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[bookmark: _Toc150029496]Executive Summary 
Vision 
The vision of Toyota to internationalize its business will engage it in identifying suitable options for business expansion. The company aims to assess suitable internationalization strategies to support the possible ways of improving its international business marketing activities. The company's performance in the market will be evaluated based on strategies such as ethnocentric, polycentric, and geocentric. Toyota has created a balance within the competitive market to increase profitability. The vision of international expansion will be based on its geocentric strategy of hiring people from different regions to expand the market. The focus on the host country, China, will support the company in pursuing its vision of internationalization.
Mission 
The mission of Toyota to expand the market in China will engage it in identifying the market threats and opportunities. The company's objective to assess the ways of managing business expansion will be addressed through external environment analysis. Toyota also needs to understand its performance in Japan to understand the need for a suitable strategy while expanding the market in China. The international strategy of Toyota will be based on the objective of maintaining contextualization of business marketing strategy within the global competitive market. Toyota will implement its internationalization strategy by empowering its presence in the Chinese market. 
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[bookmark: _Toc150029497]1. Introduction
The global ecosystems based on the internationalisation of business demonstrate the importance of managing business expansion across borders (Nambisan, Zahra, and Luo, 2019). The process of internationalisation generates opportunities for businesses to maintain a global presence. Focusing on the complexities of international markets, firms adapt strategies suitable to their international marketing process. Multinational organisations expand their market by assessing the impact of external environmental factors on business performance. Through exploring the opportunities within the global business landscape, organisations maintain adaptation towards specific internationalisation strategies. Toyota, the global automotive company, expands the market based on an adaptation of its internalisation strategy, which empowers its global reputation. 
The business report involves the internationalisation strategy evaluation of Toyota. The Japanese company's international strategy concerning China will be assessed. The business overview and internalisation journey of Toyota are discussed to identify the company's internationalisation strategy. The ethnocentric, polycentric, and geocentric approaches are evaluated to assess the adapted strategy of Toyota while ensuring internalisation and strategic decisions. PESTLE analysis reveals the impact of macro-environmental factors on the company's internationalisation process. It has also shown the impact of contextual factors in shaping the internationalisation strategy. Recommendations are suggested for Toyota's business performance improvement while managing global expansion. The recommendations will support the company in addressing the potential challenges.  
[bookmark: _Toc150029498]2. Background Analysis
The Japanese automobile company Toyota operates globally to provide a wide range of services. The company's advanced and innovative vehicles improved the consumer base all over the world. Toyota is one of the largest global automobile manufacturers due to its excellence and innovation. Services of the company are available in around 170 countries. Toyota employs more than 370,000 people, which has established the company's global brand position (Toyota-Europe, 2023). The company has also developed 71 manufacturing centres globally (Toyota-Europe, 2023). Research and development activities of Toyota ensured electrification services. Toyota focused on providing products such as battery electric vehicles, electric batteries, fuel cell electric vehicles, plug-in hybrid electric vehicles, and hybrid electric vehicles. Innovation is led by its employees, which empowers the company's operations. Around 375,235 employees work globally, as reported at the end of fiscal 2023. An increase of 0.65% in employees indicates that Toyota has a practical employee retention ability (Carlier, 2023). 
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Figure 1: Toyota Employee Number
Source: (Carlier, 2023)
The foundation of Toyota Motor Corporation in 1937 by Kiichiro Toyoda led the Toyota production system to be spread across global regions from Japan. During the 1950s, the company reigned 40% of the market share within the Japanese automotive industry (Toyotabharat, 2023). The journey in the USA in 1957 helped Toyota to build its reputation as an international automobile manufacturer. In 1963, the company's import services in Europe helped it to consolidate its position in the European market. Toyota entered into the complex market of Europe with its innovative product designs. The company obtained the trust of customers in Germany by delivering the ten millionth car in 2000. An increase in annual sales of the company after 2000 is the result of customer satisfaction in the European countries. The company's 3500 sales outlet helped it to improve sales in the European region (Toyotabharat, 2023). 
