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It’s a New Wave, Call It

The Indian-made LIBERO and Chinese-made YBR125 are Yamaha products
that achieve global quality standards while meeting local market needs

In this issue we turn the spotlight on two new Yamaha motorcycles that went
into production in late 2002, the Indian-made LIBERO and the Chinese-
made YBR125 “Tianjian.” Both of these models will hit the market this year

and both have something beyond the famed Yamaha qualities of
great handling and stylish good looks, and more than just

an array of features.

Both of these models are the products of new
Yamaha challenges, in every aspect from the origi-
nal product planning to service programs that will
support the finished products. They are ground-
breaking products of the “global production sys-

tem” that Yamabha is pursuing.

From the interviews with the people involved in their

development we get a picture of a new Yamaha
world that encompasses global vision and a fuller
realization of local needs than ever before.

Dazzling success of

the YBR125 doubles share
in Brazil

The story of Yamaha Motor
India’'s new LIBERO and
Jianshe-Y amaha Motor’s
YBR125 actually beginsin
Brazil, where in March of
2000 Yamaha Motor Do
Brasil Ltda. (YMDB)
began production of the
YBR125. In the space of just
two years dfter its debut, this
first Yamaha 4-stroke model
in its class doubled Yamaha's
share in the Brazilian motorcycle
market and prompted a boost in
annua production a Y MDB from 30,000
unitsin 1999 to 100,000 unitsin 2002.
The key to this modd’s success was the
fine attention to detail in its design. The
quiet-running, high-performance engine
was fitted with a balancer to reduce vibra-
tion. This, combined with good handling
performance made possible by an extra
measure of frame rigidity and European-
type styling, have made this a modd with
continuing popularity. Its'Y amaha durabili-
ty has dso won the YBR125 a strong repu-
tation among business and utility users
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who run their bikes from 50,000 to
100,000 km annualy.

At the start of production, the necessities of
the production schedules and cost consider-
ations made it advantageous to use globa
procurement to bring in some parts from
Japan and other Asian bases. Then, in order
to reduce the risks of currency exchange
rate fluctuations, efforts were made to
boost local part supply and make this
model a regiona success with exports to

Peru, Ecuador and Venezuela growing
along with CKD supply to local Yamaha
assembly plantsin Mexico and Colombia.

LIBERO, a potent package of
both fuel economy and perfor-
mance

Ever since the first units began rolling off
the assembly lines in October 2002, dedler
orders have been pouring in for Yamaha
Motor India Private Ltd.’s (YMI) new



“Glocal”

LIBERO. While taking the YMDB
YBR125 asits base, displacement has been
honed down to 106cc in order to maximize
fuel economy, a top priority in the Indian
market. Still, the primary focus of the prod-
uct development team was running perfor-
mance and character that would make the
LIBERO ajoy toride.

The carburetor settings were an important
key and exhaugtive tests were conducted in
local riding conditions to fine-tune the per-
formance. “Indian customers like a

—

”’ Q smooth-running engine, and
we made alot of detail refine-
ments to make sure we had that
@ quality,” says Mr. Okada of
YMC's engine testing team.
“We were congtantly online
exchanging test data and
opinions with the local
development staff
every 30 minutes or
so, and drawing
up and refining
counter measures
with each new bit of input.”
There were aso fine adjust-
ments made to improve fuel
economy. “We took the engine
from the exigting Indian model
CRUX (106¢c) and made full-
scaerevisionsto it on everything
from the carburetor, cylinder, head
and the crankcase to the ignition sys-
tem. Improving durability and reiabil-
ity was another top priority,” explains Mr.
Okada
Measures were aso taken to fine-tune the
riding comfort. “The base YBR125 is in
itself a very mature machine, but we were
determined to tailor it
even more to the specific
needs of the customersin
India,” says Mr. Taira
who worked on the chas-
sis development team.
“At first there was con-
cern that the chassis was
too rigid for the smaller

YMI’s new Libero, with its sporty looks and performance and environ-
ment-friendly engine, won India’s Overdrive magazine’s “Most Exciting
Bike of the Year” award. Exports to Sri Lanka, Bangladesh and Nepal
are planned for the future.

Indian customers appreciate the smooth engine performance of the new LIBERO

106¢c engine, but we found we were able
to maintain enough rigidity to handle a
125cc engine and gtill achieve an excdlent
balance by giving the rear arm pivot a rub-
ber bushing.”

Measures were aso taken to ded with the
speed breakers implanted in urban roads to
limit vehicle speed. “At the Yamaha test
course we got wooden poles of the same
diameter used in Indian speed breskers and
crested an identical section of road to run
our testson,” adds Mr. Taira. “ Thisgave us
the data we needed to fine-tune the suspen-
sion and raise the ground clearance by
10mm compared to the Brazilian spec
YBR125 s0 that we got a very good bal-
ance of riding comfort and running perfor-
mance.” This improvement was eventualy
fed back to the Brazilian and Chinese mod-
esaswell.

Another important point in developing the
LIBERO was ensuring good comfort and
handling performance in tandem riding.
“We did repested tests to make sure that
we had good handling both in the case of
tandem riding with two people weighing
between 75 and 80 kilos and in solo riding.
For our testsin Japan where we might have
a 65-kilo test rider, we made sure to strap
15 kilos of weights on them. And in solo
riding we didn't just load the extra weight
on.the tandem seat, because that wouldn't
give the right center of gravity,” says Mr.
Ichikawa, who was in charge of tests to
ensure tandem riding comfort and han-

dling.
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great handling at an afford- @
ableprice e
Lagt November, amonth and a hlf
after the start of production for the
LIBERO, a new YBR125 mode |
inheriting much of the know-how
developed with the Brazilian modd |
began ralling off the assembly line
a the factory of Chongquing Jan
she-Yamaha Motor Co., Ltd.
(JYM) in China. In the Chinese
market, where many peoplelongto =
own one of the high-quaity models -
of the four Japanese makers joint
venture companies, in fact it is the
cheaper makes that dominate market share.
JYM’s new YBR125 mode was devel-
oped to answer these market needs, and
B dthough it isn't as cheap as the imitar
tion modds put out by locdly funded
companies, it isamodd that can be adver-
tisad as having Y amaha qudlity a an afford-
ableprice
Thisisnot amodd tha has just been trans-
ferred from Brazil in the same pro-
duction package.
) The YBR125
has already won a
solid reputation in
Brazil for its
handling, its
good low- and mid-
peed rangetorque, itsrid-
ing comfort and its low vibration. Whet we
did wasto take thismodd dl around Chinato
~ see how far it would go in mesting the local
i market needs,” says Mr. Hashimoto, the
YMC engineer in charge of riding tests for
the new YBR125. Thiswasin the summer of
2001. We conducted surveysin both theinte-
rior and coastal regions, starting from
, Shanghai and moving inland to the rurd
areas of Zhejiang and starting from
Guangzhou and moving up the coast to
Zhengzhou. Every day we put owners of imi-
tation modes on the Y BR and asked them to
compare the performance and ride. Of
course, we were dso making surveys of the
loca road conditions a the same time” says
Mr. Hashimoto. His staff dso visited people's
homes to see under what conditions their
motorcycles were kept, including such details
as how high a step had to be deared by peo-
ple who kept their bikesingde. “Our surveys
of how the bikesareused in daily life gave us

i .. i
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The no-compromise quality of the new YBR125 is creating new demand in China

a number of detailed specifications to work
toward, and they aso convinced us to work
onimproving the handling.”

