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Note:  Percentage of overall results has been calculated using denominator figures that have not been adjusted for internal transactions among divisions or for items related to headquarters. 
In the calculation of ROA, operating income for the numerator and average total assets (before adjustments) for the denominator have been used.

Breakdown by Region

Percentage of Overall Results

Percentage of Overall Results

Principal Companies
Japan
Tsubakimoto Chain Co./
Tsubaki Emerson Co.
North America
U.S. Tsubaki, Inc.
Europe
Tsubakimoto Europe B.V.
Asia and Oceania
Taiwan Tsubakimoto Co./
Tsubakimoto Automotive 
 (Shanghai) Co., Ltd./
Tsubakimoto Automotive 
 (Thailand) Co., Ltd.

Materials Handling Systems SegmentPower Transmission Products Segment

Three-Year Performance

Japan North America  Europe Asia and Oceania 

Business Segments

Segment Overview Tsubaki Group’s Operations, Lineups, and Locations
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Power Transmission Units and Components Operations

Standing and Features
We are growing sales by leveraging our mainstay reducers to aggres-

sively enter target markets, and utilizing our competitive advantages 

in domestic niche markets for electro-mechanical cylinders, locking 

devices, and other products. We aim to be a globally leading company 

of cam clutches. Differentiated by ability to draw on diverse product 

lineups to provide one-stop Motion & Control solutions. 

Main Lineups
Reducers/Variable speed drives

Linear actuators

Locking devices

Shaft couplings

Cam clutches 

Overload protectors

Sprockets

Materials Handling Systems Operations

Standing and Features
Boasts long track record in delivery of automotive body paint shop 

conveyor systems, conveyance systems for newspaper industry, sort-

ing systems, and bulk conveyance systems. While focusing management 

resources on mainstay lineups, markets new products for drug develop-

ment and other emerging fields. Strength lies in ability to customize 

systems and realize technology solutions-based marketing.

Main Lineups
Sorting and conveyance systems

Storage and picking systems

Bulk conveyance systems

Scrap metal conveyance and coolant processing equipment

Chain Operations

Standing and Features
An industry leader, accounting for 67% of the domestic market for 

industrial-use steel chains and 24% of the world market. Also, real-

izes advantages in plastic chains, cableveyors, and other products.  

Differentiated in world market by technological superiority based on 

quality and development of high-value-added products.

Main Lineups
Drive chains

Small pitch conveyor chains

Large pitch conveyor chains

Plastic chains

Cable and hose protection and guidance products

Automotive Parts Operations

Standing and Features
We hold an overwhelmingly dominant share of the domestic market for 

automotive engine timing chains. Tensioners are also leveraging supe-

riority. Differentiated by quality—durability and low-noise—adaptability 

of systems, and five-point global production and supply system.

Main Lineups
Timing chain drive systems (roller chains/silent chains, tensioners, 

levers, guides, sprockets)

Power drive chains

Power Transmission  
Products Segment

Materials Handling 
Systems Segment

Features and Main Lineups in Each Business Segment

Power Transmission  
Products Segment

Power Transmission  
Products Segment
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FY2004 FY2005 FY2006 FY2007 FY2008

Statistics Relating to Operating Environment

I. Capital investment-related statistics in Japan*1 (Billions of yen)

Machinery orders*2 ¥11,108 ¥11,829 ¥12,490 ¥  12,741 ¥12,364

Capital investment*3 39,399 42,603 46,958 54,154 51,600

II. Automotive industry-related statistics*4 (Thousands of cars, share figures excluded)

Japan

  Number of cars produced 10,286 10,511 10,799 11,484 11,596

  Number of cars sold*5 5,890 5,821 5,862 5,619 5,320

United States

  Number of cars sold*5 16,639 16,867 16,945 16,505 16,091

  Japan’s automakers 4,715 5,053 5,377 5,660 5,853

  Their shares 28.3% 30.0% 31.7% 34.3% 36.4%

Europe

  Number of cars sold*6 14,181 14,427 14,529 14,662 14,729

  Japan’s automakers 1,803 1,838 1,888 1,963 2,007

  Their shares 12.7% 12.7% 13.0% 13.4% 13.6%

Tsubaki Group Data

I. Net sales by segment and operations (Millions of yen)

Power Transmission Products segment total*7 ¥91,452 ¥99,787 ¥113,656 ¥124,550 ¥135,225