The international journey of Toyota also engaged it in Eastern countries. The company's engagement in India, Indonesia, Thailand, Malaysia, and other Asian countries improved its brand presence. The internationalisation process of Toyota increased engagement in international regions with its standardised products initially. After globalisation, the company started focusing on the local needs of international people, which helped Toyota to design vehicles as per the customer needs in global regions. The adaptation process also engaged the company in maintaining efficiency to solve the problems of its global customers. 
Toyota's domestic operations involved it in improving innovation. The company launches models, namely Sport and New Century, in Japan, which are entirely based on the company's innovation in design and operations (Toyota, 2023). Within Japan, the company's subsidiaries are involved in the production of industrial vehicles, automobile parts, and commercial vehicles. The company's operations in China are based on technology and EV development (Leussink, 2023). Toyota's sustainable approach to manufacturing involves the company producing vehicles in China with the available and affordable technologies. Focusing on electric vehicle technology, the company improved its position in China. Market expansion in China depended on local preferences, which showed possibilities for Toyota to obtain high profits in the future. Nonetheless, the Chinese market is versatile and full of uncertainty, which indicates that Toyota must be cautious of its internationalisation strategy in China. 
[bookmark: _Toc150029499]3. Internationalisation strategies 
The internationalisation process requires knowledge of the target market and target customers (Paul and Rosado-Serrano, 2019). Toyota's international journey depends on its idea about the local needs of its international customers. Evaluation of different strategies of internationalisation and their features will generate ideas for Toyota's strategy of internalisation. The different internalisation strategies help firms to offer products outside the domestic market to engage global customers. The focus is on customer satisfaction and sales increment. Being a part of the global automobile industry, Toyota manages to maintain a strategy based on customer preferences. Evaluation of internationalisation strategies will generate an understanding of the implications of the strategies on global expansion. 
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Figure 2: Internalisation approaches
Source: (Batheories, 2023)
Ethnocentric strategy: Involvement of employees of the same nationality in international operations shows the orientation of multinational firms towards the culture and preference of the home country (Hill, 2023). It shows the standardised approach of offering products to customers similar to home countries. The value of ethnicity characterises the ethnocentric approach. The home culture is prioritised, focusing on the needs of customers from the domestic market. Ethnocentric international marketing also develops the scope of implementing HR practices to international business management processes similar to the home country. The characteristic of this strategy is also its standard approach in marketing products based on international presence and customer trust. 
Polycentric strategy: The preference of multinational organisations towards international employees in international operations helps to implement the polycentric strategy in international marketing. The international subsidiaries of firms engage members from the host country, which helps to assess the local needs based on the knowledge of the native people engaged as employees. The strategic orientation in the case of a polycentric approach shows more preference for the target country and its home country. Adaptability is the main characteristic of a polycentric strategy. It allows individuals to engage in the operations of an international firm to deliver to customers of their country. The feature of this strategy is also to ensure the acquisition of talent from international regions. The globalisation process fostered the polycentric approach all over the world (Wild and Wild, 2023). It also developed a scope of understanding the needs of international customers and addressing them to consolidate the position of the firm in the host country. 
Geocentric strategy: The strategy helps to hire talents irrespective of geographical regions. Focusing on the suitability and skill set of people, the geocentric approach supports multinational firms in hiring employees from different locations (Annushkina et al., 2020). The flexibility in this strategy allows the firms to expand their international regions by adapting new employees in workplace culture. The characteristic of geocentric strategy shows a preference towards organisational goal achievement through best talent retention and management. Remote management of employees is one of the features of the geocentric strategy that increases the opportunity for people to improve their skills and serve international customers. The strategy develops opportunities for firms to apply an integrated approach to international marketing. Diversity management and quick adaptation is the result of geocentric strategy implementation in the international marketing process. 