“The dtore of development data and experi-
ence gained with the YBR125 in Brezil wasa
big help when we started work on tailoring it
to Chinese market needs. It gave us a dearer
picture of the kind of spec we needed and
aso helped reduce design and engineering
leed time. That left us more time to work on
developing the kind of handling where cus-
tomers can fed the difference and know it'sa
Yamaha” recals Mr. Hashimoto.
Meanwhile, the key to getting the affordable
price that the market demanded was parts
procurement. “We began by throwing out the
idea of basing the manufacturing and parts
procurement on the originad Y amaha design
blueprints. Design changes were made to fit
the fadilities and capabilities of the parts sup-
pliers and some suitable parts were sdected
from our effiliated suppliers and ethnic-based
makers in China that were available and
could be improved on to meet Y amaha san-
dards while maintaining a competitive price
and gtable supply,” says Mr. Atsumi of the
engine development staff. “And, to make
aure we had a Y amaha-qudity find product,
we ran not one but three full-scale bench
endurance tests with the completed proto-

type”
The same type of efforts were made by the

Mr. Motoaki Hyodo, Mr. Kinnosuke Hashimoto,

in charge of riding tests

Project Leader for the tree bikes



chassis development staff. One of the staff
members, Mr. Nishikawa says, “In the deve-
opment processiit is the overadl compatibility
that counts, and there are alot of things you
can't know just by looking at the design blue-
prints. We had alot of parts made locdly in
China, like frame, fud tank and brake com-
ponents, tires and suspension parts, sent to us
in Jgpan so we could put them together and
test them a our Fukuroi and Hamaoka test
coursesfor ride performance and reliability.”
While retaining someimportant CD parts, we
made aggressive efforts to find and procure
locally made Chinese parts that met our grict
Y amahaqudity Sandards.

“At firs wewerelooking at the gandard loca
modelsin the Chinese market as our competi-
tion and thinking of compromising some on
qudity in order to lower the price” says Pro-
ject Leader Hyodo, who worked in Brazil on
the development of the origind YBR125 and
then headed the development projects for the
Indian and Chinese modds &fter returning to
Japan. “But from some poaint in the project
both the st&ff here in Jgpan and & JYM

got into a “no-compromiss’ mindset.
Thisis part of our Yamaha pride, |
guess”

By mid-2003 when the JYM YBR125 has proved itself in the Chinese
market, export to regions like Africa are planned. Preparations are now
under way at YMC'’s Cross Trade Promotion Section

g

Mr. Toru Nishikawa,
Chassis development staff

Mr. Tomoyasu Atsumi,
Engine development staff

The ideals and facts of Yamaha's
“global manufacturing sysem”
While sharing the same basic engine and
chasss, dl three of these models have been
tailored to specific market needs. And parts
supply is not limited to one specific factory.
Takefor example the crankcase of the Brazil-
ian YBRI125. It was firgt supplied from our
manufacturing base in Indonesig, after which
production was shifted to India, and China
and finally Brazil as conditions required at
different dages.
The basic design adopts a structure that is
meade possble by the fact thet the same kind
of engine can be manufactured in each coun-
try. That engine is based on the air-cooled
OHC engine of the Yamaha TTR125 which
is presently so popular in Jgpan and the USA.
Everything from the cam profile to the cylin-
der and heed meetsthe same basic spec.
At YMC's Globa Production Promoting
Divison, Mr. Okada spoke about Yamaha's
globd production efforts. “The YBR125 wes
the firs modd to be based on a full-fledged
globa production concept from the plan-
ning stage, and we have
since employed it for
other new-model
launches. Having
a sysem where
we can shift
production

Mr. Yoshitaka Toizumi,
Global Production Promoting Div.

Mr. Keiichi Okada,
Global Production Promoting Div.

of a certain part to a new regiond manufac-
turing base when the first base reechesiits fulll
production cgpacity will contribute to invest-
ment savings and boost merket competitive-
nessdown theline”

Mr. Toizumi, dso of the Globa Production
Promoting Division says, “We have gone
beyond the level of smply redizing locd
procurement of parts. We have aso made
great efforts to achieve loca supply of the
dies and machining equipment used in the
manufacturing. In the past we had to ship this
kind of eguipment from Jgpan to the oversess
manufacturing bases. Now we have succeed-
ed in locd supply thet reduces initid inves-
ment and speeads up time-to-production.”
Marketing is an important part of the mix in
any successful product launch and we talked
to Mr. Takahashi, who worked on the mar-
keting of the Brazilian YBR125, to find out
what made it 30 successful. “We pushed this
asthefirg modd ever developed specificdly
for the Brazilian market and doubled the Sze
of our deder network in preparation for the
launch. Promoational activities dso began a
full year before the scheduled release, which
helped ingpire everyone, including the engi-
neering staff, so we had everybody from
manufacturing to marketing fired up and
working together like never before. And we
stuck to aphilosophy of building asolid basic
product with true Y amaha DNA rather than a
modd spiced up with flashy fegtures”

“The Chinesemodd YBR125isoff to agreat
dart with orders for 24,000 units in the three
months since production started in Novem-
ber. We are struggling to keep up with
demand. But no sooner had the modd hit the
market than we start to hear new requests,
like cusomers asking for genuine partslike a
seesaw type pedal that won't scuff leather
shoes” says Mr. Usuda who works on the
Service staff. “We are now rushing to get
such a part in production and to the market.
Efforts like this will build customer sttisfac-
tion in thelong run.” Thiskind of communi-
caion with the customers is another impor-
tant factor in redizing globd qudlity.

Mr. Yoshihiko Takahashi, who

worked on the marketing of the
Brazilian YBR125

Mr. Youichirou Usuda, who
works on the Service staff in
China
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Staying on Top Down Under

Yamaha, Motor
Australia Pty. Lids (YMA)

Location:

Sydney, New South Wales
President:

Masayoshi Toyama
Employees: 250

A land of sunshine
and sports
Australia is the sixth
largest country in the
world in land area,
about the same size as
the continental USA.

Our reporter,

Mr. Sean Hawker, Advertising

The COLIntI’y covarsvast  and PR Co-ordinator of YMA

tracts of red-earth desert and many forests
richin trails. Austrdia has more than 7,000
beaches, outnumbering any other nation,
and the average Australian enjoys 3,000
hours of sunshine ayear. That's 70 percent
of total possible hours. Of Audtrdia’s tota
population of 19 million people, 6.5 million
are registered sports participants.

A grong beach and marine based culture is
idedly suited to the use of persond water-
craft and outboard motors. Huge tracts of
naturd terrain and ample
dirt riding possibilities
mean off-road vehicles
arebigdlers Andarda
tively large farm popula
tion provides strong
demand for utility ATVs.
Sales figures reflect this
unique Australian envi-
ronment. Seven out of the top ten selling
motorcycles in the country are road-lega
dirt bikes. And YMA is proud to say that
the two top selling bikes in Austrdia are
Y amaha s WR250F and WRA426F. Y amaha
isaclear leader in the outboard motor mar-
ket and enjoys a 21 percent share in the
motorcycle market. In addition, YMA aso
wholesales WaveRunners, Golf Cars and
generaors.