Chain operations*8 36,000 39,300 44,400 48,600 49,800

Automotive Parts operations*8 31,700 34,600 39,600 44,500 53,600

Power Transmission Units and Components operations*8 20,300 22,200 25,000 26,900 27,900

Materials Handling Systems segment total*7 28,549 30,674 35,484 32,318 33,097

II. Operating income by segment*7 (Millions of yen)

Power Transmission Products segment total 8,629 11,263 14,889 17,367 19,429

Materials Handling Systems segment total 1,881 1,800 2,106 1,889 3,950

III. Operating income margin by segment*7

Power Transmission Products segment total 9.4% 11.3% 13.1% 13.9% 14.4%

Materials Handling Systems segment total 6.6% 5.9% 5.9% 5.8% 11.9%

1. All quarterly results are seasonally adjusted. 
2. Source: Cabinet Office; private-sector demand excluding electric power companies and orders for ships
3. Source: Ministry of Finance; all industries excluding software
4. Source: Daiwa Institute of Research Ltd. 

Generally speaking, we faced a challenging operating environment in fiscal 2008. Capital investment in all major industrialized 

nations began to slow down from the second half of the fiscal year. This trend was particularly noticeable in Japan, where the level 

fell below that of the previous year. Furthermore, automobile shipments in each of the major markets of Japan, the U.S., and 

Europe experienced year-on-year negative growth. Despite this tough operating environment, the Tsubaki Group grew consolidated 

net sales 7.4% year on year, substantially improved profitability, and increased its ordinary income margin to 10.8%. 

 In sales, centered on our globally leading products, such as steel chains and timing chain drive systems, we continued to 

develop new markets and customers. As a result, we increased our overseas sales ratio to 37.5%. This represents a rapid 9.3 

percentage point rise over the last seven years, a testimony to our ability to differentiate our products from our competitors in 

terms of both quality and technology.  

 Increased revenues in the Power Transmissions Products segment contributed to improvement in Group profitability, while the 

Materials Handling Systems segment improved its profit margin through initiatives to cut costs in both design and manufacturing.

Business Environment and Tsubaki Group Performance in Figures
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Overseas Sales by Region

North America Asia and Oceania

Europe Other

FY2007      1st Qtr 2nd Qtr  3rd Qtr  4th Qtr FY2008      1st Qtr 2nd Qtr  3rd Qtr  4th Qtr