The contrast between polycentric and ethnocentric strategies reveals that the former prioritises the host country while the latter prioritises the home country. In an ethnocentric strategy, the preference towards ethnic culture, native cultural needs, and standard products and services of the home country helps international firms to offer standard products that customers globally demand. On the other hand, the polycentric strategy helps to consider the local needs of the host country and hire employees to develop an insightful understanding of the culture and needs of the host country. The implication of the polycentric approach lies in maintaining better opportunities for international expansion through adaptation. In contrast, the ethnocentric approach may create barriers to international expansion due to a lack of awareness about international customer needs. A sole focus on the human resources of the home country develops the risk of failure in international marketing (Daniels, Radebaugh, and Sullivan, 2022). 
The geocentric approach, on the other hand, can be a better strategy to ensure operations of international marketing as it helps to hire people who are best suited for their operations in international regions. The approach may ensure a positive impact on the international expansion of multinational firms. However, managing diversity due to people's involvement from different regions can be challenging. It may disrupt international market planning and strategic decision-making. The polycentric strategy helps to create a balance between the need identification process of international customers and talent management of the international regions. The geocentric approach in the internationalisation process may increase the scope of serving better customers.
In contrast, the focus on the host country can best be set by hiring people from only the host country using a polycentric strategy (Głodowska, Pera and Wach, 2019). Nonetheless, the ethnocentric approach opposes the geocentric approach as the former shows a simplistic method of hiring and international marketing based on standardisation. On the other hand, idea development about the host country can be possible better with a geocentric strategy than an ethnocentric approach. 
[bookmark: _Toc150029500]4. Toyota's internationalisation approach 
Toyota's home market, Japan, showed its opportunity to grow through the expansion of its automobile business within the European region, Asian countries, and the USA. The company initiated its journey as Toyota Motor Corporation by offering products similar to its home country within the international markets. The models of Toyota are world famous after its global expansion. People in different regions desired to purchase standardised models of Toyota. Japan's production centres exported products to international regions, which reflected the company's initial stress on ethnocentric strategy. Toyota preferred its standard products to serve global customers, which developed the scope for the company to ensure customer satisfaction. Operations based on Japan's native employees helped Toyota to use its skills for international marketing. 
However, after globalisation, the multinational companies operating within the global automotive industry started hiring people from different regions. Toyota is engaged in the intensely competitive market of the international automotive industry. It threatened the company's position in the global market. Firms like Audi, BMW, Tesla, Ford, and Tata Motors also increased complexities to carry forward international marketing with Toyota's ethnocentric approach. The company started hiring people from the host country to obtain better insights into customer needs. The polycentric strategy helps to develop knowledge of customer needs through engaging employees from a target country (Garrido et al., 2021). Toyota's effort to engage people from the host country in its manufacturing operations helped to increase sales. The company's international market was boosted after the implementation of the polycentric approach. It also increased the possibility for the company to improve its designs as per the local preferences of the host country. 
Nonetheless, currently, the company manages global diversity at its workplace, which encourages HR practices based on diversity and inclusion. Diverse leadership at Toyota helped to engage Latino, Black, and Asian people in its workplace (PR Newswire, 2019). The company's geocentric strategy adaptation to support the hiring of people from different geographic backgrounds supported the international expansion of the company. Toyota's geocentric approach to expanding the market in the host country also encouraged its members to value the diverse needs of customers. An inclusive culture at Toyota also developed a scope of maintaining engagement of people from different countries to support the company's strategic decision-making process. Toyota's current international marketing strategy is based on a geocentric approach, which empowers the company's global brand position. 
The strategic decision of Toyota is influenced by its internationalisation strategy. The factors involve: 
· Internal inclusivity: The company's internal employees belong to diverse regions. The strategic decision of Toyota depends on internal inclusiveness (PR Newswire, 2019). Employees from different cultures engage in collaboration to make decisions. The strategy of the geocentric approach allows the people in the company to align with the HR practices of inclusivity while making decisions for international expansion. 