YMA's heed office, main warehouse, spare
parts and service department and our
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At the 2003 WR-F launch in New Zealand

As YMA celebrates its 20th anniversary this
year, we are proud to be the leader in our core
marine and motorcycle markets in Australia.
This has been achieved through a systematic
implementation of effective marketing plans.
And, our success has been helped by the quality
Yamaha products that outdoors-loving Aus-

traliansfind so desirable.

Golf Down Under means plenty of coastline to play with

Yamaha Motor Finance company (YMF)
are dl in one Sydney location. Each state

operates semi-
~autonomously with a
| warehouse and sales
and service office in its
capital city headed by
regiond sdes managers
and sales team in
charge of the dedler net-
work. The New
Zealand market also comes under YMA
jurisdiction and is run from a newly built
headquartersin Auckland.

Dealer involvement

Naturdly, Yamahais not the only company
to offer attractive outdoors products. YMA
makes greet efforts to ensure thet Yamaha
is the number one brand in each product
range in Audrdia These efforts are strong
a the deder leve with a congtant flow of
materials such as model information,

Yamaha teams up with
Surf Life Saving Australia

posters, brochures, and point of
sde promoationd items.
YMA has invested heavily in
technology, providing dealers
with cutting-edge business sys-
tems such as our Yamaha Deder
Connect (YDC). A Deder Man-
. agement System (DMS) alows
=& sales people to record dealer
issuesin red time, which arethen
acted on promptly.
Every second year, dl dedersare
invited to an elaborate conference
held in February, where new
ideas and initiatives are discussed
. and the latest models are
unvelled. This is combined with
atop performing dedler incentive
. program that has proved
extremely popular over the years.

\_

YMF
[LOAN!

The YMF Loan ser-
vice mark

Quick and easy finance
YMA acknowledges that the
customer is king and offers
plenty to ensure people buy
Yamaha blue. The plan is not
merely to offer a product but to
back it up with a full support
structure so that the customer
becomes part of the Yamaha
family. This increases the likelihood of a
customer buying another Y amaha product
or recommending one to a friend. For
ingtance, a customer can buy Y amaha prod-
uct quickly and easily using the new 100%
YMA owned finance system. Y amaha
Motor Finance can be arranged for all
Y amaha products, a service previously
unavailable anywhere in Audrdia. If acus-
tomer visiting a dedlership wants to make a
purchase, they can directly access YMF's
cdl centre or online facilities on the spot to
receive loan documentation.



Joiningthe TRIBE

At YMA we make sure the customer will
not be forgotten once the purchase is made.
At time of purchase every customer is
asked tofill in adeder survey and invited to
join TRIBE, the officid 'Y amaha motorcy-
cleownersclub.

Via our successful YMA website, TRIBE
offers members the opportunity to join

= ; f

Dinner with the GP stars was the first TRIBE member benefit

other Yamaha owners on CircuitBreaker
track days at major circuits, off-road tral
rides, demo rides and a specid events such
as the Austrdian GP, where they have the
chance to meet GP stars. The inaugural
event took place at Phillip Idand with 150
TRIBE members and was a runaway suc-
cess. In November 2003 a TRIBE gethering
is planned that will have on- and off-road
motorcyclists from al over the country con-
verging at onelocation for an event that will
feature dl Yamaha productsin their natural
environments.

Racing sdlIs

YamahaWR and YZ machines are top sdll-
ersin Audraliaas aresult of intense promo-
tion by YMA and our big investment in rac-
ing. The successful Craig Dack Racing
(CDR) Yamahas are aways &t the front of
the pack and motocross success trandates
directly into enduro sales. The hugely popu-
lar Yamaha sponsored Academy of Off
Road Riding, which is run by off-road leg-
ends Stephen Gdl and Lyndon Heffernan,
introduces dirt riding novicesto Y amahas
Thetop ling road bike in Audrdiais Y ama
ha's R1 and the best sdling 600cc mechineis

the YZFR6. This is partly due
to Yamahd' s involvement and
invesment in Formula Xtreme
racing. Not only is Yamaha a
sponsor of this dlite road race
series but Yamaha also domi-
nates the front of the grid with
the top riders and team. This
year should see Y amaha extend
itssx FormulaXtremewinsand
regain the Supersport titte with a
new race team. Team Nikon Yamaha will be
spearheaded by gun Ausserider Kev Curtan,
with the young former 500cc GP rider Bren+
dan Clake asteammate Racing isabig part of
YMA’s marketing pend but the results pesk
for themsdves. Of YMA's annud bike sdes,
46% carry theprefix WR, YZ or YZF-R.

In addition to press advertising, YMA
recently commissioned a series of award-
winning television commercials. The
lifestyle storylines, dramatic images and
superbly executed camerawork produced
ads that have everyone talking, especialy
non-motorcyclists.

ATV success
ATVsform an important part of the motor-
cycdedivison and YMA ensuresa Y amaha
blue four-whedler pres-
ence at farm days
around the nation.
Stephen Gall and his
crew demongtrate sound
riding techniques in all
the main rural centres.
YMA is committed to

YMA's training video is

the safe use of ATVS offered free to all Yama-

ha ATV owners

and offers a comprehen-
sve 40-minute ingructiond video free with
every ATV purchased. Current Y amaha
ATV owners can order their copy from our
website.

ATVs have traditionaly been a utility vehi-
cle, but recently YMA has taken up the
challenge of promoting these vehicles as a
sports/leisure machine. As a result, YMA
enjoys a hedthy 85% market share in this
growing area.

Marine scene

The marine divison represents astrong ele-
ment of YMA's busness. In fact, Audrdia
is the second largest wholesaler of outboard
motors next to the US. In addition to target-
ing the lucrative fishing market with nation-
wide sponsorships of fishing events, YMA

Kev Curtain wins Yamaha's sixth Formula Xtreme title

Australian built Southwind SDSOO f.rom (_)Llr Ourimbah factory

R

has recently struck a ded with the uniquely
Australian association, Surf Life Saving
Audrdia SLSA is the organising body for
284 surf life saving clubs that make 12,000
rescues a year. Yamaha is SLSA’s pre-
ferred supplier of outboard motors,
WaveRunners and Kodiak ATVs. Each
product is tailored to surf lifesaving needs.
For example, short shafts and surf propeller
guards are fitted to the 25XHMS for use in
shalow, crowded waters and surf mats and
gunwhale straps are fitted to the WaveRun-
ners. Kodiaks come with flashing lights,
equipment boxes and tow balls.

Regular Yamaha News readers will recall
that Yamaha Motor New Zealand Limited
is the exclusive supplier to the America’s
Cup. An army of international journalists
who descended on the waters around Auck-
land ensured that around 200 Y amaha out-
board motors enjoyed a highly visible pro-
file. This prestigious sailing event provides
a huge boost to the image of Yamaha
marine products.

Exceeding expectations

Australia’s outdoor environment gives
YMA a unique opportunity to market
Y amaha products. This opportunity is firm-
ly grasped through every means available,
such as promotions, sponsorship, advertis-
ing and even cross-promotion. For exam-
ple, YMA recently sponsored a hole at the
Audraian PGA tournament in full view of
free-to-air TV. The prize was not a Golf
Car but aYMA Southwind boat.

