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INTRODUCTION
The following report will critically compare and contrast the Toyota Motor Corporation externally and internally with the help of frameworks and models like PESTLE, Porters 5 Forces, SWOT, and marketing strategies like STP, 7p’s and directional development strategies in the United Kingdom market and Japan market to understand the similarities and differences in the marketing strategies used in above countries. Toyota motor corporation manufacturers produce high involvement products like cars.

COMPANY BACKGROUND
History of Toyota
The Toyota Motor Corporation was established by Kiichiro Toyoda in the year 1937 (Toyota UK, 2023). The company was started form the £100,000 investment by Kiichiro Toyoda’s father Sakichi Toyoda. Sakichi Toyoda was the founder of Toyoda Spinning and Weaving Company established in 1918. He sold production and sale rights of his loom invented by him to a British company for £100,000 (Toyota UK, 2023). This amount was later given to Kiichiro Toyoda to automotive technology. The company launched its first ever passenger car model named AA in 1936 and that lead to the birth of Toyota Motor Company. In the year 1959, Toyota started producing vehicles outside Japan by opening a production plant in Brazil (Toyota UK, 2023). The Toyota Motor Corporation today owns multiple production plants, manufacturing subsidiaries and affiliates in Japan and manufacturers Toyota and Lexus brand vehicles around the globe (Toyota UK, 2023).
Toyota today
The Toyota Motor Corporation is a publicly listed company with a capital of 635 billion Yen and employees over 3,70,000 people around the world. The President and Operating Officer of Toyota Motor Corporation is Koji Sato (Toyota Global, 2023). 
Mission and Vision
The Mission of Toyota is to achieve zero emissions by the year 2025 by completely producing fully electric vehicles and eradicating the tail-pipe emissions from its line-up (Toyota UK, 2023). This also includes the company’s effort to be sustainable by reducing the impact of their business around the world and be kinder to the environment to benefit the society as a whole (Toyota UK, 2023).
The vision of the company is to lead the future of the mobility society by enriching the lives of people around the globe by committing to offer quality products and services with ceaseless innovation and exceeding the expectations of their customers and be rewarded with a smile (Toyota Global, 2023).

ANALYSIS OF TOYOTA’S MACRO ENVIRONMENT

PESTLE Analysis
PESTLE analysis is a framework which is used to strategically evaluate the business environment of a company. Traditionally PESTLE analysis was referred to as PEST analysis. However, in the recent history the Environmental and Legal were added to the framework as well. PESTLE is the acronym for Political, Economic, Social, Technological, Environmental and Legal factors within the framework (Peterdy, 2023). 
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Figure 1 source: (Peterdy, 2023)


Political 
United Kingdom 
The political of UK are unfavourable to Toyota. In the past year there was several instabilities within the country, this instability was caused by political turmoil associated with the prime minister's position. The previous prime minister of United Kingdom Boris Johnson turned in his resignation in 2022 in middle of his term time (BBC News, 2022). Soon after that, former prime minister Liz Truss was elected in 2022, after the general election. However, she resigned to her position as prime minister after just 45 days (BBC News, 2022). The current prime minister Rishi Sunak was eventually replaced former prime minister Liz Truss (BBC News, 2022). This rapid change had caused the rise of political instability within the country.

Japan
The political forces of Japan are favourable to Toyota. Over the past few years, Japan has seen a very stable political environment. Japan’s longest serving prime minister Shinzo Abe served his country for 8 years, until he eventually resigned due to his poor health (BBC News, 2020). The Japan political environment has always been very favourable to because Toyota Motor Corporation grew to be a major automotive company thanks to the favourable environment in its home country.

Economical 
United Kingdom 
At present the economic factors in United Kingdom are favourable to Toyota. The GDP of UK has become lower due to the economic crisis UK is facing over the past year caused by the Ukrainian-Russia was and the political instability within the country (BBC News, 2023). The recession has increased the prices of raw materials and energy making it difficult for United Kingdom citizens to invest in a new Toyota vehicle (BBC News, 2023). However, the country has avoided recession in 2023 (BBC News, 2023). Toyota had sold over 100,000 cars in UK market and has 6.61% market share in 2022 good number (Toyota UK, 2023). However, continued economic instability in United Kingdom might financially effect Toyota but the improvement of this situation has made economic situation of UK favourable to Toyota.

