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Executive Summary	Comment by Huan Geng (2000319): 这个读起来不像是执行摘要 倒像是introduction。执行摘要的职能应该是让读者通过阅读执行摘要来总揽全文。你要写什么，做什么分析 得到了什么结果 提出了什么建议。


In recent years, driven by diverse consumer demand, changing consumption concepts, and technological research and development innovations, the new energy vehicle industry has developed rapidly worldwide and received support from the policies of many national governments. As a major Japanese automaker, Toyota Motor Corporation has long relied on its mature products, Japanese family business culture, and established management systems to gain consumer recognition and favorable evaluations in multiple countries, and significantly increased its production volume and scale in the past. However, with the emergence of new energy vehicle brands, young consumers in many countries have begun to shift their consumption concepts and are more inclined to purchase new energy vehicles. Additionally, rising oil prices and policies promoting sustainable development strategies by various governments have provided certain policy support for new energy vehicle companies. Today, Toyota faces intense competition with other new energy vehicle sales companies. Compared to the Tesla brand, which focuses on producing pure new energy vehicles, Toyota still lacks sufficient experience and innovation in new energy technology production. According to market structure surveys, approximately 55% of consumers prefer new energy vehicles, which may impact Toyota's overall future revenue and profits.





[bookmark: _Toc225379345]Introduction


This study selects Toyota Motor Corporation of Japan as the research subject. Founded in 1937, Toyota primarily engages in the production of fuel-powered passenger cars and SUVs. The company has subsidiaries and production and sales facilities in every country around the world. With a long history, Toyota has rich experience in fuel vehicle technology, economic management, and talent management, and takes pride in its high export sales and brand awareness. However, with the expansion of the new energy vehicle market and changes in consumer perceptions, the diversification of new energy vehicle brand competition and strategic management pose threats to Toyota's market operations and have led it to face intense competition in the automotive brand sector. The core issues of the enterprise mainly lie in the lack of innovative capabilities in new energy vehicle R&D technology and the absence of new energy vehicle market operation strategies. This paper, taking Toyota Motor Corporation as the research subject and adopting an overall research perspective, mainly embodies its practical value in the following aspects: first, based on an in-depth investigation of the company's development status, existing problems, and internal and external competitive environment, this study applies theoretical analysis methods such as SWOT, PESTEL, and Porter's Five Forces models.























[bookmark: _Toc225379346]External macroeconomic factors

A strategic planning approach and comprehensive theoretical analysis are needed to examine the interdependencies among these macro-environmental factors. Toyota Motor Corporation has been able to achieve higher strategic coordination goals and innovative operational efficiency (Hitt et ., 2020). Theoretical frameworks such as the PESTEL framework and the Five Forces model are used for such analyses.




[bookmark: OLE_LINK5][bookmark: _Toc225379347]PESTEL analysis of Toyota Motor Corporation's external macroeconomic factors	Comment by Huan Geng (2000319): 还是太多的理论解释 你可以去找老师推荐的文献读一下 尤其是分析型的report 读一读别人在写报告的写作逻辑。这样对你的写作也有帮助。	Comment by yuanling zhang: 
PESTEL analysis is a framework used to evaluate the macro-environment, which refers to the external environment in which any business operates, to identify opportunities and risks. This model is applied to analyze the external innovation sustainability of Toyota Motor Corporation.
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Political changes affect the market, which in turn impacts Toyota's sales capacity and the production of automobiles and vehicles. Government policies regarding environmental protection and carbon emissions also influence Toyota's manufacturing and sales. （DAmato ，2017) pointed out that stricter emission regulations in Europe have forced consumers to purchase new energy vehicles, leading to an increase in demand for new energy vehicles and a decline in the purchase of traditional fuel-powered cars, thereby reducing the supply and demand for fuel-powered cars. This has weakened Toyota's competitive advantage and market position in the traditional fuel-powered car sector. Policies promoting the replacement of fuel-powered cars with new energy vehicles have also prompted Toyota manufacturers to further increase their investment in the research and development of environmentally friendly vehicle models in the next step. (Protts, 2017)




