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Executive Summary
This report has critically analysed the different aspects of the business environment of the automobile industry in the UK and the USA focusing on the Company Toyota. Furthermore, the SWOT analysis, the STP model, and the 7Ps marketing mix have also been carried out on Toyota. Finally, the strategy of Toyota has been analysed using Ansoff’s matrix. It has been seen that the overall situation of the business environment of Toyota is positive in both the UK and the USA, but the research facilities and pricing is better in the USA. Furthermore, the major strengths of Toyota are found to be brand image in both the UK and the USA, and their main business strategies involve market penetration and product development.
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[bookmark: _Toc102137395]1. Introduction
This assessment will analyse the internal and external factors of Toyota and their impacts on the Company’s overall success in future. All these factors will be discussed based on PESTLE analysis, Porter's Five Forces model, SWOT analysis, 7Ps marketing mix, and Ansoff matrix. The business scenario around the world has been significantly transforming around the world. This makes it necessary for companies such as Toyota to make necessary changes in their business function and operation. In context to this, the following assessment will outline various factors of the Company that are likely to challenge them in future while being able to identify essential solutions for mitigating or avoiding them from hampering their overall business.
[bookmark: _Toc102137396]2. Background information about Toyota
Toyota is considered as one of the largest automobile manufacturers across the globe. The headquarters of Toyota is in Toyota City in Aichi at Japan, and it was founded by Kiichiro Toyoda in 1937 (Toyota, 2022). The product range of Toyota includes different automobile products, including cars and vehicles, parts and repair services. Their product range includes some of the best-selling automobiles such as Toyota Corolla, or the modern hybrid engine vehicles such as Toyota Prius (Toyota, 2022). The five brands under the umbrella of Toyota brand are Daihatsu, Hino, Lexus, Ranz and Toyota. The number of employees working in Toyota is 366,283, and the annual revenue of Toyota is US$256.7 billion as of the fiscal year 2020-21 (Toyota, 2022).