Japan 
The economic forces of Japan are favourable to Toyota. Japan is ranked 3rd in GDP, with only USA and China ranking above it. This proves the economic power of Japan (The World Bank, 2023). The gross national income (GNP) of Japan in 2021 is 5.601 trillion PPP dollars, making it a country with one of the highest GNP (Data Commons, 2023). However, Post Covid-19 pandemic the Japanese yen started to drop causing an uproar within the country. The Yen was later able to sustain itself without dropping further (Licsauer, 2023). 

Social 
United Kingdom 
The social factors are important for a brand, as this helps the company decide the right target market for their products. The social factors of United Kingdom are favourable to Toyota. The Britain society appreciates cars a lot. On average, the people form Britain are great drivers (Clark, 2017). In UK over 25 million people own a car and nearly 9 million people own 2 cars. While only 17 million doesn’t own a car. According to this, a majority of the people in UK own a car. These numbers are far superior compared to other European countries, making the social forces of United Kingdom to Toyota (Statista, 2023).

Japan 
The social forces of Japan are favourable to Toyota. Japan is the home to a large number of major automakers like Toyota, Nissan, Honda, Suzuki, Mazda etc. It was only possible to for major automakers to start their companies in Japan because of the love Japanese society has for cars (Top Speed, 2020). Over 69% of people own a car in Japan, making Japan a large market for automotive manufacturers. Therefore, making the social forces of Japan favourable to Toyota (Statista, 2022).

HOFSTEDE MODEL OF CULTURAL DIMENSION
The Hofstede model of cultural dimension was based on the extensive research done by the professor Geert Hofstede, Michael Minkov, Gert Jan Hofstede, and their research teams. Professor Geert Hofstede defines culture as “the collective programming of the mind distinguishing the members of one group or category of people from others” (Hofstede Insights, 2022) and conducted a comprehensive study on how workplace values are influenced by culture.
The Hofstede model of national culture is made of six dimensions that represent and compare countries from each other, they are power distance, individualism, masculinity, uncertainty avoidance, long term orientation, and indulgence (Hofstede Insights, 2022).

COUNTRY COMPARISION UNITED KINGDOM AND JAPAN 
[image: Chart, bar chart
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Figure 2 source: (Hofstede Insights, 2022)

POWER DISTANCE
The power distance is used to understand the inequalities in a culture within different societies in a country and to what extent the members with least power belonging to organisations and institution accept and expect that power is distributed unevenly in a country (Hofstede Insights, 2022).
United Kingdom
The power distance in United Kingdom is at ‘35’ and thus places itself in the lower rankings of Power Distance Index (PDI). This shows that people of United Kingdom believe that the inequalities amongst people within a society should be minimized. However, research shows that the PDI is lower among the people belonging to the higher class in Britain than the working classes (Hofstede Insights, 2022). The PDI score is not in harmony with the historical class system of British as it exposes the Britain’s deep-rooted culture that places its importance in birth rank contrasting the belief which says people should be treated equally (Hofstede Insights, 2022).
Japan
The power distance score of Japan is ‘54’ making it an intermediate score. This is because the Japanese people in general are conscious of hierarchical position in every social setting and tend to act accordingly (Hofstede Insights, 2022). However, Japan is not as hierarchical compared to other Asian cultures. Nevertheless, foreigners who visit Japan for business purposes experience extreme hierarchical because of their slow decision-making process. This is because, in Japan all decisions must be confirmed by every level in the hierarchy and reach the top management in Tokyo. Since in Japan, no one top person can take a business decision like what is seen in hierarchical societies with higher PDI (Hofstede Insights, 2022).

INDIVIDUALISM
The individualism deals with the degree of interdependence members have within a society. This shows whether a person’s self-image is ‘We’ or ‘I’ within a society (Hofstede Insights, 2022). In an Individualist society, people only look after themselves and their direct families. Whereas in a collectivist’s society, people belong to a group that takes care of them in return for loyalty (Hofstede Insights, 2022).
United Kingdom
The United Kingdom scored ‘89’ in individualism, making itself one of the highest rankers. Only beaten by USA and Australia. Therefore, making the Britishers individualist and private people (Hofstede Insights, 2022). In United Kingdom, children are taught to think for themselves from an early age to allow them find ways in which they can contribute to the society and their unique purpose in life. Since they believe that personal fulfilment is the path that leads towards happiness (Hofstede Insights, 2022).