[bookmark: _Toc225379349]Economic factors refer to macroeconomic
Toyota Motor Corporation's transition to electric vehicles (EVs) has had a negative impact on traditional automotive industries. The new energy vehicle industry, an important contributor to the national economy accounting for approximately 10% of gross domestic product (GDP) (Staff, 2023), creates employment opportunities in new areas such as battery manufacturing and charging infrastructure development while affecting employment and sales within Toyota's traditional automotive sector. It is projected that the EV market will create around 30,000 new jobs by 2030 (Hamano & Hamano, 2024). Driven by government incentives and increasing demand, the EV market is growing strongly. Market revenue is expected to reach approximately $5.31 billion by 2024, with a compound annual growth rate (CAGR) of 3.67% projected from 2024 to 2029. Unit sales of electric vehicles are forecast to reach 109,700 by 2024 (Statista, 2024). The dynamic market environment is supported by the expansion of charging infrastructure, with approximately 5,450 charging stations expected by 2024. Economic benefits also influence Toyota's competitive decisions.
[bookmark: _Toc225379350]Social Factors 
Public awareness and acceptance of electric vehicles are crucial for their widespread adoption. As new market dynamics emerge, generational shifts occur, and concerns about sustainability grow, consumer attitude groups are also continuously evolving (Rezvi et al., 2025). Furthermore, surveys indicate that younger generations show increasing interest in sustainable transportation, with 45% of young people preferring electric vehicles over traditional gasoline-powered cars (Preedakorn et al., 2023). This shift in consumer perceptions also presents potential challenges to Toyota's market competitiveness and product substitutability.

[bookmark: _Toc225379351]Technological Environment
Technological advancements are driving innovation and the competitive landscape in the automotive industry. Digital transformation, artificial intelligence (AI), and the shift from traditional assembly lines to intelligent production methods are reshaping conventional industrial manufacturing. The automotive sector is adapting its production models and launching new autonomous vehicle products (Adebayo & Zhang, 2023). The latest developments in electric vehicle (EV) technology have improved battery efficiency, charging speed, and range. Today's battery energy density exceeds 300 Wh/kg (Kane, 2022). Fast-charging technologies can deliver up to 350 kilowatts of power, allowing cars to charge to 80% in just half an hour (Ghaboussi, 2024). The average range of electric vehicles has increased to approximately 400-500 kilometers per charge (Jervis, 2024). New energy vehicles are leveraging their advantages to replace traditional gasoline-powered cars from brands like Toyota, from introducing new products through innovative production technologies to enhancing product practicality, leading to a lag in innovation at Toyota.
[bookmark: _Toc225379352]Legal Environment
Failing to comply with laws may result in substantial fines (Silverman, 2020). Existing regulations related to electric vehicles are crucial for industry development and sustainability. Safety standards and emission regulations aim to reduce harmful pollutants emitted by vehicles (Sulmeisters, 2022). Governments have implemented standards set by automotive research institutes to ensure electric vehicles meet safety and environmental requirements, with the EU Battery Directive serving as a model for comprehensive recycling regulations (Directorate-General for Environment, 2023). New energy vehicle companies that lack understanding of laws in different countries may face industry penalties, damage to corporate reputation, and reduced interests. This is exemplified by Toyota's advantages in automotive operations through comparison.

[bookmark: _Toc225379353]environmental Factors 
A study on the impact of environmental factors on corporate strategy and operational outcomes. These factors encompass the opportunities and threats that enterprises face in their operating environments. Kotler and Keller (2020) emphasize that dynamic environmental changes require organizations to continuously adapt to external pressures to maintain a competitive advantage. Enterprises operating in volatile environments anticipate changes in political, economic, and technological environments to ensure survival and development (Johnson, 2022). Life Cycle Assessment (LCA) of electric vehicle (EV) batteries is crucial for understanding their entire environmental impact from production to disposal. LCA covers multiple stages, including raw material extraction, manufacturing, use, and end-of-life disposal (Temporelli et al., 2020). While there are differences when comparing both, the overall carbon footprint of electric vehicles is typically lower than that of internal combustion engine vehicles, at which point Toyota's advantages become evident.

[bookmark: _Toc225379354][bookmark: OLE_LINK6]The Porter's Five Forces Model in Sustainable Market Competition
The Porter's Five Forces model can be used to analyze the competitive environment of the Toyota automotive industry. These five forces include the threat of new entrants, the threat of substitutes, supplier bargaining power, buyer bargaining power, and the intensity of competitive rivalry.

[bookmark: _Toc225379355]Analysis of Toyota using Porter's Five Forces Model
• Threat of New Entrants: The threat of new entrants in the Toyota automotive industry is relatively low. The industry has low growth potential and profits from customer loyalty, which attracts many repeat customers and new customers through loyalty.
• Threat of Substitutes: The threat of substitutes in the Toyota automotive industry is high. Toyota vehicles compete with new energy vehicles, resulting in a high level of product substitution.
• Bargaining Power of Suppliers: The bargaining power of suppliers in the Toyota automotive industry is relatively low. Key component configuration technologies are mature, giving suppliers limited bargaining power.
• Bargaining Power of Buyers: The bargaining power of buyers in the Toyota automotive industry is relatively high. Toyota vehicles and new energy vehicles compete on technological content and brand pricing, and the diversity of products influences buyers' bargaining power.
• Intensity of Rivalry Among Competitors: The intensity of competition within the Toyota automotive industry is high. There are numerous enterprises in the industry, with continuous technological innovation and intense competition among companies.