¥  3,415 ¥  3,122 ¥  3,113 ¥  3,108 ¥ 3,058 ¥ 3,102 ¥ 3,121 ¥ 3,189

13,250 13,148 13,804 13,789 12,598 13,068 12,827 12,989

2,969 2,738 2,791 2,984 2,986 2,727 2,754 3,129

1,306 1,396 1,272 1,644 1,199 1,286 1,225 1,610

3,924 4,427 4,323 3,831 3,875 4,341 4,088 3,786

1,280 1,492 1,543 1,346 1,393 1,554 1,534 1,373

32.6% 33.7% 35.7% 35.1% 35.9% 35.8% 37.5% 36.3%

3,980 3,979 3,343 3,360 3,963 3,966 3,402 3,397

543 518 472 430 558 522 485 442

13.6% 13.0% 14.1% 12.8% 14.1% 13.2% 14.3% 13.0%

¥30,181 ¥29,716 ¥31,389 ¥33,264 ¥32,399 ¥32,984 ¥35,239 ¥34,603

– – – – – – – –

– – – – – – – –

– – – – – – – –

7,319 10,936 4,048 10,015 4,815 10,276 5,239 12,767

3,583 3,684 4,637 5,463 3,998 4,724 5,288 5,419

(346) 363 343 1,529 383 1,451 441 1,675

11.9% 12.4% 14.8% 16.4% 12.3% 14.3% 15.0% 15.7%

(4.7%) 3.3% 8.5% 15.3% 8.0% 14.1% 8.4% 13.1%

5. Passenger cars and compact trucks
6. Passenger cars
7. Consolidated business segment data before eliminations and corporate
8. Simple aggregates of global base figures for each operating division. The figures have not been subject to audit and are not official financial results. 
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Basic Segment Data

Our Competitive Advantages

1. Quality

The Tsubaki Group’s industrial-use steel chains captured a lead-

ing global market share of around 24% in fiscal 2008, and market 

share has continued increasing steadily. Our products’ over-

whelming competitiveness stems from their distinctive qualities, 

including durability (wear and fatigue resistance), silent opera-

tion, and lightness. For customers, durability is essential for 

productivity and safety, and our products are renowned for dura-

bility that greatly exceeds that of our competitors (see the graph 

below for a comparison of connecting link fatigue strengths).

2. Basic Technologies

These distinctive qualities are primarily underpinned by basic 

technologies for materials, heat-treatment, and other applica-

tions that the Company has developed, but also by our prowess 

in manufacturing technologies for multiple small-lot production. 

To establish these technological capabilities and the impressive 

record of accomplishment maintained by the Group, persistent 

investment in R&D and production facilities has been essential. 

In industries where most companies are small scale, the 

Group’s capacity for investment has been a source of its com-

petitive strength.

3. Product Lineup

Our extensive product lineup includes drive chains, small and 

large-sized conveyor chains, plastic chains, and cable and hose 

protection and guidance products. This rich lineup affords solutions-

based services tailored to client needs and has enhanced the 

Group’s competitive edge over its peers.

Growth Drivers

1.  Customer Buying Practices and Qualitative Changes in  

Investment Attitudes

The recent worldwide economic slowdown and deterioration in 

company capital spending and parts procurement have reduced 

capital investment and cut budgets for parts procurement in our 

business segment. Nonetheless, an increase in retail prices result-

ing from spiking raw material costs has lead to a shrinking price 

differential between Tsubaki chains and less expensive but infe-

rior chains, making our competitive advantages more apparent.

 The distinctive durability, noise resistance, and lightness of 

the Group’s products, as well as its strength in offering solutions-

based services, are particularly well-suited to the structural 

changes now facing clients. This has been one factor behind our 

rising market share.
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Trends in segment sales for the past three years 
and plans for the next three years

Our Commitment

  To raise our global market share from 24% to 28% by 

fiscal 2011 by utilizing our technological advantages 

and solutions capabilities to increase our customer base

Power Transmission Products Segment

Chain Operations

Operating Segments

A comparison of connecting link fatigue strengths 
(based on the results of tests conducted by the 
Tsubaki Group)

Tsubaki products
Domestic and 
international 

competitor products

100 45–23

Taking the fatigue strength of the Tsubaki Group 
roller chain as 100, competitor products values 
ranged from 23–45.

>

Tadashi Ichikawa
Chain Division  
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2. Promote Further Globalization

The Group maintains an overall share of 24% in the global industrial-

use chain market, but this varies significantly from region to 

region. While market share is nearly 70% in Japan and around 

30% in the U.S. and Canada, it has not yet reached 10% in 

Latin America, Europe, and China.

 The Group is recognized for the superior quality of its products 

in Japan and North America, and is utilizing this appeal in other 

regions to further increase its global market share.