Japan
Japan scores ‘46’ in Individualism. This is because, Japanese society has multiple characteristics of a collectivism society. Therefore, Japanese people priorities placing the harmony of a group above their individual opinion since Japanese people feel a sense of shame to lose their face (Hofstede Insights, 2022). However, Japan is not as collectivistic as most of their neighbouring Asians. A popular theory states that Japanese society is not as collectivistic as their neighbours because they don’t have an extended family system like Korea and China. Since the beginning of times, Japan was a paternalistic society and the eldest son of the family inherits the assets form their father, while the younger siblings should leave home and live with their own earnings (Hofstede Insights, 2022). An individualist character of Japanese is that they are loyal to their company compared to Chinese who job hops very often. Japan would appear collectivistic by western standards, while it appears as an Individualist in Asian standards since Japanese are more reserved and private by Asian standards (Hofstede Insights, 2022).

MASCULINITY
A higher score in masculinity indicates a society that is driven by success, competition and achievement thus making the society masculine in nature. This can be defined as a society where people are motivated to be the best (Hofstede Insights, 2022). A lower score represents a society that values quality of life and caring for others, making the society feminine in nature. It can be defined as a society where one does what they like (Hofstede Insights, 2022).
United Kingdom
United Kingdom is masculine society, scoring ‘66’ in masculinity. Britain is highly success oriented and driven. A foreigner might be confused due their societies success driven value system that odds with British culture of modesty (Hofstede Insights, 2022). In Britain, being able to read between the lines is an important skill since that won’t always mean what they say. In contrast with Feminine cultures like Scandinavian countries, in the UK people live to work and tend have a clear idea of their performance ambition (Hofstede Insights, 2022).

Japan
Japan scored ‘95’, making it one of the most masculine countries around the world. However, one cannot not find an individual who is competitive or assertive which is often seen in a masculine society due to Japan’s mild collectivism. Meanwhile, in Japan several groups of compete against one another (Hofstede Insights, 2022). From a young age, children are divided into different groups in school and are taught to compete in sports events for their groups. In corporate society of Japan, employees are highly motivated when they are a part of the winning team when they are competing against their competitors. Japanese people’s notorious workaholism is another expression of their masculinity (Hofstede Insights, 2022).

UNCERTAINITY AVOIDANCE
This dimension describes how much a society copes with the fact future that future is unpredictable, the ambiguity of this topic brings causes anxiety within different cultural dimensions (Hofstede Insights, 2022). A low score indicates a country that happy to wakeup not knowing the future. Meanwhile, a high score indicates a country that feels threatened facing the unknown future (Hofstede Insights, 2022).
United Kingdom
The United Kingdom scored 35 in uncertainty Avoidance. This shows that British society is happy is happy about not knowing the future (Hofstede Insights, 2022). They are carefree and would like to enjoy the uncertain future. The people are comfortable in ambiguous situations and could change their plans as new information comes to light (Hofstede Insights, 2022). 

Japan
The uncertainty avoidance score of Japan is ‘92’. This is because, Japan is constantly in danger from natural disasters like tsunamis, earthquakes, volcano eruptions and typhoons (Hofstede Insights, 2022). These circumstances have forced Japanese society to prepare in advance for all emergencies. The Japanese started using the same strategy in their daily lives. In corporate Japan, the risk factors of a project must be sorted before starting the project to avoid any uncertainty. Therefore, Japanese people would like to avoid uncertainty (Hofstede Insights, 2022).

LONG TERM ORIENTATION
This dimension shows how a society maintains links with its past and deals with the challenges it faces in the present and future. A country which scores high has a pragmatic approach towards modern education. While a country that scores low prefer to honour norms and traditions, as it views societal change with suspicion (Hofstede Insights, 2022).
United Kingdom
The United Kingdom has an intermediate score of ‘51’ in the long-term orientation. Therefore, making the preference on British culture in the long-term orientation dimension undeterminable (Hofstede Insights, 2022).