· Customer preferences: Different needs of customers from the host country influence the strategic decisions of the company. Toyota adopts a geocentric strategy to identify the preferences of customers from different locations to improve customer services. 
· Diverse opinions of employees: The strategic decision-making process within Toyota is influenced by the opinions of employees. The employees within the company express their diverse opinions to make decisions. Diversity in Toyota helps to consider the opinions of employees in the internationalisation process. 
· Global leadership: Practices of global leadership increase opportunities for the company to maintain strategic decisions. Toyota engages leaders who are capable of managing diversity in the workplace. The global leadership practices also increase opportunities for Toyota to improve its international expansion strategy. 
· Changing market needs: Demands in the global market are constantly changing, which impacts international marketing strategies (Collinson et al., 2020). Toyota identifies the changing market demands in its host country to engage its employees and leaders in the strategic decision-making process. The company also increased profitability through the strategic decisions of its members. 
· Culture of the host country: The strategic decision-making process depends highly on the culture of the host country. Toyota assesses the cultural differences within its home country and host country that developed opportunities for the company to improve its internalisation strategy. It has also increased the possibilities of maintaining a geocentric approach.
[bookmark: _Toc150029501]5. PESTLE Analysis of Toyota
Macro environmental analysis helps consider factors affecting business operations and management practices (Klein, Puck, and Weiss, 2019). The PESTLE framework will generate ideas about how the political, economic, social, technological, legal, and environmental factors control the operations of Toyota. External environmental factors also influence the company's expansion within the UK, Europe, and Eastern countries. While targeting China as a host country to provide automotive services, the company must identify the influence of the macro-environmental factors over the internationalisation process. It will help Toyota in its strategic decision-making process and increase scope to ensure efficiency in international market expansion. 
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Figure 3: PESTLE Analysis
Source: (Enterslice, 2020)
Political factors: The stable democracy of Japan is the second-largest economy (Smith, 2020). The country's democratic environment promotes businesses to expand their market into international regions. The stable democracy of Japan shows a collectivist approach that prioritises team effort in organisations. The political environment of Japan is suitable for business growth and business expansion. Toyota's international expansion in China is possible due to the support of Japan's government towards the multinational company. Toyota has reflected its team spirit, which increased the scope for the company to maintain a collective approach in decision-making regarding foreign subsidiary establishment in China. The political environment of Japan also shows the scope of acquiring labourers from the foreign market and engaging them in its automobile manufacturing process. Toyota's strategy to manage market expansion in China will be effectively implemented due to the stable political environment of its home country. The company's effort to internationalise its operations depends on its market expansion scope in the domestic country. 
Economic factors: The brimming economy of Japan shows alluring opportunities for businesses. Japan's current GDP is $5.6 trillion (Heritage, 2023). The per capita GDP of the country is around $44,739 (Heritage, 2023). The opportunities in Japan's economic environment reflect ways to manage high-level investment of businesses. The country offers an environment suitable for obtaining high returns on investment. The unemployment rate in Japan is 2.8%, which also reflects the availability of labour for businesses. The country's economic freedom score 69.3 positioned it as the 31st freest economy in the 2023 index (Heritage, 2023). The growing economy of Japan is also the result of business expansion of organisations into international markets. However, investment freedom within the country is comparatively lower than in other economically developed countries. Investment freedom in Japan is around 60%, and trade freedom is 75.2% (Heritage, 2023). The economic condition within the country shows both opportunities and threats. In the case of Toyota, the company's international expansion can be possible within Japan's developing economy. Using the trade freedom within the country, the company can enter China. Toyota must not focus on domestic investment as it may limit the returns and lead to financial loss. The company's focus must be on international trading by using the opportunity of the growing economic score of Japan. Economic support to Toyota will also help the company adapt internationalisation strategies based on financial strength. 