3. Aggressively Focus on Growth Industries

Surging crude oil and raw material prices have had serious reper-

cussions for corporate sales and earnings. Factors such as the 

switch to bio-ethanol fuels have led to steep rises in grain prices 

and created problems for countries. On the other hand, these 

trends have created unprecedented shifts in the materials sec-

tors, such as mining and grain farming. We are aggressively 

focusing on these areas to realize the potential for broadening 

our client base. In these business segments, we have been 

steadily promoting strategies to take advantage of changing 

trends and our initiatives are starting to reap rewards.

Fiscal 2008 Results

Increased Revenues Despite a Deteriorating  

External Environment

Sales increased 2.5% year on year, to ¥49.8 billion. The worldwide 

economy slowed and adverse business conditions depressed 

corporate earnings. However, even as capital investment dropped 

in the second half of the fiscal year in major developed countries, 

the Group continued to increase market share, underscoring its 

confidence in maintaining sales growth.

 In Japan, by client industry segment, sales to railroads and 

other heavy industry customers were particularly strong. In addi-

tion, brisk exports to the machine tool industry also supported 

sales growth.

 By product, sales of chains for large conveyor systems in-

creased by double digits over the previous year. Meanwhile, sales 

of plastic chains surged nearly 60% after Yamakyu Chain Co., Ltd., 

was made into a consolidated subsidiary in April 2006.

Overseas Market Penetration and Broadening of  

Customer Sectors Reaps Major Rewards

Chain operations successfully developed new markets and ex-

panded client sectors after comparatively lagging behind in these 

endeavors. In Europe, we won major orders for reclaimed chains 

and sprockets. Products that incorporate these devices are ulti-

mately being used for iron ore conveyance systems in Australia, 

and the Tsubaki Group is receiving orders based on the acclaim 

for the technological capabilities of its distinctive products.

Business Targets and Strategies for Fiscal 2009 and Beyond

Target Ongoing Stable Sales Growth and 

Further Profit Margin Gains

The new STEP10 medium-term management plan targets sales 

growth of 5.8% annually for Chain operations. This represents a 

slowdown from average annual growth of 8.9% over the previous 

three years (fiscal 2006 to fiscal 2008) on concerns about a 

global economic slowdown, steeply rising raw material prices, and 

currency fluctuations. Nonetheless, the Group plans to maintain 

steady growth in Chain operations by increasing market share.

 STEP10 calls for an increase in the operating income margin 

of about 0.5% compared with fiscal 2008, as prices are increased 

and productivity continues improving, offsetting the negative 

 effects of high raw material costs.

 The Group is promoting the following strategies for Chain 

 operations to achieve its STEP10 sales and income goals.

1.  Seek Global Market Leadership in Large Conveyor  

Chain Systems

Sales and other performance by market, particularly in Latin 

America and Australia, and by client sector were discussed 

above. The Group will redouble its efforts to sell products to 

aluminum, steel, and other basic materials industries, mining-

related industries, and the sugar-refining and food industries.

2. Promote Growth in the Conveyor Equipment Business

The Group is focusing on marketing not only chains but also in-

tegrated product systems that utilize chains. Specifically, we plan 

to launch new products such as the Zip Chain Lifter that have 

tremendous growth potential. Moreover, we are actively develop-

ing gripper chains and other high-performance chains used in 

sheet film conveyors and other products.

3. Hone the Distinctive Features of Our Products

The G7 Roller Chain, which has twice the wear and lifespan of 

earlier models, was introduced in fiscal 2007 and is currently 

undergoing comparative testing with chains from competing 

manufacturers. These tests are being carried out at client work-

sites to highlight the quality advantages and appeal of the new 

model. Furthermore, the Group is beginning to develop new Brit-

ish Standard (BS) Roller Chains that have more than twice the 

wear-resistant qualities of existing models. We intend to intro-

duce and market these models from fiscal 2010.

1.  Market share figures noted in this section are all derived from Company analysis.
2.  Segment results figures are from managerial accounts and not from financial 

accounts.
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Basic Segment Data

Our Competitive Advantages

Timing chain drive systems are used to drive camshafts in automotive 

engines. They are a key component in automotive engines, and the 

Tsubaki Group holds a 37% global share in the sales of timing chains.