Japan
Japan scored a high score of ‘88’, making it very long-term orientated country (Hofstede Insights, 2022). This is because, Japanese see themselves as a tiny part in a long history of mankind. Therefore, in their perspective, fatalism is not strange. They are a strong believer of “you do your best in your lifetime and that is all you can do” (Hofstede Insights, 2022). The Japanese people are guided by the practical good examples and virtues.

INDULGENCE
This dimension shows the extent of control people of a country have on their desires and impulses based on how they were raised. A society with higher score indicates weak control called ‘Indulgence’. Meanwhile, a society with lower score indicates higher control indicates ‘Restraint’. Therefore, the cultures can be described as Indulgent or Restrained (Hofstede Insights, 2022).
United Kingdom
The United Kingdom scored ‘69’ on Indulgence, classifying the British culture as Indulgent. The people in societies with a higher score exhibit the willingness to enjoy their life by releasing their impulses and possess a positive attitude and the tendency to look at life with optimism. Additionally, these people place importance in leisure time and spend money on activities they like (Hofstede Insights, 2022).
Japan
Japan has scored a lower score of ‘42’ in Indulgence. Therefore, making Japan a restraint culture. Pessimism and cynicism are the common tendencies found in these societies. Leisure time is not the main emphasis of this society, and the actions of people are restrained by social norms, making the people feel that indulging themselves is wrong (Hofstede Insights, 2022).

ADVANTAGES AND DISADVANTAGES OF HOFSTEDE CULTURE MODEL
The major advantage of Hofstede’s model is the fact that the model is not affected by the differences in a company culture. This model can be used to quantify different dimensions of a culture, allowing one to gain a great understanding of each dimension quantitatively and visually (Weebly, 2020). The primary drawback of Hofstede’s model is the lack of research on multiple organisations, since only one organisation was utilized to study while creating this model. Therefore, making the results seem generic. Another drawback of this model is the lack of information on different individuals within a society because this model defines culture as a whole. Therefore, ignoring the presence of unique individuals within a society (Weebly, 2020).

Technological 
United Kingdom 
The technological forces are favourable to Toyota in United Kingdom. In 2022, the company invested over 6 billion pounds in research and development (R&D) (Carlier, 2022). The company started to focus on developing hybrid and electric vehicles in the UK market and is focusing on developing new models like GR supra, which is only sold the UK market (Toyota UK, 2023).

Japan 
The technological forces are favourable to Toyota in Japan. Toyota sell a majority of exclusive models that cannot be found in other regions and launches all the newer models in Japan before going global (Toyota Japan, 2023). Toyota owns 16 manufacturing plants in Japan, where Toyota manufacturers engines, fuel cell tanks, chassis of a car and exports them around the world. All of Toyota’s Research and development activities take place in Japan (Toyota Global, 2023). Toyota invested ¥ 1.2 trillion Yen in R&D in the 2022, to develop electric and hybrid vehicles (Carlier, 2022). Japan launched an online store in 2020 for selling Toyota used cars to enrich the purchase experience of their customers (Toyota Global, 2020). 
 
Environmental 
United Kingdom 
The environmental forces in UK are favourable to Toyota in United Kingdom. Being a car manufacturing company, Toyota has faced some backlash form activists and UK government announced a ban on petrol and diesel vehicles in 2030 (BBC News, 2020). However, Toyota has decided to produce electric and hybrid vehicles in UK to reduce the impact of carbon emissions on environment. The company has invested a huge number of resources on development of electric vehicles and has become successful in releasing their first electric vehicle called Toyota bZ4X in 2022 (MarketLine, 2023).     
Japan 
The environmental forces of Japan are favourable to Toyota. Toyota plans to produce electric vehicles that runs in hydrogen fuel in Japan by 2025 (MarketLine, 2023). The company has partnered with ENEOS hydrogen refuelling station to move introduce this Car in Japan market. On top of that, Toyota was successful in releasing its first electric vehicle in Japan in 2022. The company is also focusing on hybrid vehicles to reduce the impact of carbon emissions on environment in Japan (MarketLine, 2023).