Social factors: The culture of Japan shows collectivism, which prioritises harmony (Chan, 2022). People within the country show a long-term orientation towards their culture. Their respect towards culture also reflects a solid cultural hierarchy within the country. The taste of Japanese people depends mainly on its cultural aspects. The collective society believes in values and native cultural norms. It shows that Toyota has the benefit of developing a vast customer base as it is a Japanese company. Focusing on the preferences of domestic customers, the company has designed automobile vehicles. It has improved the satisfaction of its customers. However, the company's transnational strategy to identify the local needs of foreign markets also improved its customer satisfaction. 
The current population of Japan is around 125.7 million (Heritage, 2023). It shows opportunities to develop a significant consumer base. Toyota has increased its consumer base due to the interest of Japan's customers in its products. The company has maintained a strong position in the market due to the customers' support in its home country (Simbolon, Handayani, and Nugraedy, 2020). Toyota has a more extensive scope to enter Japan due to its cultural awareness of different international regions. The company values local customers' needs, improving its performance in global regions. The subsidiary of the company in Japan can be opened with the possibility to influence international customers with its practical knowledge about cultural aspects. Nonetheless, the team effort of the company's human resources will also ensure the success of the company in the international expansion process through a collective decision-making process. 
Technological factors: The ICT market of Japan shows a greater scope of using technologies for improving business operations. In 2022, the ICT market of the country was valued at $301.97 billion with a CAGR of 8.28% (GlobalData, 2023). The latest technologies, such as AI, Machine Learning, IoT, and Robotics, are available in Japan's market, which supports business operations. The ICT industry in Japan promotes the success of other industries by providing advanced technologies. In the case of automobiles, automation, electric operations, and sensor-based operations have become possible due to technology implementation. The technology market of Japan is expected to reach $2181.48 billion between 2022 and 2027 (GlobalData, 2023). The exponential growth of the technology market increased opportunities to maintain technological adaptation to Toyota. 
Toyota uses the latest technologies to ensure advancement in its production. Considering the advantages of the ICT market of its home country, the company has expanded its market in international regions. Toyota's efficiency in using the latest technologies in manufacturing operations also empowered customer satisfaction. Consumer buying rate increased due to the implementation of technologies. Japan's ICT market also helps Toyota to increase its annual revenue by introducing new digital services to its customers continuously. Customer attraction and long-term market development in the target country will be possible. Furthermore, technological equipment also will support internal management and decision-making processes at Toyota. The company may obtain high financial gain through technological interventions. 
Legal factors: The tax burden within Japan is around 68.1% (Heritage, 2023). It creates significant barriers to improving profitability. Financial benefits to businesses are limited in Japan, showing a lack of scope for businesses to grow. A significantly high tax burden to maintain the growth of business also develops challenges in maintaining the profitability of Toyota. Restrictions in maintaining cross-border trading also pose a threat for Toyota in the Japanese market. Government spending in Japan is around 48.4% (Heritage, 2023). It increases difficulties in maintaining growth with the support of the government. The regulatory burden over businesses often restricts business expansion across borders.
Moreover, patent rights of manufacturing designs also need to be genuine to expand business within international regions. Considering the legal challenges in Japan's market, it can be assessed that Toyota needs to be aware of legal policies while expanding business into China. The company's decision-making process must be firm to withstand the legal complexities in the cross-border expansion process. 
Environmental factors: The concerns of environmental sustainability increased issues in business operations (Vesal, Siahtiri, and O'Cass, 2021). Growing carbon emissions, environmental pollution, GHG, and other issues developed difficulties in maintaining environmental sustainability. The challenges in sustainability management increased issues for Toyota. As part of the automotive industry, the company is responsible for managing environmental sustainability. Automotive vehicles emit carbon and other harmful elements, which develop more significant concerns about environmental well-being. In the case of Toyota, the company's carbon fuel and waste is mainly responsible for environmental issues in Japan. It has developed a threat to the company's ability to maintain environmental sustainability. Focusing on the increased challenges in maintaining environmental sustainability, the company must be aware of challenges in international expansion within China. The awareness about the possible sustainability issues through launching new vehicles in the target country may help Toyota be responsible for managing sustainability. The company must also manage its corporate responsibilities with the help of an informed decision-making process. 