[bookmark: _Toc102137397]3. The macro environment – PESTLE Model
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Figure 1: PESTLE Analysis
(Source: Ali et al., 2022)
[bookmark: _Toc102137398]3.1 Political
The political situation in the UK has reached stability after brexit, and the Company laws and low corporate tax laws (about 19%) in the UK has been optimised for acceleration of industrialisation and ease of entry for new companies (Ali et al., 2022). Permissions for license of new automobile are easy to get in the UK. Toyota is also getting benefits in land acquisition for automobile factory establishments and infrastructural developments. Basic amenities for business have also available easily in the UK.
According to Ali et al. (2022), this is highly similar to the situation in the USA, where their overall corporate taxation rate is slightly higher than that the UK (about 21%). Furthermore, the various facilities for business are also available abundantly for Toyota in the USA, such as water, electricity and transportation infrastructure. The Company laws are beneficial for Toyota in the USA, along with land acquisition laws. The permission for license of automobiles is available more easily in the USA, compared to UK (Thomsen and Kavadis, 2022). Thus, it can be argued that overall, the political situation of the UK and the USA are quite similar regarding automobile business, and political environment is a high opportunity for Toyota for both the countries.
[bookmark: _Toc102137399]3.2 Economic
The GDP per capita of the UK is about US$ 40,284.64, which is higher than the market average. Furthermore, the inflation rate of the UK is 7% per annum in 2022, which is mainly resulted from the increasing cost of motor fuels (Portes, 2022). This increases the capacity of Toyota to develop profitable pricing strategies, but this upwards pricing for fuels is hampering their sales. On the contrary, the GDP per capita of the USA is US$69,231, which is even higher than that of the UK, and the inflation rate of the USA is 4.7%, which is lower than that of the UK (Blecker et al., 2022). Thus, for Toyota, the economic situation of the USA is a greater opportunity than that of the UK.
[bookmark: _Toc102137400]3.4 Technological
The technological developments of the UK are great in terms of automobile technologies. Due to the presence of strong academic and research infrastructure, automobile technology within the UK is developed heavily, especially in terms of latest electric and hybrid engines. However, Kim et al. (2022) stated that the development in the USA is even greater, as they have excellent facilities for research and development in highly advanced automobile technologies, such as turbo-charge. Thus, the UK provides a great opportunity and the USA provides an even greater opportunity for Toyota in terms of technological development.
[bookmark: _Toc102063555][bookmark: _Toc102137401]3.3 Social 
To operate the business in the UK and USA Toyota motor has suffered the social issues associated with the languages and cultural differences of the countries with Japan. According to the article published in Corporate Finance Institute (2022), Toyota has focused on the significant strategies of Hofstede's model that describes reducing the social issues of UK and US, the Company using individualism culture, setting long-term orientation goals and masculinity processes in their business. Therefore, as there are differences found between the USA and UK culture and social factors the Company used the different strategies such as hierarchy and bureaucracy strategy for the UK and using the well-structured process in the USA to handle the social issues that they faced regarding the different culture of UK and USA (Corporate Finance Institute, 2022). The Company used the higher power distance index for leading their business in the UK and used the lower power distance index for leading their business in the USA.  
[bookmark: _Toc102063556][bookmark: _Toc102137402]3.5 Legal 
Thomas et al. (2021) point out that Toyota has faced some similar and some different legal issues in the UK and USA regarding the customers' safety, pollutants, environmental impact laws and other legal problems. The UK government is charging the customers' safety laws on the Company and the Company is spending 1.7 million dollars in the UK in 2019 for providing the best security to the consumers (Thomas et al., 2021). However, in the USA the Company is spending 1.2 billion dollars in 2019 on settlement of the disputes and leading the auto industry that increasing the legal dependence of the firm (Team, 2022). The car Company chose the different strategies to reduce the similar high legal issues and enhance their business in the two different countries such as UK and USA. 
[bookmark: _Toc102063557][bookmark: _Toc102137403]3.6 Environmental 
The US government is providing the environmental regulations on Toyota such as reducing the emission of CO2, minimising the environmental impact, recycling the products, planting zero CO2 emission and so many other factors that are making an impact on the business of the Toyota in USA (Team, 2022). Therefore, the UK government has provided similar kinds of environmental regulations on Toyota regarding reducing the use of hazardous chemicals in the business, improving the contribution to the environment and zero CO2 emission mission within 2050 (Team, 2022). The UK government give better support than the USA government, and it is helping the firm to achieve all of the environmental factors that they need to develop for increasing their business in those two countries' markets.  
[bookmark: _Toc102063558][bookmark: _Toc102137404]3.7 Comparative critical analysis of the above PESTLE model
From the above analysis, the comparison among the different factors of PESTLE of Toyota in the UK and USA that they faced during operating their business in those two countries are discussed here. The political stable conditions in the UK are providing support to leading the business of Toyota whereas the politically unstable position in the US is creating barriers for Toyota to generate their business in this country. Capobianco et al. (2021) stated that the different governments are providing different kinds of rules and regulations on the Company regarding the environmental factors, legal factors, pollution, and customer safety creating the problems in front of the Company to lead their business in the country. Moreover, the UK government is also creating high risks that are coming from the legal, technological and economic factors and creating moderate pressure that are coming from environmental factors. The economic issues of the USA and UK such as inflation, the changing rate of stock exchanges, the downward of the dollar rate and certain economic changes are creating big issues in front of Toyota to generate their business in these two significant global countries. Thomas et al. (2021) reported that the USA and UK environmental laws and legal laws are creating some positive impacts on the Company and they started to lead their business based on the advanced technological process. However, the social factors of the UK are more hierarchical and the people of the UK have followed the more traditional culture in their business where the USA people like to change and adapting mentality and focused on structured strategies that focused on the quality of the organisation (Sari et al., 2021). Thus, the languages, culture and different factors are also creating some new challenges in front Toyota to operate their business in the USA and UK the two major countries that are leading the most of the world economy. 
[bookmark: _Toc102063559]