 The systems are composed of tensioners and other compo-

nents for absorbing expansion in timing chains and chains. One 

of the Group’s major strengths is its ability to furnish not only the 

chains themselves but also their many peripheral parts into inte-

grated systems for its clients. Our global market share of 37%, 

as noted, is for timing chain drive systems. Currently, Tsubaki 

brand automotive parts in one form or another are installed in 

around 50% of the automobiles manufactured worldwide.

 Market share for timing chain drive systems has increased 

steadily from 33% in fiscal 2006 to 34% in fiscal 2007 and 37% 

in fiscal 2008. Our market share has increased on the back of 

the shift in camshaft drive parts from belts to chains and the many 

competitive advantages of the Tsubaki brand, including durability 

and quietness. These advantages are recognized by automakers 

worldwide and have helped the Group expand its client base.

Growth Drivers

The slowdown in the global economy and flagging automobile 

sales are clearly creating some difficult conditions in our industry. 

However, the following points explain why we believe that the 

Group’s Automotive Parts operations can continue registering 

growth by swiftly and accurately responding to the structural 

changes now occurring in the automotive industry.

1. Shift from Belts to Chains in Camshaft Drives

Innovative new lightweight technologies for chains have been 

ushering in a global shift from belts with older kinds of camshaft 

drive to chains, which have superior durability and are more suit-

able for high-performance engines. Indeed, the portion of timing 

drive systems with chains instead of belts increased from about 

43% in fiscal 2001 to approximately 50% in fiscal 2007. We ex-

pect this trend to continue as engines assembled in Europe, 

China, and other countries where the switchover to chains has 

lagged, picks up momentum.

2. Globalization of Automakers

Globalization among automakers is accelerating not only in vehicle 

assembly but also in design, development, parts procurement, 

and other areas. These trends make it essential for parts makers 

to also develop international operations. As such, the Tsubaki 

Group’s global operating network, which comprises production 

bases in five key locations, is ideally suited for globalization.

Trends in segment sales for the past three years 
and plans for the next three years

Our Commitment

  To further expand the timing chain drive systems business, 

particularly with non-Japanese automakers, and set the 

stage for consistent growth through active investment to 

ensure stable supply and increased production

Power Transmission Products Segment

Automotive Parts Operations

Operating Segments 
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3.  Keener Awareness of Environmental Protection and  

Energy-Saving Needs

For automakers, initiatives for environmental protection and energy 

saving are essential for survival as crude oil prices continue rising 

rapidly. Japanese automakers, which are ahead of their peers in 

terms of responding to these needs, have been increasing their 

market share worldwide, while automakers in the U.S. and Europe 

are also stepping up their efforts to improve the performance of 

engines and components. These trends augur well for the Tsubaki 

brand to further increase its market share based on the Group’s 

fine-tuned focus on technology and product development.

Fiscal 2008 Results

Overcame Adversities to Rapidly Raise our Global  

Market Share

Sales rose steeply, climbing 20.4% year on year, to ¥53.6 billion. 

Operating conditions were severe, as auto production declined 

on a unit basis by around 5% in Japan and about 3% in the U.S., 

while staying almost flat in Europe. Nevertheless, the Tsubaki 

Group’s global market share increased more than three percent-

age points, thanks to the competitive edge we gained from our 

product quality and global production and marketing networks. 

The Group was successful in acquiring new orders from non-

Japanese automakers in Europe, North America, South Korea, 

and other regions and countries.

Continued to Improve Productivity

The ordinary income margin climbed by about one percentage 

point. Although steeply rising crude oil and raw material costs 

were detrimental to earnings, these were offset by initiatives to 

improve productivity.