YMA’s market leading position has
been achieved by offering products that
exceed expectations. But this position
has been maintained by offering value to
customers and dealers that also exceed
expectations. At YMA problems are
seen as a challenge to relish and every-
one digs in hard. You could say that
Yamaha's Kando philosophy translates
into a can-do attitude Down Under.
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m Country name:
Commonwealth of Australia
Capital city: Canberra
Area: 7.69 mil. sq.km.
Population: 19.4 mil.
GDP: Aus. $117,472 million
m Currency; Australian Dollar

A Multi-ethnic Continent Nation
Audrdiais the only country in the world that
occupies an entire continent. Positioned south
of the equator between the Indian Ocean and
the southern Pecific, Audrdia occupies a land
mass just dightly smdler than the United States
of America The country’s name derives from
the Ldin terra audtrdis, meaning the southern
continent. Overall, the continent’s climate
ranges from arid to semi-arid. In July, the
Audgtrdian winter, the average temperature is
about 12°C., while in the summer temperatures
range from 20 to over 30 degrees. Because
thereislittle rain in the interior and that which
doesfdl quickly eveporates, most of the popu-
lation of Austrdiais concentrated aong the
coadts

Primary industries like cod, cattle and wool
make up a large share of Augrdids nationa
product. However, in recent yearsthe country is
becoming increesingly known for more diverse
food products like fresh-frozen fish, rice and

B

oy g
Harvest time in the wheat country
Australia

(Above 4 Photos: Courtesy of the Australian Embassy, Tokyo)

ings Cross is a centre of nightlife

in Sydney (Courtesy of Tourism Barrier Reef

New South Wales)

TOP SIX SOURCE COUNTRIES OF BIRTH OF SETTLERS, 1992

Country Immigrants to | Population of source | Rate per million of source
Australia no. country ‘000,000 country’s population no.

UK & Ireland 12,290 61.2
Hong Kong 9,820 5.8
Viet Nam 7,390 69.5
New Zealand 7,310 35
India 5,110 879.5
Philippines 4,930 65.2

Source: Overseas Arrivals and Departures; World Health Organization World Health

Statistics Annual
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Cattle ranching is a big industry in

Coral reefs off Cairns in the Great

numerous processed foods, as
well as industria and high-tech
products. Due to the smdl size of
its domestic market, Austraian
business has turned its eyes to
overseas markets, thus giving
many of its corporaions a globd
outlook.

One of the things that makes
today's Audrdia didinctive is the
multi-ethnic nature of its popula-
tion. The native Aboriginal population was
joined by European settlersin the 19th century,
while the 20th century saw a flow of immi-
grants from all over the world. In fact, you
could dmogt cdl Audtrdiaanimmigrant nation,
because hdf of its population today was either
born oversess themselves or have one parent
thet was born oversess (see table). This degree
of diversity makes acceptance of others an
important nationd trait that shows itsdf in dl
agpects of Augrdian life, from work and socid
life to the home. While the country takes
English asitsnationd language, any typeof dis
crimination based on nationdity, race, rdigion
or gender isprohibited by law.

A wonderland of rareplantsand animals

There are awedth of plants and animas living
in Audrdiatha are not found in any other part
of the world. The thick and relaively flat tec-
tonic plate of the Augtrdian continent separated
itsdf from Antarctica and moved Seedily
north toward the equator between 10 and
§ 55 million years ago. During this period a
unigue flora and fauna was able to deve-
op and proliferate in dmogt completeiso-
letion from the rest of the world. Long-
term surviva on the Audtrdian continent
favored the reptiles with ther low meta-
balic rates and dso the marsupids, like
kangaroos, wallabies and kodas, whose
" young are raised in the mother’s pouch.
Today over 100 different goecies of mar-
supials are being protected in specia

wildlife preserves S0 thet they can pralif-
erate in their natural habitat. There are
dso rare animds like the river-dwelling
duck-billed platypus, whose hill, webbed

| feet and otter-like fur make it a “living

. fossl” among today’ s species.

Audrdiais home to some 520 different
speciesof lizards, among which thefrilled
lizard is especialy loved by animal
watchers for its extrav-
agant neck fin and
comicd running style.

L In all there are about
1,693 350 species of birds
Zlffe that youwill seeonly in
" Audrdia, induding the
76 kookaburra, with its

human-like laughing

Local fishermen supply the seafood market.
(Photos courtesy of Tourism New South Wales)

By W B 0 RS
Sheep shearing. Australia is a leading wool producer

call, and the cute little fairy penguin.
Meanwhile, the continent nation’s flora and
ecosystemns are dso highly unique. As of the
end of 2000, Austrdlia has fourteen natural
environments registered under the World
Heritage program, induding the Greet Barrier
Reef, the native ecosystem of the southern
island of Tasmania, the swamplands of
Queendand and the Kakadu Nationd Park.

In order to preserve this wonderful naturd her-
itage, the government, local communities and
individuds across the country are involved in
broad-reaching and often highly creetive con-
servation programs and activities.

Deliciousgiftsof nature

In Audrdia today, the country’s multi-ethnic
makeup and its inherent wedlth of foods are
contributing to a nationd cuisne that is devd-
oping in exciting and unique directions. With
luscious fruits and vegetables from the land, a
boundess variety of fish and shdllfish from the
sea and the now world famous quality
Audtrdian beef and lamb, chefs have arich
palette of tastes to blend into their dishes,
whether they choose to cook in traditional
European styles or work with the spices of
Oriental cuisne Creetive mixes of flavorsfrom
around the world with unique contemporary
twids have ds0 given birth to adiginctive vein
of cooking known today as “new Audtrdian
cuisne” Good food cdls for good wine, and
the winemekers of Audrdiahave taken advan-
tage of the ided soil and dimate conditionsin
certain parts of the country to produce a full
range of wines, from very affordable table
wines to prize-winning vintages, that are
increesingly popular around the world today.

Traffic laws

Minimum age for driver's license 16 (in NSW, differs by state)

16 years 9 months
(in NSW, differs by state)

Learner, Provisional and Open

16 (in NSW, differs by state)
Junior licence from age 12 with
restrictions on speed, etc.

Cost of livin Common image of
Yamaha products in Australia
Average lunch Aus.$10
Cup of coffee  Aus.$2.50

A0 Products that come to mind
(Price for one-ride Aus.$3.00 with the name YAMAHA

ticket in major city)

Minimum age for motorcycle license

Motorcycle license classes

Minimum age for boat license

Technically advanced, stylish

Musical instruments, motorcycles,

Gasoline (1 liter) 97 Aus. cents outboard motors

National hero/heroine

lan Thorpe — World champion swimmer
Kylie Minogue — Pop music artist
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Podium Days for Yamaha in AMA Supercross

Round 6 winner Reed and 2nd place Vuillemin (left)

The 6th round of the 2003 AMA
Supercross series in the U.SA.
was a banner day for the Yamaha

blues as Yamaha Factory
Motocross Team riders Chad

Reed and David Vuillemin raced

to an impressive one-two victory

a the Quacomm stadium in San

Diego, Cdifornia, on February 8.

These performances thrust Reed

and Vuillemin into second and

third places in the ranking as the

AMA Supercross series enters
micd-season.