[bookmark: _Toc102137405]4. The microenvironment – Porter's Five Forces model 
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Figure 2: Porter's Five Forces Model
(Source: Ilyas and Irawan, 2021)
[bookmark: _Toc102063560][bookmark: _Toc102137406]4.1 Threat of existing rivals
According to Ma et al. (2021), Toyota has faced strong forces from their competitive rival Companies as there are a lot of competitor car Companies available in the USA and UK market. The Company faced very strong competition in the USA, as the country is the top most preference of the other big vehicles Companies such as Tesla, Volkswagens, BMW and Mercedes. Those are the significant rivals of Toyota, who are providing more compatible products and well-featured products to the customers. The high market competition is creating new challenges in front of the Company. Ilyas and Irawan (2021) stated that in the UK market the Company has also faced strong competition but that has rather than the US market.  
[bookmark: _Toc102063561][bookmark: _Toc102137407]4.2 Threat of new entrants 
The new entrants are working as the weak forces of Toyota as the Company has made a strong international image and well-marketed revenue in the international market. Appiah et al. (2021) point out that at the time of entering the USA market the Company has used the differentiation process and targeting the middle-aged people that is to help them to increase their effectiveness and develop their business in the US market. Therefore, at the time of entering the UK market the Company is using the positions and targeting the 25-55 years age group people to gain the attention of the consumers. The different entry modes of Toyota define the success of the new entrant of the firm.  
[bookmark: _Toc102063562][bookmark: _Toc102137408]4.3 Threat of substitute products 
Toyota has faced moderate threats or moderate forces from the threats of the substitute product to lead their business in the USA and UK market. The low setting cost and moderate availability of the substitutes in the market are leading the moderate forces of substitutes on the Toyota business. Suwelack et al. (2022) stated that Toyota not only provided luxurious cars but also provided public transportation, and bicycle products to the consumers that could help them to hold the market presence and reduce the threats of the substitute product. 
[bookmark: _Toc102063563][bookmark: _Toc102137409]4.4 Threat of buyer's power 
There are many competitors Companies available in the market. Toyota has faced high forces and threats from the buyers and the customers enjoyed the power of bargaining. It is the opinion of Appiah et al. (2021) that the customers can get the high-quality information about the competitors, find the better product features and quality from the competitors and can find the better prices strategy from the competitors Companies that is creating a big problem in front of the Company. Furthermore, the preferences and expectations of the USA and UK customers are holding the high bargaining power of them. 
[bookmark: _Toc102063564][bookmark: _Toc102137410]4.5 Threat of supplier's power 
According to an article published in Panmore Institute (2022), the moderate populations of the suppliers, high quality and quantity of the supply and low forward integration of the suppliers are creating weak forces and weak bargaining power of the suppliers of Toyota to lead their business in the USA and UK market. In both those two countries, Toyota has found many suppliers that lead to the low bargaining power of the suppliers and could not make an impact on the prices strategy of the firm. 
[bookmark: _Toc102063565][bookmark: _Toc102137411]4.6 Comparative critical analysis of above Porter's Five Forces model
From the above analysis of Porter's Five Forces of Toyota, it could be found that the presence and brand images in the international market are helping them to enter the USA and UK markets and the huge number of competitors are creating new challenges in front of the Company after entering the new market. Ma et al. (2021) stated that the presence of a good number of suppliers is working as the weak forces on Toyota business in the USA and UK and as the Company provides various kinds of products to them, they reduce the threats of substitute products in the USA and UK market. It also found that the US market is much more competitive than the UK market. 


[bookmark: _Toc102137412]5. SWOT analysis
[bookmark: _Toc102137413]5.1 SWOT analysis of Toyota in the UK
	Strengths
	Weaknesses

	· Toyota holds around 5,680 hydrogen fuel cell patents worldwide including in the UK market (Profiroiu et al., 2020). 
· In 2021, Toyota revealed its groundbreaking solid-state battery as a major achievement in its UK operations (Toyota, 2022). 
· Despite the enormous hurdles posed by the Covid-19 epidemic, Toyota achieved performance in the UK by breaking all the records for the new car market in 2020 (Toyota, 2022).
	· Toyota also set new market share records in the fleet and commercial car sales, with 5.5% for passenger cars, 5.01% for all Toyota brand vehicles, and 5.51% for all Toyota (GB) sales (Profiroiu et al., 2020).
· However, this record has been set before the Covid-19 pandemic, while following the observations have changed after the pandemic in the UK business market. 
· As per following new regulations, Toyota's store network had to adjust its ways of operating because of the health emergency (Profiroiu et al., 2020).
· Toyota faced the complexities while failing to accomplish its amazing achievements in the rapid and effective response expected in the UK market. 