Legal 
United Kingdom 
The legal forces in United Kingdom are favourable to Toyota. UK government has announced the ban of petrol and diesel vehicles by the year 2030 to reduce the carbon emissions (BBC News, 2020). This change has allowed Toyota to focus on their electric and hybrid vehicles and the company has been successful in doing so. Toyota plans to only sell electric or hybrid vehicles by 2025, making these 5 years earlier than the deadline announced by UK government (MarketLine, 2023).

Japan 
The legal forces in Japan are favourable to Toyota. The Japan has announced a ban on selling starting 2030. However, the company started producing electric vehicles to avoid. Therefore, not being pressured by the change (Best practice, 2020). Japan is strict and imposed many legal norms for automotive industry. Every automotive company in Japan must follow these legal regulations. They include certain safety and environmental standards like TDS (type designation system) and TNS (type notification system) quality control systems in every vehicle. Being a Japanese company, Toyota has to follow these legal regulations (Lovells, 2022).

SIMILARITIES AND DIFFERENCES IN MACRO ANALYSIS OF TOYOTA
The forces that are favourable to Toyota in Japan and United Kingdom are economic forces, social forces, technological forces, environmental forces, and legal forces. While the only difference is that political forces are not favourable in United Kingdom, while it is favourable in Japan. This is due to political instability in United Kingdom over the past year. In Hofstede’s model, United Kingdom and Japan share cultural similarities in power distance and masculinity dimensions. However, the have cultural differences in individualism, uncertainty avoidance and indulgence dimensions. While long term orientation dimension of both countries cannot be compared because Britain only scored ‘51’ making it impossible to know United Kingdom’s preference in this dimension (Hofstede Insights, 2022).

ANALYSIS OF INDUSTRY ATTRACTIVENESS FOR UNITED KINGDOM AND JAPAN

PORTERS 5 FORCES
The porters 5 forces model is a model used to strategically analyse the attractiveness of an industry. This model also known as the competitive forces model. The porters 5 forces model includes five forces that are used to understand core business environment within the industry. They are bargaining power of suppliers, bargaining power of buyers, threat of new entrants, threat of substitutes and competitive rivalry (CFI Team, 2022).

[image: Competitive Forces Model]
Figure 3 source: (CFI Team, 2022)
THREAT OF NEW ENTRANTS
United Kingdom
The threat of new entrants in UK for Toyota is low. In automotive industry, brand reputation and strength are of extreme importance. Toyota entered the UK car market in the year 1965 (Toyota UK, 2023) and continued to remain in the market for almost six decades, making it one of the oldest car companies in the UK car market. Furthermore, the cost of entering the UK car market is excessively high. Thus, increasing the hurdle of entering the UK car market, and decreasing the threat of new entrants (MarketLine, 2023).

Japan
The threat of new entrants in Japan for Toyota is low. Toyota is one of the oldest automotive brands in Japan. Being established in 1937, Toyota gained tremendous brand equity in the Japan automotive market over the last 75 years (Toyota UK, 2023). It is not possible for a new entrants to enter the Japan automotive market because of the exorbitant cost of manufacturing cars and hiring skilled employees in this market. Furthermore, making it impossible to compete with large automotive brands like Toyota. Therefore, decreasing the threat of new entrants (MarketLine, 2023).

BARGAINING POWER OF BUYERS
The buyer power in United Kingdom (MarketLine, 2023) and Japan (MarketLine, 2023) for Toyota is low. This is because, in this industry car dealers act as intermediaries between consumers and car manufacturers. A dealer should sign an exclusive contract with a car manufacturer like Toyota to purchase vehicles. Once the contract is signed, that dealer is not allowed to sign another contract with a different manufacturer and the dealer cannot exit the contract until the contract expires. Therefore, significantly decreasing the buyer’s power in car industry in both the countries.

BARGAINING POWER OF SUPPLIERS
The overall supplier’s power in UK and Japan for Toyota is medium. In car industry, suppliers tend to supply metals and other commodities for car manufacturers to manufacture cars. However, to a large company like Toyota which is great at backward integration, because of its controlling stake in large supplying companies like Aisin Seki and Danso in Japan, and exports the automotive parts like engines, batteries, air conditioning compressors and metal frames (Toyota Industries, 2023) manufactured there to its car manufacturing plants all around the world. Therefore, Toyota doesn’t depend a lot on external suppliers. Similarly, other large car manufacturers like Hyundai and PSA own an automotive mechanical parts manufacturing company like Hyundai Mobis and Faurecia. Thus, decreasing the supplier power in car industry (MarketLine, 2023).