With this year's series involving

the “World Championship” title, Supercross
fans everywhere are watching to see who is
going to put the pressure on last season’'s
champion, Carmichad (Honda). The compe
tition has been hot and the fans enthusiadtic,
as eveidenced by the three sold-out rounds
held so far this season at the Edison
Internationd Feld in Anaheim, Cdlifornia,
home of the current basebal World Series
Champions, the Anaheim Angels. Carrying
the Yamaha flag in the Supercross competi-

tion this season along with Frenchman
Vuillemin (#12) and Audrdian Read (#22)
isAmerican Tim Ferry (#15).

It was Reed who jumped out to a great sart,
winning round 1 and scor-

ing three 2nd place finish

es before his round 6 win.

He now stands in 2nd

place in the season rank-

ing close behind

Camichad. With ariding

style that fits his mild

manner, there is nothing ~ Tm Ferry's Y2450F

.. Explanation of Supercross
. Some 12,000 tons of dirt are trucked in to a sta-

- dium to create a Supercross circuit course with a

: _'__ series of large and small jumps of different types.

' At two points in a course there are places where

i Ty '_; three jumps come in rapid succession. The dis-

The entrance to the race
venue

On the paddock

tance between the first and third jumps is about

" 20 meters and the riders try to clear the whole

thing in one jump. Another place where

the rider’s skills make a big difference is

the washboard type sections made up of

’_' small knobs close together, called the

Woops. The tickets cost a reasonable $10

which invites people of all ages, families and
couples to come enjoy the weekend action.

Chad Reed races on the YZ250M at Edison International Field

showy about Reed's cool-headed riding, and

the consstent speed he maintains means he

never has to push to catch up in the closing

laps. That's why everyone expects this

young Aussie to be in

the running for the title

right down to the wire

Vuillemin missed the

winners podium in the

first three rounds but

mounted it with 3rd

place finishes in rounds

four and five and his

2nd in round 6 that puts him third in the

ranking. With a style that sharply con-

tragts Reed's Vuillemin likes to come on

grong inthe dosing dages of arace. Both

of these riders compete on the Y Z250M.

Riding the 4-stroke Y Z450F is Ferry.

After 3rd place podium finishes in the

firgt two rounds of the season, Ferry tried

out the Yamaha 2-gtroke in the find of

round five but returned to the 4-stroke

from round six. Said to be better at

motocross than Supercross, Farry is look-

ing to bethefird rider to win a sriestitle

on a 4-groke. With the exception of two

bresks, incdluding onefor Eagter, the series
will run every weekend until May 16.
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China

Guangzhou Motor Show high-
lights Yamaha’'s comprehensive
brand strength

O ver the five days from Nov. 21 to 25 last year, the top Japanese

motorcycle makers displayed their products alongside those of

the domestic Chinese and European motorcycle makers and
parts makers at the Guangzhou Motor Show. With more and more cities
requiring registered license plates on motorcycles, it is becoming diffi-
cult to create new motorcycle demand in the Chinese market today.
Nonetheless, this year's show was marked by original designs and dis-
plays in the booths of the emerging Chinese makers that accentuate
their rapidly improving technology and corporate growth.
Meanwhile, the Y amaha booth displayed new models like the “ Avenue”
by Zhuzhou Nanfang Yamaha Motor Co., Ltd. and the “YBR125" by
Chongging Jianshe-Y amaha Motor Co., Ltd., as well asthe “FZS1000,”
which is a model imported from Japan. Also on display was the new

Pakistan

YAMA4 excites 6,000 people at its
DYL debut event

PP

Six thousand people in attendance

n Pakigtan, where paliticd reforms are promoting open markets, the motor-
cycle market is expected to show continued growth after expanding 138%in
2002 vs. 2001 to record total demand of 166,000 units. In this booming mar-
ket, the YAMA4 (YD100), the first Yamaha 4-stroke modd produced for the
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The new YBR attracted much visitor attention

Yamaha “Passol” electric scooter
recently introduced in Japan, all
of which made an impressive
appeal for the wide world of
motorcycling and the technol ogi-
cal excellence of the Yamaha
brand. At the Y amaha press con-
ference on the opening day,
Managing Director Miyao of
Yamaha Motor Co., Ltd. (YMC)
spoke before a large press corps
about Yamaha policy for the Chinese market. During the course of the
show, an especially large number of visitors asked questions about the
new “Passol,” reflecting the growing environmental consciousness in
Chinatoday.

Visitor traffic at the Yamaha booth was large and
active throughout the five days of the show

The YAMAA4 getting lots of attention

Pakistan’s top vocalist performing

Pakigtani market, was unvelled on Nov. 4 a an event organized by Dawood
Yamaha Limited (DYL), Yamaha's IV company. The event, held in Lahore
and atended by 6,000 people induding media representatives, dedlers, private
workshop owners and young bike enthusiasts, wes a Y amaha event of a scde
never before seen and included a performance by Pakistan’ stop singer.
Thisnew Y AMAA4 has been pecificaly designed for the Pakistani market. It is
based on the“T105" that has won such popularity in the ASEAN countries and
mounts anewly designed fud-efficient 4-stroke engine while adopting the exte-
rior looks of the “YB100,” which has been a status symbol in Pakistan for
many years. At the sametimeit is aso aproduct of Yamahd's“Glocd” manu-
facturing policy for part supply to achieve the right combination of product
qudity and competitive pricing.

Produced a the DY L Uthdl factory, thisnew YAMA4 promisesto be akey for
the company to create new demand and increase its market share. “We predict a
totd demand of around 200,000 bikes in three years and an increased share of
that for Yamaha” commented a company sdesperson. “We are working to
keep the percentage of CKD parts from Japan down and make efficient use of
parts from countrieslike Thailand, Indonesaand Mdaysa Along with this, we
want to develop our sales and service networks and produce the best productsto
keep our modes competitive over thelong term,” he added.

From: Satoshi Ito, West ASa BusinessDiv., YMC




Taiwan

All eyes on Yamaha booth at
Taipei Motor Show

ast year saw a big change in the Taiwan motorcycle market,

which already boasts one of the highest per capita motorcycle

ownership rates in the world. As of July 2002, Taiwan opened its i 4
market to motorcycles with a displacement of over 150cc, which had 1 et
previously been prohibited in the island nation. The result has naturally ST e
been astrong spurt in interest in the larger displacement models. . N ;
That interest was certainly evident at the 2003 Taipei Motor Show, held At the display of Yamaha’s YZR-M1 Moto GP factory machine attracted crowds
at the end of January in the nation’s capital. Nearly 100,000 people vis- i : of the Majesty 250 that is presently
ited the show during its four-day run, and many of them had their eyes the rage among young people in
on the lineups of bigger bikes on display at the booths of the Japanese Japan and the state-of-the-art YZR-
and European makers. M1 4-stroke MotoGP factory racer.
For Yamaha Motor Taiwan Co., Ltd. (YMT), this show was a big Other attractions like an autograph
opportunity to show a fuller range of Yamaha motorcycles than ever # event for the popular Japanese
before and make a strong appeal for the Y amaha brand as a technology ' actress “KIMIKO” who is the TV
leader with more to offer in every class. The Yamaha booth was orga- ; commercial character for the SV
nized around the theme of “Touching Your Heart,” and besides unveil- 3 gomised Majesty 250 from Japan was aiso MAX125 launch campaign and the
ing exciting new models like the “SV MAX125,” a new version of displayed hot Taiwanese talent Mr.Chang
YMT's popular Taiwan-market 125cc scooter model sporting an all Chen, kept visitors lined up at the Yamaha booth throughout the four
new SV engine, special displays were prepared for acustomized version  days of the 2003 Taipei Motor Show.