	Opportunities
	Threats

	· Toyota, UK is following the usage of user-friendly online video consultations and buying tools (Toyota, 2022).
· Even though no one could have predicted how difficult the trade circumstances would be, the retail partners of Toyota, UK have done an outstanding job of keeping consumers and their workers safe (Profiroiu et al., 2020).
· This initiative enhanced the opportunities while keeping the process of Toyota, the UK running with expected revenue earning. 
· The good achievements are owed in large part to their devotion and, with the help of Toyota (GB) its swift and effective response (Zhang et al., 2021).
	· Dependence on the hybrids of self-charging components could be a barrier while UK operations in Toyota are dependent on importing the SUV segments (Zhang et al., 2021). 


Table 1: SWOT analysis of Toyota in the UK
[bookmark: _Toc102137414]5.2 SWOT analysis of Toyota in the USA
	Strengths
	Weaknesses

	· In the current business of Toyota, $30.6 billion of direct investment has been done in the U.S. operations (Toyota, 2022).
· More than 2,112,941 Toyota vehicles were sold in Toyota US in 2021 (Toyota, 2022).
	· Toyota recalls could not manage the quality standards for flawless production in the US operations (Weng, 2021).

	Opportunities
	Threats

	· The high investment enhances the opportunity in Toyota US for continuing production of more than 29.9 million vehicles (Toyota, 2022). 
	· Despite the fact that sales volume fell, Toyota’s drop of -12.6% was the least among the major car manufacturers, and it was substantially less than the -29.4% drop in the US market (Weng, 2021).


Table 2: SWOT analysis of Toyota in the USA
[bookmark: _Toc102137415]5.3 Comparative critical analysis of the above SWOT models
As per following the observations of Weng (2021), the competitive strength in the operations of Toyota US is higher than its UK division by considering the current investment received by the US division to support the post-pandemic revival strategy. Meanwhile, the opportunities are not equal as compared in the current business context of both the UK and US segments of Toyota. However, Zhang et al. (2021) identified the concern for weak customer service in Toyota should be resolved for enhancing the expected opportunities in the services. 
[bookmark: _Toc102063566]

[bookmark: _Toc102137416]6. Segmentation, targeting and positioning of Toyota 
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Figure 3: STP Model
(Source: Huang and Rust, 2021)
[bookmark: _Toc102063567][bookmark: _Toc102137417]6.1 Segmentation 
According to Huang and Rust (2021), Toyota has used a mixture of psychographic, geographic and demographic Segmentation strategies in their business to extend their market in the UK and USA. Moreover, after measuring the income of a particular group of society or the people and using the behavioural segmentation process the Company leads their business across the world. For the different marketing cultures of the USA and the UK Toyota has used a different segmentation process in their marketing. 
[bookmark: _Toc102063568][bookmark: _Toc102137418]6.2 Targeting 
By targeting the middle-aged male people, who are part of the 35 age groups people and the US-born citizens, the Company leads their business in the USA. Gautam and Kumar (2022) point out that to grab the US market and get a huge amount of revenue from the USA market the Company focused on providing the differentiation strategy and products to their customers and try to provide the best features products to their customers that lead to the success of the firm. Therefore, to lead the business in the UK the Company targeted people in the 30-50 years age group and focused on the idle income group of people, producing value for money. 
[bookmark: _Toc102137419]6.3 Positioning 
The positioning is associated with the Company's marketing activities and perception of the customers' demons regarding the marketing strategies that are used by the competitors. Gautam and Kumar (2022) points out that positioning is the key to the success of Toyota in creating a good brand image in the USA and UK, both the countries by serving the unique and better quality services to their customers. To hold the market position in the USA and UK both of the countries Toyota used the differentiation and low-cost generic model that developed its business of them and improved its positioning in the global market.  
[bookmark: _Toc102137420]6.4 Comparative critical analysis of the above STP model
From the above analysis, it could be criticised for the competitive nature and by using the physiographic, demographic and geographical segmentation approaches and targeting the 35 to 55 age group people, Toyota ensure their market establishment and enhancement in the USA and UK market. Therefore, according to Huang and Rust (2021), it also could be argued that Toyota used the different strategies such as targeting different kinds of audiences in the USA and UK, after measuring the purchasing nature of the two countries' customers. This was done by focusing on creating their market position by applying differentiation and low costing marketing strategy in the USA and UK market. 
[bookmark: _Toc102063569]