[bookmark: _Toc150029502]6. Integration of contextual factors and internationalisation strategy 
PESTLE analysis reflected that Toyota has the scope in the political environment of Japan. The company's geocentric internationalisation process shows the scope of managing international expansion from the stable democracy of Japan. International marketing of Toyota can also be influenced by its strategic decision-making process to obtain profitability. The political democracy in Japan increased the scope of Toyota to maintain a collective approach to attract customers from its host country, China. International marketing is heavily impacted by the political environment of a country (Tien, Phu, and Chi, 2019). However, the collectivist approach in Japan may disrupt the company's geocentric strategy as it can limit the scope of engaging people from different cultures in its workplace environment for managing international operations in China. 
The implementation of a geocentric strategy for international expansion in China is influenced by the economic environment of Toyota's home country. Increased opportunities for investment and high revenue growth supported Toyota to maintain growth in the global markets. The internationalisation process of Toyota depends on the economic stability of the company. New design creation, innovation maintenance, and launch of electric vehicles and other technology-based vehicles are the result of the economic development of the company. The growth of Japan's economy positively influenced the organisations operating within the automotive industry of the country. It also empowered Toyota's vision to achieve high revenue through international expansion. The company also used financial resources to implement its geocentric approach to hire international employees and run its marketing operations in China. 
Toyota shaped its geocentric strategy after perceiving the changing social needs. Customer demands from the company shifted after the increase in market competition. The company's idea about customer needs also depended on its marketing strategies based on a geocentric approach. Social factors reflected a solid consumer base in Japan, which helped Toyota to obtain high revenue. The company also designs vehicles based on the demand of customers. It has increased opportunities to maintain customer-centricity. The brand value of Toyota also influences customer demands (Armawan, 2021). The company's effort to identify the diverse needs of employees also increases the possibility of maintaining growth in China. Toyota's long-term orientation to Japan's culture, however, may increase difficulties in implementing the geocentric approach. The company needs to consider the diverse needs of customers to obtain insights into international customer needs with the help of employees from international regions. 
Technological factors also influence Toyota's international marketing. The growth of Japan's ICT industry showed opportunities to maintain efficiency that increased the scope for Toyota to utilise advanced technologies in maintaining product design improvement. Technologies for automation, sensor-based operations, and speed of vehicles helped the company to offer innovative products. The company's launch of Sport and New Century is the result of continuous innovation (Toyota, 2023). Toyota increased efficiency in its global operations by managing a geocentric strategy. Technologies support the company's geocentric strategy to expand the market in China. With the help of digital networks, the company engages employees from global regions. Toyota's engagement in managing growth in the Chinese market is the result of its geocentric strategy. The technological environment in Japan will support Toyota in maintaining global expansion. International marketing success in the digital age is influenced by the strategic decisions of firms (Falahat et al., 2020). Toyota shaped its global strategy, focusing on the advantages of technologies in the market. 
The external environment analysis revealed the legal threats. With the help of a geocentric approach, Toyota can engage global talents to operate in the international region. Legal complications and trade restrictions may develop challenges in implementing the geocentric strategy. The company's focus on managing legal challenges may help its international expansion within China. Toyota's effort to ensure patent rights of its design also enhanced opportunities for the company to avoid legal complexities in the market expansion process. Nonetheless, the tax burden rate in Japan is high, which may disrupt Toyota's international market expansion process.  