Ongoing Expansion for Overseas Subsidiaries

Orders from domestic car manufacturers remained brisk, while 

production increased substantially at overseas subsidiaries. In 

particular, sales at U.S. Tsubaki, Inc. (UST), increased more than 

40% in the previous fiscal year, while its ordinary income doubled 

in the same period. At Tsubakimoto Automotive (Shanghai) Co., 

Ltd. (TAS), a newly consolidated subsidiary in China, sales and 

income both surged, and it was a major contributor to the re-

gional results of the Automotive Parts operations. Tsubakimoto 

Automotive (Thailand) Co., Ltd. (TAT), nearly doubled its income 

and has continued recording solid growth.

Business Targets and Strategies for Fiscal 2009 and Beyond

Set Sights on Strengthening Long-Term Growth Potential

Under STEP10, the forecast for Automotive Parts operations 

sales is a yearly growth rate of 2.4%. Considering the average 

annual growth rate for the three years from fiscal 2005 to fiscal 

2008 was 18.3%, this represents a significant slowdown. How-

ever, our focus is on medium- to long-term growth rather than on 

bolstering sales and income in the immediate future. In addition, 

the plan aims to build a foundation for Automotive Parts opera-

tions that can maintain consistent high-growth capabilities going 

forward. As such, toward increasing sales we have ambitious 

capital investment plans aimed at achieving mass production of 

power-drive chains, which we are targeting to become the second 

core product in our Automotive Parts operations.

Decentralize Domestic Production

The Group’s automotive parts manufacturing has thus far been 

concentrated at the Saitama plant, where production has contin-

ued for many years at full capacity and uninterrupted. However, 

unforeseen circumstances could halt production for an extended 

period, resulting in a loss of consumer confidence. As such, the 

decentralization of production has become an urgent priority. 

Consequently, we plan to shift a portion of production capacity 

from the Saitama plant to the Kyotanabe plant in fiscal 2009.

Increase Production

Capital investment in Automotive Parts operations will be in-

creased from ¥5.0 billion over the past two years to ¥7.2 billion 

in fiscal 2009 and ¥9.2 billion in fiscal 2010. This rapid increase 

in investment is aimed at accelerating the construction of new 

plants and adding new production lines. Specifically, a new facil-

ity will be constructed at the Saitama plant, where power-drive 

chain production capacity will be added. At TAT, we plan to in-

crease the number of production lines and commence operations 

at a yet-to-be-built new plant.

1.  Market share figures noted in this section are all derived from Company analysis.
2.  Segment results figures are from managerial accounts and not from financial 

accounts.

Tsubakimoto Chain Co.

Tsubakimoto Automotive 
(Thailand) Co., Ltd.

Tsubakimoto Europe B.V.
U.S. Tsubaki, Inc.

Tsubakimoto Automotive (Shanghai) Co., Ltd.

Five-point global production system for automotive parts—Responding to 
automakers’ globalization
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Basic Segment Data

Our Competitive Advantages

In Power Transmission Units and Components operations, Tsubaki 

Emerson Co. (TEM), the core company, has a varied and extensive 

product lineup that includes reducers, power cylinders (with a 

50% market share in Japan), locking devices, and cam clutches 

(80% share in Japan). All of these products are notable for their 

unique specifications and performance features that require 

 formidable engineering skills superior to those offered in widely 

used products.

Growth Drivers

Clients demand products with superior drive efficiency and 

durability now that needs for environmental preservation and 

energy conservation are running high. These trends play into 

TEM’s strengths as a technology and development-oriented  

enterprise that creates products and solutions tailored to its  

clients’ needs.

 The demand for components that are bundled into integrated 

units rather than stand-alone products has been increasing in 

recent years. This trend underscores the Group’s competitive 

edge afforded by its wide-ranging product lineup.

Fiscal 2008 Results

Sales were ¥27.9 billion, up 3.7% year on year. By client, automotive, 

steel, shipbuilding, machine tools, and other industries helped 

buoy sales. Sales to liquid crystal display (LCD) IT-related indus-

tries were sluggish in the first half of the fiscal year but recovered 

rapidly in the second half.