South Africa

\_m\ Parts Managers Plan African Business

0
r A Press tests bri Expansion XTVPY
ave reyvi ews fo I th L g urban, South Africa, was the site of the 2002 g S
: € new R6 DAfrican Parts Managers Convention, held over '
Unveiling the three days of Nov. 18 to 20. Thiswas the fifth
R6 mﬁzgﬁ"f holding of the pan-African parts managers mesting and WSS AT PARTS
many ! ast aut o was (_)rganlzed with thefu” cooperetion a‘d orgenization- Managers from distributors across
Couldn’ g : d kills of the host distributor, South Africals Yamaha Africa gathered in Durban for the 5th
i Distributors (Y D). The convention's agenda included Pas Managers” Convention
introductions of new parts and accessories products and seminars aimed at boosting
know-how in parts warehouse management. There were dso reports on present market
conditions by the managers from each country and meaningful exchange of information
and opinions on awide range of subjects. The African parts market continuesto hold great
potentid for growth, and to make sure thet the most is made of thispotentid, YMC's Parts
Operaionswill continue to hold conventions and seminars of thistype for parts managers
throughout the African market.
From Shigenori Hidaka, C&S America & Africa Department, Overseas Sales Div.,
Parts Operations, YMC

Japan

University Lectures on YMA Business Successes

series of weekly lectures was given &  of the company’s strengths and weeknesses. Suc-

Shizuoka Sangyo University, anindusiri-  cessful systems were created for the company’s

d college located in lwata city, home to  finance, warranty and partsdivisions
the YMC heed office, beginning Sep. 25,2002 A This program of lectures began at Shizuoka
totl of twelve sessions were presented by five  Sangyo University in 2001 and the associated
Yamaha Motor Group lecturers in the areas of  expenses such as educationa research fees and
research and development, manufacturing and  personnel costs are paid by corporations, organi-
marketing. zationsor individuals. e
In the fidld of marketing, Mr. Hiroyuki Yoshino, | ecturers have been
Senior Managing Director, Yamaha Motor Ma-  invited from locd ingti-
keting Co., Ltd. (YMMJ) utilized his business  tutions and corpora-
management experience in Audtrdia as the sub-  tions such as lwata City
ject for a series of three lectures beginning on Hall, banks and manu- . .
Nov. 27. He ited the example of I T systemstht  facturing companies.  birecr ¥oaming gnaeca fc-

On the track at

Almeria he fuel- were introduced & YamahaMotor AugrdiaPty., ;“(:ﬁlfgssg*ed;;r‘fn:g;{‘?g;z o
injection R6 proved Ltd. (YMA) asthe result of research and andysis ka Sangyo University

it's a whole new
machine
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France

Mapping the Way to Global “Passol” Wins Japan’s
Service Excellence

Most Prestigious Energy
Yamaha Motor France SA. (YMF) and Yamaha's

Japan

French manufacturing base, MBK Industrie SA., TS . Conservatlon Award
were hogts to the 2nd Globd Sarvice Ma'k',gef Meet-  President J-C Olivier of YMF (Center) helped host or the first time ever, the Energy Consarvation

. . h d Global i i d-
ing over the two days of Nov. 14 and 15, 2002. Following up g4 bzynre(;rgseite?t?\;‘:scferm e Center, Japan, has chosen a motorcycle as the
on the successtul firgt globa meeting in 2001, the number of recipient of Japan’s most coveted energy conser-

representatives and countries represented both increased thistimeto 52 and 35 respectively.  vation prize, the “Director General Prize of the Agency of Natural
What's more, the meeting was preceded on the 13th by another globa meting of Yamaha  Resources and Energy.” Naturally, the product this prize was award-
education base directorsfrom 11 countries. ed to isno ordinary motorcydle; it isthe revolutionary Y amaha Elec-
The emphasis of the service managers in this second holding was to prepare the way for tric Commuter “Pass0l.” Released in the Tokyo metropolitan area
globa standards and cooperation in an even larger range of sarvice activities and discus |ate lagt year in aunigue Internet test sales campaign, the “Passol” is
sonswere held for the findization of amedium term plan for service globdization efforts. an eectric-powered commuter vehicle that employs a lithium-ion
The representatives dso divided up into discussion groups to formulate proposds for an battery boagting one of the world's highest performance levels and
overdl vision of globa activities for the future.  super-thin design dectric power unit, al mounted on a lightweight
There was a shared consciousness among the par- auminum frame. The fact that it runs solely on clean dectric energy
ticipantsthat they were setting in motion activities  meansthat it gives off no exhaust gases whatsoever, while providing
that will leed to truly exciting servicetomatchthe  a quiet but enjoyably powerful ride. Designed to meet the needs of
exditing products Y amaha supplieson theworld  short-distance urban commuting and riding, the “Passol” will run

markets. about 32 kilometers on one charging of the battery. And, thanksto its
From Kuninori Kaneko, Motorcycle Service  highly environment-friendly systems, the “Passol” achieves arough-
Discussion groups debated contents for a vision to Div.,, YMC ly 60% reduction in CO: emissions, 90% reduction in NOx and
guide global activities for the future 3DpIOX. 80% reduction in SOx compa'ed to astandard 50cc gaeollne
powered scooter when evauated by the SO Life Cycle Assessment*

S/g;e‘n_ - N— e '

. *Life Cycle Assessment B
’n co I - Colombia (LCA) = An 1SO14040 series
. international standard for
0] tO S P r eés | d en t N evaluation of the entire envi-
A m b a S a.m ed ronmental impact of a prod-
S adO r to J uct throughout its overall life
2 d ap an cycle from its raw materials
- Ndustrig . through manufacturing and
s Colomblana De M otocic| use to final disposal. It is a
. S (’ neol motm) €tas standard that aims to encour-
. tr!bWOf and Mmanufactyy ! f'imd'ladis- age reduction of environmen-
big, lSprOUdtomrm Ing base jn Colom- tal impact.

or =
years and Made it the (he past twenty-five Mr. Futohashi, Senior Supervisor, —
’eﬁder in Col ., Environmental Affairs Div. (left),
: _Omb'a S and Mr. Nakamichi, General
Manager, 4th Product Manage-
ment Div. (right) at the booth

i _‘ i

Nod: .
will y M an ager f Incolmotos motocross team
contij rol ace Juan David Posada won
tml.‘e to hOld th H m ’nCO’motoS his sixth consecutive National

SeMinars ang Contests ~ Championship title

Top finishers in the first Yamaha Technical Academy
Grand Prix service technician contest held in Colombia.

