tire Production Officer, Head of Tire Production Div., Head of Hiratsuka Factory

C

ontinuing efforts to expand our tire production
capacity have been an unwavering emphasis under
our Grand Design 100 medium-term management
plan. When we adopted that plan in 2006, authoritative
projections called for average annual growth of 100
million tires in global demand. And we were and are
determined to serve the growth in demand—especially
the surging growth in the world’s emerging economies.
We are allocating an unprecedented ¥140 billion
to investment in expanded production capacity in Phase
III of Grand Design 100—2012 to 2014. In 2012 and
2013, we expanded capacity at our plants in the Philippines,
Russia, and Thailand and built new plants in China and
India. And we are on track to achieve our annual capacity
to 67,640,000 tires by the end of Phase III. That will
be a three-year increase of 8,250,000 tires—1,250,000
more than our original plan.

We are also undertaking investment aimed at
increasing our production capacity further in Phase IV
of Grand Design 100—2015 to 2017. That will include
additional expansion at our Philippine and Russian plants
and the construction of a new plant in the United States.
Those projects will increase our global production
capacity to 86 million tires a year by 2017.
Our basic policy in Grand Design 100 calls for
delivering the best products at competitive prices and
on time. Locating production capacity in principal
markets will enable us to optimize our product development
for local needs, strengthen our cost competitiveness,
and minimize delivery lead times.
A strong manufacturing presence in each principal
market will thus fortify our marketing, as well as
bolstering our supply capabilities. That was evident in
the outpouring of customer delight that accompanied
the announcements of our plant construction projects
in Mississippi and Russia. And those projects have
occasioned new and expanded supply contracts with
customers in the United States and in Russia.
We will continue working to translate expanded
production capacity into growth in sales and market
share. That will include exploring possibilities in
South America and in Europe, where we do not yet
have a manufacturing presence.
Measures Under Way to Expand Tire Production Capacity
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Passenger Car Tires

Expansion of Philippine production capacity to 17 million tires a year
First-phase expansion work at our passenger car tire
plant in the Philippines got under way in 2011, and
the new capacity went on line in January 2014. That
has increased the plant’s annual production capacity
to 10 million tires, from 7 million. A second phase of
expansion work, which began in 2013, will add
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annual capacity for 2.5 million tires. That new
capacity will begin to go on line in autumn 2014 and
will reach full operation in 2015. Additional
expansion will increase the Philippine plant’s annual
production capacity to 17 million tires.

Expansion of Russian production capacity to 1.6 million tires a year
The expansion work under way at our Russian plant
will increase the annual production capacity there to
1.6 million tires, from 1.4 million, and the expanded
capacity will go into full operation in autumn 2014.

Our sales volume in Russia has reached three million
tires a year, and we will expand our local production
further to support our growth market presence.

Construction of a plant in India
Indian demand for tires is growing rapidly amid
population and economic expansion. With an eye to
increasing our market presence in India, we are
building a passenger car tire plant there. We are

building the plant in the state of Haryana, which is
adjacent to the National Capital Territory of Delhi.
It will begin operation in July 2014 and will have an
initial production capacity of 400,000 tires a year.

Construction of a plant in Suzhou, China
Our new passenger car tire plant in Suzhou, China,
will begin operation in 2014. It is adjacent to our
Suzhou plant that produces truck and bus tires. The
passenger car tire plant has an initial production
capacity of one million tires a year, and we plan to

increase that capacity to six million tires a year by the
end of 2017. Our production there centers on
fuel-efficient BluEarth tires for China’s replacement
market, and we also plan to supply tires from the
plant to automakers in China.