 By product, sales of cam clutches—one of TEM’s distinctive 

offerings—increased by double figures, while sales of reducers 

were firm. Sales for machine tool and various equipment applica-

tions fell from the previous year owing to the weakening economy. 

Income margins narrowed due to high input and raw material costs 

and U.S. dollar depreciation in the second half of the term.

Business Targets and Strategies for Fiscal 2009 and Beyond

The STEP10 medium-term management plan targets sales growth 

of 5% annually for Power Transmission Units and Components 

operations. It also calls for growth in the ordinary income margin 

of nearly 2% over the three years. To achieve these goals we in-

tend to promote the following two strategies:

1. Further Tap into Overseas Markets

Further penetrating overseas markets connects to realizing  

sustainable growth. We will focus resources on making inroads 

into the European market and China and other Asian markets. To 

achieve this we intend to leverage the drive efficiency and other 

distinctive qualities of our products, including Japan’s top brand 

of cam clutches.

2. Step up Production and Procurement Abroad

For production, we plan to shift some output from Japan to the 

Shanghai subsidiary. We also intend to increase the rate of overseas 

materials and parts procurement from its current level of 17% in 

fiscal 2008. We recognize that these endeavors will further increase 

our ability to resist the negative effects of currency fluctuations.

1.  Market share figures noted in this section are all derived from Company analysis.
2.  Segment results figures are from managerial accounts and not from financial 

accounts.

Our Commitment

  To increase the overseas portion of the sales mix to more 

than 22% over three years from its current level of 20%, 

and accelerate overseas production and procurement to 

maintain consistent growth

Power Transmission Products Segment

Power Transmission Units 
and Components Operations

Operating Segments
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Basic Segment Data

Our Competitive Advantages

The intensification of competition, as clients now want to use 

production lines and logistics and conveyance systems that stand 

apart for their special features, augurs well for our growth. For 

example, the automotive industry has recognized that our auto-

motive body paint shop conveyor systems are beneficial in that 

they highlight the qualities of their paints. The largest automakers 

worldwide have adopted our systems as the global standard. 

Growth Drivers

We specialize in techno-oriented, new developments and innova-

tive products that meet individual needs.

 For example, we hold an overwhelming market share in auto-

matic roll paper feeding systems for the newspaper industry and 

in the automotive body paint shop conveyor systems for the au-

tomotive industry. Going forward, we are targeting further growth 

through leveraging our technological capabilities.

Fiscal 2008 Results

Sales increased 3.1% year on year, to ¥33.6 billion. Large orders 

to the automobile industry were sluggish, but equipment sales to 

the logistics, newspaper, and pharmaceuticals industries and for 

maintenance services were strong. Tsubakimoto Bulk Systems 

Corp. (TBS), a subsidiary, increased sales of bulk conveyance 

systems for cement industry and other products in India, China, 

and other overseas destinations. Tsubakimoto Mayfran Inc., an-

other subsidiary, registered double-digit sales growth on the 

back of deliveries of chip conveyors for machine tools.

 As a result, income levels for fiscal 2008 increased substan-

tially. The ordinary profit margin rose 6.1%, to 9.8%. This was 

partially a reflection of the additional manufacturing costs 

that were incurred in the previous year in North America due to 

automobile orders, but it also underscores our success in 

strengthening project management systems.

Business Targets and Strategies for Fiscal 2009 and Beyond

The STEP10 medium-term management plan targets average 

annual sales growth of 3.1% for Materials Handling Systems 

operations. We are promoting the following key strategies to build 

the solid underlying foundations that can sustain profitability.

1.  Increase Sales of Solutions- and Innovation-Based  

New Products

The Group is stepping up its technology-centered, solutions-

based marketing activities, placing additional focus on new 

product development and product innovation to meet market 

needs effectively. We are targeting sustainable growth by prioritiz-

ing and developing products that are environmentally and 

globally responsive.