[bookmark: _Toc225379356] Internal analysis	Comment by Huan Geng (2000319): Internal Analysis中，你的问题是把资源当成优势来写。你提到了企业文化、质量、人才等，但没有判断这些是否真正构成竞争优势。你需要使用VRIO的逻辑去判断，而不是描述。比如，Toyota的高质量是有价值的，但并不稀缺，因为其他品牌也能做到，所以它不一定是长期优势。你需要在每一个资源分析后给出结论：这是竞争优势，还是只是“和别人差不多”。同时，RBV部分不需要写太多理论解释，而是要集中分析Toyota的具体资源。

每一个企业都不同 意味着尽管使用的是同一个理论 带入到你自己的case当中得到的分析结果也会不一样，那么你要学会读懂理论去看你的企业符合什么不符合什么，有什么资源？去分析，不要写，不要描述。
Through internal analysis, which involved comparative analysis using the value chain and new energy vehicle cases, Toyota's competitive advantage resources have been identified. These resources help address relevant issues in the short term; however, in the long run, Toyota's resources are comparable to those of new energy vehicles and thus cannot form a sustainable competitive advantage.
[bookmark: _Toc225379357]VRIO Framework Competitive Advantage Analysis

A competitive advantage identification technology based on the VRIO framework was developed by applying the value chain model. The VRIO framework is constructed through a series of questions regarding resources and capabilities (Ariyani., 2018).

a. Value: Enterprises can better seize opportunities and address threats by improving operational efficiency and effectiveness (Ariyani , 2018). Toyota's strengths include its operational efficiency, well-coordinated systems, inclusive corporate culture, and stable team members, which are advantages for Toyota.
b. Rarity: Resources and capabilities are controlled or rarely owned by other companies (Ariyani., 2018). Toyota's vehicles are of high quality and durable. Compared to new energy vehicles, which have advanced technology but unstable quality, Toyota holds a competitive advantage in terms of rarity.
c. Inimitability: These resources and capabilities are difficult to imitate or replicate (Ariyani., 2018). Toyota has a stable supply chain for raw materials and owns its own supply factories. New energy vehicles have high requirements for resource matching, giving Toyota an advantage in terms of inimitability.
d. Organization: The company has support and management for resources and capabilities (Ariyani., 2018). Toyota has a mature organizational management system and offers good employee benefits. Analysis shows that Toyota holds an advantage at the organizational management level.

[bookmark: _Toc225379358][bookmark: OLE_LINK8]Resource-Based View (RBV) Evaluation

The Resource-Based View (RBV) emphasizes that heterogeneity arises from the resources and capabilities controlled by firms. The Resource-Based View explains a firm's internal resources, and the interactions among these internal organizational resources have the potential to enhance firm performance and achieve sustained competitive advantage (Galdino et al., 2023; Hitt et al., 2016). From the previous analysis, it can be concluded that Toyota's competitive advantage primarily stems from intangible resources such as team stability, mature management systems, corporate culture, and high-quality automobile products, while it lacks advanced technological innovation experience in tangible aspects, among others. (Barney, 1991， Hesterly, 2015)








According to Barney and Hesterly (2015), resources can only generate a sustainable competitive advantage if they meet all four criteria simultaneously. Through a comparative analysis of the two theories, it is concluded that Toyota's competitive advantage only yields a short-term competitive edge, which is easily replaced.













[bookmark: OLE_LINK10][bookmark: _Toc225379359] SWOT Analysis	Comment by Huan Geng (2000319): 注重逻辑衔接 你前面的内外部分析之后 通过swot梳理，把优势弱点等等梳理出来 优势意味着什么 风险意味着什么？如何抓住优势 又如何规避风险
Based on the analysis of internal and external systems, we have decided to use SWOT analysis as a strategic thinking tool. Through the previous analysis, when constructing the SWOT matrix, we identified the favorable and unfavorable aspects of Toyota's market development.