We apologize for the fact that ALS MARINE CENTER was referred to as
a dealership instead of a distributor in the No. 1 2003 issue of Yamaha
News (page 12). We are very sorry for this mistake.
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Thailand South Africa

“New Spark” set to ignite sales Yamaha Managers Tackle
“The Roof of Africa”

ne of the world's oldest off-road motor races is
O dill running as big as ever in Africa, and many

aso condder it one of theworld' stoughest races.
So, when four managers from the Republic of South
Africa's Yamaha Didtributors decided to test themselves
and their products in the 2002 Lesotho Sun “Roof of
Africa’ race, it was no small undertaking. A three-day
event, now in its 35th year, that starts with a “Round the
Houses’ racein the Sreets of the Masery, the capitd of the
Kingdom of Lesotho, and atime tria on Thursday, the
actud race is competed in two 212 km race stages on the
legendary rugged terrain of the Mauti Mountains ranging
up to 3,000 meters. The four Yamaha Digributors mar+
agers, Peter Corkin, Steve Thompson, Darryl Lovegrove
and David Woodley, asssted by Sean Tormey, took on the
chalenge of this gruding race to show the qudity and per-
formance of their Y amahamotorcyclesin atangible, high-
profile way. All the bikes they rode, the XT350, TTR125
and the WR250F, were stock mechines, and the TTR125
ridden by Darryl was the smalest bike in the competition.
Stll, they wanted to show just how reliable, competitive
and fun their Yamahas could be
even in such atough contest. And
they did just that, with all four
membersof their team finishing the
558 kmwith no mishaps.
From Hanlie du Preez, Commu-
nications Officer, Yamaha Dis-
tributors, South Africa

Pop stars added to the excitement of the launch party

n the booming Thai motorcycle market, where total demand grew 44% last
I year to 1.3 million units, Y amaha paved the way for abig boost in sdleswith

the Dec. 2, 2002 release of the long-awaited 4-stroke, 110cc Y amaha moped
“New Spark” (Thai market name). Featuring the kind of sporty styling young
Tha' s prefer and performance that out-runs dl the competitors, this new model
a0 goes on sde with aline of gpeciad customizing partsthat are sure to differ-
entiate it from the budget-priced models released recently by the other Japanese
makers.
At the product launch event, President Ishikawa of Thai Y amaha Motor Co.,
Ltd. (TYM) said, “From now on, Yamahais going to target young people with
ahigh-added-va ue strategy. The New Spark represents the first embodiment of
thispalicy.” The excitement continued &t the launch party thet evening with the
gppearance of the hot pop group who will be the New Spark’s ad characters.
The success of the launch soon became clear, asfirgt orders from deders com-
pletely sold out theinitid TYM stock. Needlessto say, the outlook is bright for
big sdlesincreasesin 2003.
As preparations continue for subsequent launches of the New Spark in Indone:
Sa, Mdayda and Vietnam, young marketing staff from these countries gath-
ered in Bangkok from Dec. 17 to 20 &t the end of last year for a1t New Spark
Camp” to work on plans for marketing campaigns for the new modd. In the
energy and origindity with which the participants worked and shared idess and
opinions, one could sensethe big things aheed for Y amahain Southeast Asa.
From Hidehumi Kawai, Southeast Asa Business Div., YMC

The four proud Yamaha Distributors managers
finished the tough Roof of Africa race

Brazil

*ME Company is YMC's reorganized Marine Engine in-house company

YAMAHA NEWSMARCH 1, 2003 13




Japan

Winners Chosen in Children’s

Painting Contest

pand of judges led by the famous Japanese painter
A Kazuo Kudo convened at the Tokyo office of Yama-

ha Motor Co., Ltd. (YMC) on Nov. 26, 2002, to
make the fina decisions on the winners of the 14th Annud
Yamaha Children’s Waterside Painting Contest. The panel b e U =% A
selected winners in the upper dementary, lower elementary, o ] e e
and nursery school (HQ)OFi esfrom among 420 pa'nti ngs that :’he Qapape§e Minister of Education and Sciencg _Prize went The Minister of Land, Infrastrupture and'Transport Prize was

R ) o 0 this painting by Japanese 6th grader Aya Fujii awarded to 6th grader Kazuki Matsushima, Japan

had passed the initid judging of the full 7,858 paintings sub-
mitted between July and November of last year. Impressed ' " A . | ¥
by this year's submissions, Mr. Kudo said, “We saw some = ~=salls R, - =1/ i
very origind paintings this time with highly individua styles
of expression different from the past, even though many
were coming from the same schools that have submitted in
past years. | believe that getting children to paint like this
isnot only agood way to ingtill alove of nature but aso to
keep young minds healthy and active.”
Organized again by the Japan Marine Sports Promotion ety el
Foundation, the contest’s painting themes were “The mtilsm———". e 2 S T S
Beautiful el (environmenta preservation), “Working on e il Evromen e verco e Faters gene P
the Sea” (fishing ports, etc.) and “The Seais Fun” (marine  indonesia
recregtion). The top four prizesincluded the Japanese Min-
ister of Education and Science Prize, the Minister of Land,
Infrastructure and Transport Prize, the Minister of Envi-
ronment Prize and the Director-General of the Fisheries
Agency Prize. The winning paintings can be seen intro-
duced on Yamaha Motor's website (http://www.yamaha:
motor.co.jp/seascape/2002/index.html).

Japan

YNA Awarded for Promoting
International Trade and Relations

amaha Nutreco Aquatech
Y Co., Ltd. (YNA) and

YMC's joint venture part-
ner Nutreco Holding N.V. of the
Netherlands were recently presented
the “Deshima Award” for major
contributions in the fields of interna-
tional trade and relations between
Japan and the Netherlands. The
Deshima Award, established two

Malaysia

Asian Golf Car dis-
tributors get look at
new G-MAX

n Dec. 3and 4, 2002. the 1t Asa Golf
Car Sales Meeting was held in Johor
Bahru, Maaysia. In addition to pre-
sentations of the Yamaha Golf Car market
policies and business reports from the various Asian distributors, the gath
ered representatives got the opportunity to test ride the lineup. This was the

The participants in the 1st Asia Golf
Car Sales Meeting

Nutreco’s Managing Director Philip
Smith receives a commemorative gift
at the award ceremony on Dec. 5,
2002 at the Netherlands Embassy in

[obe years ago under the auspices of the
Dutch chamber of commerce and

indugtry office in Japan and the Embassy of the Netherlands, is given
to companies that make outstanding contributions in export, invest-
ment and technology transfers to Jepan. The recipient, YNA, isacom-
pany founded by YMC and Nutreco in 1998 to supply EP feed pdllets
(Been's) and feeding technology to Japanese operators of fish farming
for yellowtail and seabream out of its home office in Fukuoka, Japan.
By supplying operators with nutritionally balanced feed pellets and
Y amaha autométic feeders, YNA dgirives to reduce operating costs and
increese the efficiency of their fish farming operations. Asfor Nutreco,
it is an international company with leading positions in high-quaity
animal and fish feed industries and in fish farming. As companies
involved in the important feed and fish farming industries, both Nutre-
coand YNA are keenly aware of their regpongbility to provide qudity,
environment-friendly products and services.
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firg time that YamahaMotor Co., Ltd. (YMC) has organized a golf car dis
tributor meeting specifically for the Asian region, which is now one of the
main markets for Y amaha brand golf cars manufactured by Y amaha Motor
Manufacturing Corp. of America (YMMC). One of the highlights of the
meeting was the introduction of YMMC's new models “G-MAX 4-
STROKE" and “G-Max 48V,” featuring the biggest power in class and the
smooth-riding Tru-Trak front suspension and mono-link rear suspension to
handle al the ups and downs golfers are sure to encounter on most courses.
Besides unmatched performance, the “G-MAX models’ are also designed
to be virtualy maintenance-free. Another important purpose of the meeting
was to build closer communication links and cooperation between YMMC,
Y amaha Golf-Car Company, YMC and the Asian digtributors. All the par-
ticipants agreed that this aim had been served and expectations are high for
apositive market reception for the new G-MAX models.

