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Bridgestone Ltd. two years later in Kurume,
Japan, as the first local tire supplier for the blos-
soming Japanese automotive market. The com-

pany was eventually renamed Bridgestone
Cor poration in 1984.

Bridgestone’s corporate family traces its
American roots back to the establishment of
the Firestone Tire & Rubber Co. in 1900.
That was the year that 31-year-old Harvey
S. Firestone — a close friend of Thomas
Edison and Henry Ford — started tire pro-
duction in Akron, Ohio, with just 12 employ-
ees. In 1983, Bridgestone acquired its first
U.S. production base by purchasing a
Firestone plant in La Vergne, Tennessee.
This foreshadowed Bridgestone’s acquisition
of that U.S. company in 1988, for a total of
$2.65 billion, and the rise of one of America’s

biggest brands ever.

THE PRODUCT
Bridgestone researches, develops, manufactures,
and markets tires for almost everything that moves
on wheels. In fact, the company, through its inter-
national subsidiaries, sells more than 8,000 differ-
ent types and sizes of tires — from a 13-foot-tall

giant radial for earth-moving equipment to a kart
tire that stands a mere 10 inches high. 

Bridgestone’s major consumer product lines
are Dueler (for light truck, SUV, and CUV vehi-
cles), Potenza (for performance vehicles), Turanza
(for touring cars, providing excellent road per-
formance on wet surfaces), and Blizzak (for all

THE MARKET
Bridgestone is the world’s largest tire and
rubber company. Based in Nashville,
Tennessee, Bridgestone’s North American
subsidiary develops, manufactures, and
markets a wide range of Bridgestone,
Firestone, and associate brand tires to
address the needs of a broad range of
customers, including consumers, vehi-
cle manufacturers, and those in the agri-
cultural, forestry, and mining industries.

Most Americans associate Bridgestone
tires with passenger cars and light
trucks. However, the Bridgestone family
of companies also makes tires for truck,
bus, off-the-road, motorcycle, agricul-
tural, and kart applications. 

Bridgestone Americas markets these
tires through a variety of different outlets.
In addition, through the Bridgestone Bandag
Tire Solutions unit, retreading customers have
access to industry-leading research and develop-
ment, manufacturing, and marketing and sales
expertise, providing a total tire solution.

ACHIEVEMENTS
Bridgestone Corporation has become the largest
tire and rubber company in the world. More than
130,000 Bridgestone teammates across the globe,
including 53,000 in the Americas, serve the com-
pany’s customers.

In addition to its flagship brands — Bridgestone
and Firestone — the Bridgestone family of com-
panies also makes a number of the raw materials
that go into tires and maintains 2,300 company-
owned tire retail outlets in North America. The

®

company’s tires are also sold through tens of
thousands of independent retailers operating in
more than 150 countries around the world. Non-
tire products include automotive components,
particularly vibration- and noise-isolating parts,
such as engine mounts and air springs; industrial
products, such as polyurethane foam, conveyor
belts, and rubber tracks for crawler tractors; con-
struction (such as rubber roofing) and civil engi-
neering materials; and sporting goods (golf balls

and clubs, tennis balls and rackets,
and bicycles). Products are man-
ufactured at more than 40 tire
plants and more than 60 non-tire
plants on six continents.

HISTORY
Bridgestone was founded by
Shojiro Ishibashi, whose literal
name translation means “stone
bridge.” Prior to founding the tire
company, Ishibashi, along with his
brother, had led the family cloth-
ing business, which produced tabi
— Japanese workers’ footwear.
Ishibashi revolutionized that
industry by adding rubber soles
to his footwear. Deciding that his
future lay in the rubber business,
he began intensive research and
development in 1929, founding
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