2. Accelerate Overseas Procurement and Increase Productivity

In addition to increasing procurement from China, India, and 

other countries, we will lower cost of sales by accelerating opti-

mized regional production and procurement. We plan to actively 

promote productivity improvements by developing modules for 

important equipment relating to large-scale systems, improving 

quality, and shortening installation times at workplaces.

1.  Market share figures noted in this section are all derived from Company analysis.
2.  Segment results figures are from managerial accounts and not from financial 

accounts.

Our Commitment

  To expand and create markets and customers through 

constantly developing new products and to promote 

solutions-based operations based on our technological 

capabilities. Also, to enhance productivity as a platform 

for maintaining strong underlying earnings
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Power Transmission Products Segment

Power Transmission Units and  
Components Operations
Main Lineups

Reducers/Variable speed drives

Linear actuators

Locking devices

Shaft couplings

Cam clutches

Overload protectors

Sprockets

Main Product Lineups

Compact conveyor chains

ATC chains for machine tools

The Tsubaki Group supplies chains that precisely match the needs of a 

variety of industrial sectors, including industrial machinery, machine tools, 

shipbuilding, steel, and IT. Our drive chains command the top global market 

share. We also supply conveyor chains for production lines, plastic chains 

mainly for the food industry, and cable and hose protection and guidance 

products. Furthermore, to meet growing environmental needs, we have 

introduced “eco-chains,” such as recyclable plastic chains. The base for 

the Group’s chain business is the Kyotanabe plant, which boasts the most 

advanced equipment and top-class productivity, making it the world’s lead-

ing chain manufacturing facility.

The Tsubaki Group has an overwhelming domestic market share in timing 

chains for automotive engines. In timing chain drive systems (composed 

of roller chains/silent chains, tensioners, levers, guides, and sprockets), 

which support high performance in automotive engines, we are a leading 

system supplier to the automakers of the world. Our five-point global pro-

duction and supply system, spanning Japan, North America, Europe, 

Thailand, and China, as well as timely technology development and strict 

quality control allow us to fully meet the demanding quality requirements 

of automakers. 

Power drive chains

Reducers

Couplings

New roll paper feeding AGV

High-speed automatic sorting systems

Power Transmission Products Segment

Chain Operations
Main Lineups

Drive chains

Small pitch conveyor chains

Large pitch conveyor chains

Plastic chains

Cable and hose protection and 

 guidance products

Timing chains

Power Transmission Products Segment

Automotive Parts Operations
Main Lineups

Timing chain drive systems (roller   

  chains/silent chains, tensioners,   

levers, guides, sprockets)

Power drive chains

The Tsubaki Group’s Power Transmission Units and Components operations 

provide comprehensive and diverse lineups of products for the power trans-

mission sector. Products include power cylinders (motion control units), 

where we have the top domestic market share, cam clutches, and power 

locks as well as abundant lineups of reducers and variable speed drives, 

and overload protectors that meet industry needs. Responding to the needs 

for high-precision operation and control at even faster speeds, we will 

continue to supply our customers with the best possible power transmis-

sion solutions through our rich product lineups and related combined 

technology.

The Tsubaki Group provides competitive production and distribution  

systems that minimize waste and time. Our product lineups include au-

tomotive body paint shop conveyor systems, high-speed automatic 

sorting systems for the distribution sector, automatic conveyance sys-

tems for the newspaper industry, and storage and picking systems for 

the drug development sector. We also exploit our unique technological 

strength in scrap metal conveyors for machine tools and bulk conveyors 

for industrial waste and incinerator ash. In every sector, we are able to 

propose innovative solutions.

Materials Handling Systems Segment

Materials Handling Systems 
Operations
Main Lineups

Sorting and conveyance systems

Storage and picking systems

Bulk conveyance systems

Scrap metal conveyance and

 coolant processing equipment