[bookmark: _Toc102137421]7. 7Ps marketing mix 
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Figure 4: 7Ps Marketing Mix
(Source: Tanjung, 2021) 
[bookmark: _Toc102063570][bookmark: _Toc102137422]7.1 Product 
From the various sources, it could be found that Toyota has followed almost the same marketing strategies to lead their business in the USA and UK both of the countries. According to Das et al. (2021), the main strategy and features of the product marketing strategy of Toyota are the Company provides the exclusive appealing design, luxurious cars with the unique models and offering the fuel-efficiency to the customers. By providing safety to the consumers, the Company tries to develop the features and by using the automation process, the Company enhances the competitive nature of their product in the market. Das et al. (2021) suggest that by providing the advanced features the Company increase their car demand in the USA and generate success in the USA, which is better than in the UK. 
[bookmark: _Toc102063571][bookmark: _Toc102137423]7.2 Price 
Tanjung (2021) reported that Toyota has set their proportional prices strategies based on the income of their consumers and the income of the different parts of the world. By producing the high and low-income cars for the different consumers and determining the various offers strategies, the Company increases their competitive advantages in the market and develops its business in the USA and UK. Therefore, by providing high-quality products and consumer-friendly services that represent good value for consumers the Company operating their business in the market. Plarisan (2021) points out that Toyota fails to offer the second category's pricing strategies to the customers. They offer their product to the social classes A to A+ group people that are not suitable for each kind of customer.  
[bookmark: _Toc102063572][bookmark: _Toc102137424]7.3 Place and comparison on market entry methods used by Toyota 
It is the opinion of Tongphet et al. (2021) that Toyota has applied the two different market entry methods and different strategies to choosing the place for the market expansion in the UK and USA. By using the differentiation targeting market strategy, Toyota entered the USA market. Moreover, to enter the UK market the Company has focused on the traditional process, which is the significant key to the UK market places. By choosing the correct marketplaces, Toyota has successfully enhanced its business in the two different countries and established its good position in the UK and USA markets.  
[bookmark: _Toc102063573][bookmark: _Toc102137425]7.4 Promotion 
According to Ryńca and Ziaeian (2021), Toyota has focused on using the direct selling, public relations, ads, sales promotion and personal selling process in their business rather than the using of the digital process. By providing the Television advertisement, print campaigns and newspaper advertisement process Toyota led their promotional strategy in the UK. This is a very effective process for the UK to extend the market and make awareness among the people. However, Ryńca and Ziaeian (2021) reported that Toyota has used the digital and newsprint advertising process in the USA, which is also a significant step for the Company to extend their market and business and effective promotional strategy in the USA. By applying the different marketing promotional approaches the Company makes a good image in two countries. 
[bookmark: _Toc102063574][bookmark: _Toc102137426]7.5 People 
The different kinds of stakeholders, shareholders, customers and employees of the Company are taking an important part of people to achieve the success of the firm. As opined by Siripipatthanakul et al. (2021), Toyota hires the solutions-oriented people, operational staff who are ready to face any kind of challenges, higher experts for the research about the innovation product and provide the open learning opportunity to their employees. All of the steps are significant steps for Toyota that they are helping them to leading their business in the UK and USA and to manage and handle the people and customers of those two countries. () argue that focused on the 30 to 55 years age group people, the Company leading their car business across the world and specifically in the USA and UK. 
[bookmark: _Toc102063575][bookmark: _Toc102137427]7.6 Process   
In the process segment, the manufacturing process of Toyota, the different promotional processes that they followed leading their business in the UK and USA, the product development process and operational process are recorded (Siripipatthanakul et al., 2021). By focusing on providing eco-friendly manufacturing and reduction, focusing on the product efficiency process and focusing on the management process Toyota leads the different businesses in USA and UK the two famous countries. In the porches strategy, the Company faced similar kinds of factors in those two countries and they led a similar kind of processing to appreciate the customers of those two countries. 
[bookmark: _Toc102063576][bookmark: _Toc102137428]7.7 Physical evidence
According to Plarisan (2021), the physical evidence of Toyota in the UK and USA are associated with getting the fundamental identity, making the good images by providing the best strategy and by providing the unique logo, they represented their presence in the market. Therefore, by representing the sincerity of the brand and ensuring the consumers by setting the services and raising the confidence of the firm in the international market. The good market presences and well brand images are the significant physical evidence of Toyota that helping them to lead their business in the USA and UK.  
[bookmark: _Toc102063577][bookmark: _Toc102137429]7.8 Critical analysis of the above 7Ps marketing mix model
From the above analysis, it could be criticised that Toyota used the same product quality to lead their business in both the USA and UK markets. However, the Company provides the different prices strategy to the different kinds of customers of those two countries and after doing the market research about the UK and USA, the Company follows the different promotional strategies in those two countries. Ryńca and Ziaeian (2021) point out that by choosing the different target market and using personal selling, advertisement and public relations process the Company tries to gain the attention of the UK and USA people. As in the USA, most of the rich people are living, the Company offering the higher standard car product to them and the USA customers are focusing more on their safety than the money. By using it, the Company makes a huge profit from the USA and provides the advanced technological cars products Toyota leading a great number of revenues from the USA market (Tongphet et al., 2021). Therefore, by providing excellent customer services and unification among the customers, the Company led their business image in those two counties and by adopting the traditional advertising or promotional strategy, the Company developed their business in the UK market. From this comparison, this study is focused on all of the core marketing features and different strategies Toyota used to generate its business in the different countries across the world. 