From Yoko Yamada, Overseas Sales & Marketing Div., Outdoor Power
Equipment Operations, YMC
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The prominent Yamaha booth showed a full range of Yamaha boats, PWCs and outboard motors along with various

marine information counters

The Tokyo Internaiond Boat Show isthebig
season-opening event where maker booths
display what' snew in marineleisure and sport
trends, and again this year the show venue
was packed with marinefans over itsfour-day
run beginning on February 8.

Thethemeof the Y amahabooth thistimewas
“The Sea— One-of-ackind Weekends’ and it
was desgned as a center for getting out infor-
mation about al the products and software
agpectsof Yamaha smarineativities

Products on display included ten
motorboats, five persond watercraft,
eight outboard motors and one sail-
boa. In addition, there was a marine
accessories corner and counters for
providing information about various
sarvices. In the outboard motor sec-
tion, four modes each of Yamehd s 2-
strokes and 4-strokes that answer
today’s environmental needs were
shown, like the new 240 hp 2-groke
“Z240A" with HPDI. Already
launched in the U.S lagt year as the “Z250;
this largest horsgpower HPDI modd wes the
target of intense vidtor attention throughout
theshow'srun.

The persond watercraft on display were pri-
marily environment-friendly models as well,
like the 4-stroke engine powered “MJ-
FX140,” a cruising version of the same
modd, the “MJFX140 CRUISER,” and the
fud injection 2-stroke “MJGP1300R” that

achieves deaner emissionscomparableto a4-
groke

In the boat section, the lineup of ten modds
from various genre, incdluding the domestic-
market fishing boat “YF-23" rdeased in the
autumn of last year, the “CR-33" cruiser
designed to offer relaxed boating and the
“AG-21" (AeroGear) specidly outfitted for
wakeboard towing, gopeded to a wide range
of vistors.

New Yamaha products like this environment-friendly fuel-
injection WaveRunner GP1300R stood out at the Tokyo Boat
Show

At the Yamaha press briefing on the show's
opening day, Yamaha Motor Co,, Ltd. Pres-
dent Toru Hasegawa spoke about the efforts
that are being madeto build a better and more
complete marine leisure environment with
leadership from the national and local gov-
ernments around the country. Then he spoke
about areas Yamaha is concentrating its
effortsin.

“In order to increase the number of marine

fans in the future and promote the soread of
sound marine leisure, the best thing we can
doisto get more and more children to actud-
ly experience the greatness of the natural
world and the fun they can have on the seaor
waterside. Because of this belief, we have
taken severd measures in our booth to hdp
dementary and middle school aged children
experiencethefun of marineleisure Wehave
a0 included educationd contents concerning
weterdde activities for teachers who indude
outdoor ativitiesin their curricullums Yama:
ha has dso joined other industry companies
in active participation in the “Eco Boa” pro-
ject of the Ministry of Land, Infrastructure
and Trangport for the devdopment of a new
type of boat congtruction utilizing injected
foam to make boats thet are more eesily recy-
ded or reused. Inwayslikethis, wewill work
harder than ever in cresting environment-
friendly products”

CR-33 (New model)

This cruigng boat with its neo-classic design
offers a pleesing marriage of the new and the
nostalgic. With features like thrusters front
and rear (rear optiond) that enable sideward
motion and aspacious cabin, thismodd saeks
anew leve of piloting esse and on-board liv-
ing comfort. Also, anew cugtomizing sysem
offers choices of interior and exterior color
schemes and layout to fit the cusomer’ sindi-
vidud tagtes

MJ-FX140 CRUISER (New model)

Like the MJFX140, this modd mourts the
“MR-1" 4-stroke engine with its exceptiond-
ly clean emissons and quietness. Thisis a
family cruisng modd with hip supports built
into the seats for greater comfort in longer
cruisng.

Z240A (New model)

The“Z" series outhoards adopt
the Yamaha-exclusive High
Pressure Direct Injection (HPDI)
system to achieve dramatic
improvements in fud economy
and emissionswhilemaintaining
the strong points of the 2-gtroke
engine. Now, the new 240 hp
modd “Z240A” joinsthelineup.
Displacement: 3,342cc Max.
output: 176.5kW (240ps)
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New RX Warrior Expands
the World of 4-Stroke Snowmennng

since
Y amaha created
a sensation in the
world snowmobile
market by introduc-
ing the first practical 4-
stroke snowmobile produc-
tion model, “RX-1.” Now a
new variation of this model is
headed for the market, where total
annual demand is estimated at about
200,000 units. The new model that was
just introduced in North Americain
February is named the “RX Warrior”
and it will bein shops by autumn of this
year as a 2004 model.
This new RX Warrior has been devel-
oped around the concept of “perfor-
mance solo touring.” It takes as its base
the RX-1, with all its new develop-
ments for 2004 and adds state-of -the-art
technical features throughout its design
with the aims of (1) achieving highly
versatile running performance capable
of handling a wide range of riding con-
ditions and (2) even greater comfort in
long-distance touring. In other words,
Y amaha's engineers set out to build a
4-stoke “all-rounder” for the sport
snowmobile category.
The new RX Warrior will feature as
standard equipment the same 136 x
1.25 inch track belt as the '04 model
RX-1, a rear suspension with a high-
pressure-gas type shock absorber fea-
turing a damping adjuster to accommo-

t has been a
year

date al kinds of rid-
ing conditions, a slip-

resistant step made of extruded alu-
minum to help the rider achieve more
linear handling performance, plus a
convenient reverse gear. These func-
tions combine with the powerful
1,000cc 4-stoke engine to provide out-
standing running performance not only
on flat courses but on bumpy trails and
in fresh, unpacked snow. But, despite
taking the RX-1 as its development
base, the RX Warrior is more than sim-
ply avariation model.

Says the Warrior’'s devel opment Project
Leader, Mr. Takuji Nakano, “The RX-1
we introduced last year was not so
much a model that evolved in answer to
existing customer needs as a model that
we at Yamaha created to propose a
whole new kind of snowmobiling. But,
there are still many in the market who

think that a 4-
stroke is too heavy to be prac-
tical for a snowmobile. What the new
RX Warrior is, | believe, is a product
aimed at convincing these doubters and
stimulating the spread of 4-stroke sleds
while at the same time reflecting a lot
of the ideas that have come to us in our
development work for standard models.
In more specific terms, the 1,000cc 4-
stoke engine is a power unit with the
potentia to deliver exceptional traction.
The RX Warrior is in large part the
result of our attempt to put this great
traction potential to use in a snowmo-
bile.”
This aim is also reflected in the track
belt. It may look pretty much the same
as any other, but in fact it has a unique
design with varied intervals between
the tread fins that proves especially
effective in new snow. There are rea-
sons like these behind every design
detail in the new RX Warrior.
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