Truck and bus tires

Construction of a plant in Mississippi
We are building a plant in Mississippi that will begin
producing truck and bus tires in October 2015. Our
Outlook for continued expansion in the US
tire market
The United States is a crucially important market
for truck and bus tires, and the US market is
poised for continuing growth amid economic
expansion. We serve that market with products
that feature superior technology, and the made-inUSA tires from our Mississippi plant will enable
us to assert that technological edge more broadly.
Growth in truck and bus tires driven by a
reputation for dependable performance
Decades of conscientious marketing have built a
strong reputation for the Yokohama name in the

plans call for output at the plant to reach one million
tires a year in 2018.
US market for truck and bus tires. Multiple
retreadings are fundamental to successful tire
programs for fleets in the United States, and
superior retreadability is a big part of the appeal
of our tires there. We posted strong growth in
sales and market share in the US market for
truck and bus tires in
2013, and our new
plant in Mississippi
will support further
gains in US
business.

A foothold in large mines with large off-the-road radial tires
We secured a foothold in the large-mine
sector in 2013 with the launch of 49-inch
radial tires. Those tires are for rigid dump
trucks employed in large mines and in
large-scale civil engineering projects.
The massive dump trucks that operate in
large mines require tires of superior load
efficiency, and only a handful of tire
manufacturers make radial tires of 49-inch

size and larger for those trucks. Entering that
product sector is therefore an opportunity to
showcase our strengths in tire technology.
And we will promote our large radial tires
vigorously in natural resource–producing
nations. We are developing 51-inch radial
tires, which will help expand our market share
in the large-mine sector.
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Aiming for 50:50 Balance between Japanese and
Overseas Sales in the Multiple Business Group
Strengthening our marketing in each region through
a local, native, direct approach

Takao Oishi
Director and Senior Managing Corporate Officer,
President of Multiple Business

T

he Multiple Business Group has an important role
to play in achieving the culminating sales target of
¥1 trillion in our company’s Grand Design 100
medium-term management plan. Our group presently
generates about 20% of net sales. In maintaining at
least that percentage contribution, we therefore need
to increase our sales to ¥200 billion. Accomplishing
that increase will depend on achieving especially
strong growth in overseas markets.
We have adopted the target of increasing the
overseas percentage of our sales to 50% by 2017.
Yokohama is a global leader in such product sectors

as pneumatic marine fenders, marine hoses,
high-pressure hoses, conveyor belts, and sealants and
adhesives. Measures for strengthening our overseas
business in those product sectors have included
establishing a sales company in Singapore in May
2013. That is the Multiple Business Group’s third
overseas sales subsidiary, joining counterparts in
Germany and in China.
Expanding our global production network is
another way that we are strengthening our overseas
business in the Multiple Business Group. In
impending additions to that network, we will open a
Chinese plant for high-pressure hoses in 2014 and are
preparing to build our first overseas plant for
pneumatic marine fenders and marine hoses in
Indonesia. We are stepping up our efforts in R&D,
meanwhile, to adapt our products responsively to
needs in each region.
I regard localization as a key to strengthening
our overseas business, and I am therefore emphasizing
an approach that I call “local, native, direct.” That
means promoting local managers to positions of
responsibility, conducting our business in the local
language, and working directly with our customers in
each region. Japanese expatriates still run most of our
overseas operations, but we will transfer a growing
range of responsibilities to local managers and
employees in such functions as sales and technical
support. That will help us respond more effectively to
customer expectations and will thereby contribute
toward achieving our goal of generating 50% of sales
in overseas markets.

Overseas business as a percentage of sales in the Multiple Business Group
Business outside Japan accounts for a growing
proportion of sales in the Multiple Business Group.
That proportion, just 23% in fiscal 2007 (April 2006
to March 2007), had grown to 40% in fiscal 2013
(January to December 2013). Our plans call for
increasing that proportion to 50% by 2017, and we
are tackling diverse measures to achieve that target.