Strengths (S) — These are internal resources that support an organization in achieving its goals. Strengths primarily include strong brand reputation, stable team and employee base, and a complete raw material supply chain. Identifying these strengths helps enterprises leverage their own advantages to maintain a competitive.
Weaknesses (W) — These are internal factors that may hinder an organization from achieving its goals. They include a lack of experience in new energy vehicles, gaps in the new energy vehicle market, and a shortage of advanced technical talent.
Opportunities (O) — These are external factors or market trends that an organization can utilize to gain an advantage. Opportunities arise from changes in consumer demand behavior, government policy issuance and adjustments, shifts in market demand, and new growth avenues brought about by regulatory changes.
Threats (T) — These are external factors that may jeopardize an organization's success. Threats can come from multiple sources, including technological innovation in new energy vehicles, the emergence of new competitors in the new energy vehicle industry, and changes in government regulations. Identifying these threats helps enterprises prepare for potential challenges.


TOWS analysis can also be applied to develop specific tactics required for implementing strategies, as well as to identify more concrete actions that support these tactics. According to （Wheelen ， Hunger 1982), TOWS encompasses four types of strategies: WT strategies follow the 'Min-Min' principle of threat and weakness analysis, aiming to reduce threats and overcome weaknesses in Toyota's future operations. WO strategies adhere to the principle of analyzing weaknesses and opportunities through systematic analysis, seeking to weaken weaknesses and adjust business models by leveraging opportunities for Toyota in the market. ST strategies follow the 'Maximization of Strengths and Minimization of Threats' principle, which involves strengthening Toyota's competitive advantages and replacing risk avoidance. SO strategies follow the 'Maximization of Strengths and Opportunities' principle, focusing on enhancing strengths and seizing opportunities.


[bookmark: _Toc225379360]Toyota's Strategic Planning and Competitive Positioning	Comment by Huan Geng (2000319): 先说明Toyota目前主要依赖的是低成本和可靠性策略，然后结合前面的分析说明这种策略在新能源时代已经不够，再提出新的战略方向。Ansoff模型的使用也需要有逻辑支撑，你选择某个增长路径，必须和前面的分析一致，而不是单独存在。

Toyota Motor Corporation's current strategy centers on automotive product quality, emphasizing low cost and reliability. However, with the expansion of the new energy vehicle market, new markets require new technologies and management approaches. The emergence of the new energy vehicle consumer market also indicates that Toyota's strategic reliance on reliability is not applicable to the new market business models. To enable Toyota to achieve technological breakthroughs in the new energy vehicle market, based on previous analysis, Toyota can adopt the following methods proposed by Ansoff when formulating business strategies: Market Development — focusing on developing new markets or new market segments for existing products or services. This includes leveraging existing experience to expand and strengthen Toyota's existing product synergies in the traditional fuel vehicle market, while precisely segmenting and managing the fuel vehicle market to ensure no interference between different segments. Diversification — focusing on developing new products to enter new markets. In terms of diversification, innovatively develop new energy vehicle products and improve supporting facilities and equipment for new energy vehicles. (Ansoff, 2013)

[bookmark: _Toc225379361][bookmark: OLE_LINK11][bookmark: OLE_LINK12]Sustainability and Strategic Recommendations	Comment by Huan Geng (2000319): 可以说明发展新能源可以降低长期成本、提升品牌形象、满足政策要求。然后提出具体建议，比如加大新能源技术研发、优化绿色供应链、减少碳排放等。不能喊口号 没有实际的战略建议


In the development of new energy vehicles, Toyota has concluded that new energy vehicles can change management and business models, reduce long-term costs, maintain corporate reputation, and continuously enhance brand image. The limitations of this study have pointed out new directions for future research. The following suggestions are proposed for next steps: First, conduct more in-depth investigations into consumer preferences for new energy vehicles through questionnaires and experimental design, and carry out comparative studies and analyses to gain early insights into the new energy vehicle market. Second, increase investment in new energy technologies to fill Toyota's gap in the new energy vehicle market and recruit high-tech talent in the new energy field. Third, flexibly utilize government policies and strengthen ties with the government. Fourth, extend Toyota's green industrial chain. Fifth, continue to maintain customer service loyalty.






































[bookmark: _Toc225379362]Conclusion	Comment by Huan Geng (2000319): 过长了 总结全文 战略问题要明确 


Through theoretical strategic analysis, a complex situation where opportunities and challenges coexist in the current internal and external environment has emerged. Toyota's significant competitive advantages and disadvantages stem from competing with the new energy vehicle market, a point further reflected in its response to emerging trends. To address these challenges and seize opportunities, more in-depth internal and external market analysis has identified Toyota's strengths and weaknesses, which can be mutually convertible. When facing the market, Toyota enhances its corporate technological innovation capabilities and adjusts its operational experience by leveraging its existing product competitive advantages. Conclusions drawn from identifying threats, along with insights into government policies and other reference recommendations, will provide prudent guidance for Toyota's future business operations.
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