[bookmark: _Toc102137430]8. Ansoff’s matrix of Toyota 
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Figure 5: Ansoff’s Matrix
(Source: Business analysis, 2022)
[bookmark: _Toc102137431]8.1 Market penetration 
According to an article published in Business analysis (2022), to operate the business in the USA and UK markets Toyota followed similar market penetration strategies that include suitability, acceptability and feasibility factors. Developing the marketing management activities, improving the product quality and the quality of services and considering the fair amount of cost of implementing the particular and specific strategies are helping the firm to find and get the attention of targeting customers and becoming the largest range of automotive industry in the USA and UK. The market penetration strategy is focused on the strategy that Toyota used to increase production capacity, increase marketing investment, develop the design engaging communication and enhance the distribution. 
[bookmark: _Toc102137432]8.2 Market development 
For developing the market Toyota is more involved with the innovative research and development programs such as the Company investing in more for making new research, identifying the different market and customer behaviours in the USA and UK and focusing on the regional expansion (Helmold, 2021). By expanding its market in the different cities and regions in the USA and UK the Company developed their market. Therefore, by focusing on the new customer segments, identifying the new product users and making the brand aware Toyota expanding its market and developing its position in the UK and USA. 
[bookmark: _Toc102137433]8.3 Product development 
It is the opinion of Chaturvedi et al. (2022) that by developing the quality of the product after measuring and making the research about the other automotive competitive industry and spending a huge amount to developing the manufacturing by using the advanced technology Toyota associated with the product development strategy in the USA and UK. By continuing building the technology the Company offers the 'new fuel' alternatives, providing the Prius model that is known as the eco-friendly vehicle and associated with the rapid progress of developing the new product marketing and improving the business in the USA and UK. The US government was also satisfied with the Toyota decision regarding the environmentally friendly prediction. 
[bookmark: _Toc102137434]8.4 Diversification 
To develop the diversification strategy Toyota used the vertical diversification and horizontal diversification in their business associated with launching the new product and product development, looking for the growth and introducing the new product under the existing product line in the USA and UK markets (Shalender and Sharma, 2022). By developing the new business and using the mergers and acquisitions process, the Company provides the different kinds of products to the customers that develop the business of the firm in the international market. 
[bookmark: _Toc102137435]8.5 Critical analysis of the above Ansoff’s matrix model
From The above analysis, it could be criticised that Toyota is investing more to enhance their research and product development and raise the market in the international position. By applying the same kinds of activities and market strategies, the firm established its business and images in the USA and UK markets. Schlegelmilch (2022) stated that launching the new eco-friendly products, modifications of the existing products and making strategic partnerships with the other local brands are developing the market of the firm. Moreover, by developing the product quality and focusing on the new customer segment in the USA and UK market the brand is developing its business and level of the profit margin. 