23%

FY 2007
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40%

FY 2013

Measures under way to promote growth in overseas business
The establishment of a regional sales company in Singapore
We established Yokohama Industrial Products
Asia-Pacific Pte. Ltd. in Singapore in May 2013. That
company spearheads our marketing of pneumatic
marine fenders, marine hoses, replacement
high-pressure hoses, and conveyor belts in Southeast
Asia, Australia, and India, where we anticipate
continuing growth in demand. Yokohama Industrial
Products Asia-Pacific gives us a platform for
delivering products in a more timely manner and for
upgrading our after-sales support. Our people there
are working to identify customer needs in each
market and to provide feedback that will help our
R&D team optimize products for those needs. We aim
to double annual sales at Yokohama Industrial
Products Asia-Pacific by 2017.
Growth Stratagems for Core Products
• High-pressure hoses
We produce high-pressure hoses, primarily for
automobiles and construction equipment, at plants in
the United States, Thailand, China, and Taiwan.
Those plants have traditionally supplied hoses mainly
to Japanese-owned manufacturing operations, but we
are working to broaden our marketing scope by
cultivating business in replacement hoses. That
includes developing business relationships with
companies that produce hose assemblies. It also
includes working in R&D to adapt our products
responsively to customer needs.
• Marine products
Pneumatic marine fenders and marine hoses are a central
emphasis in our measures for increasing overseas sales
in the Multiple Business Group. We are the world’s
largest supplier of pneumatic marine fenders and the
second-largest supplier of marine hoses. In 2013, we
posted record sales of marine hoses as rising prices for
crude oil drove demand upward.
Demand is poised to continue growing in the
marine products sectors that we serve, and we are
therefore preparing to build a plant to produce
pneumatic marine fenders and marine hoses on the
Indonesian island of Batam. Our plans call for that
plant to begin operation in the second half of 2015.
We will use our expanded production capacity to
strengthen our market presence in Asian nations and
in the Middle East.
• Conveyor belts
Surging activity in natural resources development
around the world is spawning demand for conveyor
belts, and suppliers of conveyor belts are competing

aggressively for business. Demand for conveyor belts
is especially large in China and in the United States,
and we serve that demand through local production and
sales companies. In China, we established Shandong
Yokohama Rubber Industrial Products Co., Ltd., as a
joint venture with a local partner in 2006 to produce
and market conveyor belts. That company has become a
strategic pillar of our business in conveyor belts, generating
one-half of our overseas sales in this product sector.
In the United States, we established a conveyor
belt division in 2010 at our hose-manufacturing subsidiary
Yokohama Industries Americas Inc. (formerly YH America,
Inc.). Production and sales through that division have
reinforced our foothold in the North American market.
Our extensive line of conveyor belts features
high-value-added products that offer superior durability
and energy efficiency. Also characterizing our products
in this sector is our responsiveness in adapting
specifications to local needs. Building on those strengths,
we will strive to expand our market presence in large
mineral-producing nations, such as Australia, Indonesia,
and South American nations.
• Sealants and adhesives
We produce automotive sealants in the United States,
Thailand, and China, as well as Japan, and supply
them to automakers and to manufacturers of
automotive components. In response to growing
demand, we expanded our US production capacity
for automotive sealants in 2013 and are considering
expansion at our Thai and Chinese plants in 2014 to
respond to growing vehicle production in Southeast
Asia and elsewhere in Asia.
Coatings for mobile phones and for photovoltaic
panels are a growth sector for us in sealants and
adhesives, and we are developing new products to
appeal to our broadening global clientele in this product
category. We have marketed our mobile phone and
solar cell coatings in China and the Republic of Korea
since 2012, and those nations, along with Taiwan, are
the focus of our efforts to increase overseas sales in
coating products.
• Aircraft fixtures and components
Demand for commercial airliners continues to grow,
fueled by the emergence of low-cost carriers around
the world. That trend occasioned growth in orders for
our lavatory modules for installation in new aircraft.
We also posted growth in sales of replacement modules
as airlines refitted in-service aircraft to enhance their
appeal to passengers. Winning increased business in
replacement modules is an emphasis in our growth
strategy in aircraft fixtures and components.
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