Toyota engages global people within its geocentric strategy that empowers responsible decision-making processes within the company. Due to the increased focus on innovation, the company produces more vehicles for internationalisation. It is part of the company's geocentric strategy. Diverse people help companies increase the production of vehicles and batteries. It increases the challenges to manage environmental sustainability. Toyota engaged its global employees in its CSR activities to maintain environmental sustainability by reducing carbon footprint. For that purpose, the company initiated manufacturing electric vehicles for global customers. The issues of environmental sustainability influence the company's geocentric approach to international marketing in China. Sustainable operations may help Toyota to overcome the challenges of environmental concerns. The process of internationalisation associates global people and global leaders in decision-making (Reim et al., 2022). Toyota must empower global leadership to ensure proper internalisation in China. 
[bookmark: _Toc150029503]7. Recommendations for the company 
· The digital operations of Toyota must be improved to create a better opportunity for the company to ensure international marketing based on its digital operations. Virtual connections among employees may improve the collaboration of teams at Toyota. The company's digital operations may also help it to increase productivity and maintain digital ways of growing international markets. Expansion in the Chinese market can be accelerated with the help of digital technologies. Digital communication and support showed more significant opportunities to maintain the virtual engagement of people in ensuring growth. It will also help the company avoid challenges in obtaining an understanding of cross-culture and the needs of customers in international regions.  
· Economic investment opportunities in the market will also be helpful for Toyota to maintain economic growth—Toyota's value-added approach in marketing developed ideas for managing people across the globe. The financial stability of the global company also develops a new scope of maintaining efficiency in solving the issues related to cross-border investment. The company's engagement in managing economic growth also influenced its marketing strategies in the international market. Financial resources reflect competitive advantage for organisations (Rizvi, 2020). Toyota's awareness of economic investment scope in China may help the company to identify ways of obtaining a high competitive advantage. 
· The legal challenges for Toyota can be addressed with increased knowledge about the company's policies to secure patent rights. The new designs of automobile vehicles must be covered under the scheme of patent rights of the company. Trading in the international region from Japan can be complicated for Toyota. However, knowledge about trading regulations in the target market may help Toyota to overcome trade barriers. The company must also consolidate its financial position to pay taxes while internationalising in China or other international markets. 
· Toyota's approach to managing sustainability through reducing its carbon footprint must be prioritised to avoid challenges in ensuring environmental sustainability. The company's initiative to create a sustainability plan by introducing electric vehicles in the market will also help it avoid the impact of the company's operations on the environment. Toyota's environmental sustainability management plan may also empower the company's international market expansion process. CSR initiatives will develop the global reputation of the company in the global automotive industry. It may create scope for the company to reduce GHG emissions and carbon footprint to enter into a new international market with its sustainability agenda. The geocentric strategy increases ideas to meet the local needs of international markets (Babu and Aithal, 2023). By introducing electric vehicles in the international markets, the company may empower its geocentric strategy. 
[bookmark: _Toc150029504]8. Conclusion 
The comparison between ethnocentric, polycentric, and geocentric strategies created ideas of benefits and challenges of implementing each strategy. Maintaining a better expansion process in the host country, the company is currently engaged in a geocentric strategy to hire suitable people from international regions to serve global customers. The strategic decision-making of Toyota is improved due to acquiring the best talents from global regions. The company's market expansion from its establishment was based on ethnocentric. However, globalisation changed the approach to internationalisation of the company. 
The impact of external environmental factors controls Toyota's performance in the market. The economic, technological, and political environment may foster the company's growth in the international markets. Social factors also influence Toyota's expansion within the host country. Customer needs and the changing market environment increased challenges for Toyota to maintain cultural alliances during global expansion. Discussion of the company's geocentric approach in the internationalisation process also showed opportunities to maintain an effective decision-making process. By shaping the strategy of internationalisation within the market, the company has increased its brand presence on the global platform. Toyota needs to improve its practices of sustainability to avoid challenges in the future. The company's strategy of managing international expansion may help it to increase profitability and growth in the future. 
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