[bookmark: _Toc102137436]9. Conclusion 
From the above analysis, it could be found that Toyota used some similar and some different strategies of marketing to lead their business in the USA and UK markets. As the USA and UK have led the different approaches, cultures and traditions, the Company uses the different 7Ps marketing strategies, promotional strategies, Ansoff’s matrix and different STP strategies to establish their position in the market. In the end, it could be concluded that by using the different strategies and political, economical and technological factors the Company improves their strengths and opportunities in the global market. 
[bookmark: _Toc102137437]10. Recommendations for Toyota 
[bookmark: _Toc102137438]10.1 Recommendations for Toyota in the UK
· Mandalka et al. (2022) suggest that to develop the market and increase their business in the UK market Toyota need to develop their supply chain management activities and manufacturing activities in the UK. Therefore, after understanding the needs of the customers of the different age groups, people in the Company can provide better products and services to their customers. Being more involved with the market research and development strategy can provide the success of the firm. By developing and being more involved with innovation, the Company can achieve the demand of the customers, which is one of the threats of the Company (Shah and White, 2021). 
· Shah and White (2021) reported that using the key milestone and important development such as investing more using the advanced technology and offering a reasonable prices strategy are the significant factors for the Company to achieve the success and gain the well-positioned UK market. By developing their competitive advantages and making alliances with the local vehicle companies Toyota can be much more aware of the market and demand of the customers and can grab the attention of the consumers. Holding the reasonable prices strategy is a significant feature of success in the UK market.
· Mandalka et al. (2022) stated that after the Covid-19 pandemic, the Company must focus more on the health and safety of their employees and customers and by providing the eco-friendly product, the Company can make a good brand image in the international position. The Company needs to operate much better customer services and train their employees to provide the best support to their customers. 
[bookmark: _Toc102137439]10.2 Recommendations for Toyota in the USA
· Li et al. (2021) point out that to achieve more success in the US market Toyota needs to focus on its promotional strategy. In this digital era, the Company still focused on the traditional advertising process that could not grab the attention of the customers. The other comets brands are providing digital advertisement and using social media platforms to provide the promotional strategies. By using the different digital advertising tools, the Company can increase its business in the USA market. 
· Hafidz and Soediantono (2022) suggest that by using the different digital platforms Toyota can maintain and manage a better quality relationship with their customers that the other competitors' brands are followed to achieve their business in the USA market. By sending the regular messages in the different digital media, mail to inform the customers about the new offers and making the live product launching programmes the Company can have success and hold a better position in the USA competitive market. Moreover, by making effective communications the Company can build a good relationship with the customers, which is the key to the success of the organisation.
· Qi et al. (2022) argue that by knowing and understanding the demand of the different age groups people and their income Toyota can offer a different variety of products that develop their market position and increase the business effectiveness in the USA market. However, by making the brand awareness and inspiring the shareholders for the more investment to make more researches the Company can improve their marketing strategies, develop their product and develop products and services that are the key to the success and stand the well positioned in the USA competitive market of the Company. According to Fricke (2022), by taking the new features and strategies, the Company can overcome the Covid-19 situations that they faced in the USA to lead the market and hold the health of employees that are developing the overall business of the organisation. 
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