THREAT OF SUBSTITUTES
United Kingdom
The threat of substitutes in UK for UK is low. The main substitute of automotive industry in UK market is used cars. Meanwhile, A growing threat to UK’s car industry is the growth of car share companies. However, a secondary substitute to UK’s automotive industry is PCP finance packages on new cars. These deals are contract’s that last up to 3 years and later the customer has a choice of buying that car for a large amount of money or exchange it with a different car of the customer’s choice. Despite the alternatives, the threat to car manufacturers like Toyota remain low at the moment due to the exclusive contract’s that car companies have with their dealers (MarketLine, 2023).

Japan 
The threat of substitutes in Japan for Toyota is medium. Recently, Japan has witnessed a rise in car sharing companies like Carpool World, increasing the threat towards car manufacturing companies like Toyota. However, used cars remain a major substitute to the car industry in Japan. In Japan, public transport like bus, train, tram together with other modes of public transport are another major substitute to the car industry. Therefore, making the threat of substitutes medium in Japan (MarketLine, 2023).

COMPETITIVE RIVALRY
United Kingdom
The competitive rivalry in UK for Toyota is high. The four leading car companies in UK are Nissan, BMW, Tata, and Toyota. These 4 companies together account for 87.1% market share in United Kingdom, while the other car manufacturers account for the remaining 12.9% market share. The strong competition in UK’s automotive industry made the exit barriers high, making it difficult for underperforming competitors to exit the industry (MarketLine, 2023).
Japan
The competitive rivalry in Japan for Toyota is high. The four leading car production companies in Japan are Toyota, Suzuki, Mazda, and Nissan, with Toyota leading the group with 46.3% market share. These 4 companies together account for 78.3% of market share in Japan’s car industry. Being the home to many major car companies, the competition in Japan’s automotive industry is extremely high. The exorbitant investment and focus by a car company on a single model further increases the competition, making it impossible for competitors to exit the market due to high exit barriers in case of failure. Therefore, making competitive rivalry for Toyota high in Japan market (MarketLine, 2023).

SIMILARITIES AND DIFFERENCES IN PORTERS 5 FORCES ANALYSIS IN UNITED KINGDOM AND JAPAN
Many forces were similar in both United Kingdom and Japan car industry for Toyota, despite the being two different countries located in different regions of the world. The bargaining power of suppliers in both UK and Japan is medium, and the bargaining power of buyers and threat of new entrants in UK and Japan are low (MarketLine, 2023). The competitive rivalry in both the countries are high. However, the threat of substitutes in Japan is medium, this is due the rise of car sharing companies like Carpool World in Japan. While the threat of substitutes for Toyota in United Kingdom remained low (MarketLine, 2023).

SWOT ANALYSIS HIGHLIGHTING TOYOTA’S STRENGTH, WEAKNESSES, OPPORTUNITIES AND THREATS IN UNITED KINGDOM AND JAPAN MARKETS

SWOT analysis is a framework used to understand the external and internal forces of an organisation to find forces that may create risks or opportunities. SWOT analysis stands for Strengths, Weaknesses, Opportunities and Threats (Peterdy, 2023). 

[image: SWOT Analysis]
Figure 4 source: (Peterdy, 2023)


	Strengths

	United Kingdom
	Japan

	Market share - Toyota is a leader of UK car industry with 15.2% market share (MarketLine, 2023).

	Sales in Japan – Toyota sold over 1.25 million units in Japan (Arba, 2023). 


	Sales in UK – Toyota sold over 100,000 units in United Kingdom in 2022 financial year (Toyota UK, 2023).

	Market share – Toyota has a 46.4% market share making the company a leader in Japan market. Toyota produced the highest number of cars in the year 2022, the total production amounts to 46% of all cars produced in Japan (MarketLine, 2023).


	Heritage – Toyota has a long history in UK. The company entered UK in 1965 and continues to compete in the market for nearly six decades (Toyota UK, 2023).

	History and Home country – The company was established in 1937 in Japan. The company has been in the Japan market for over 75 years. The age of company its strength (Toyota UK, 2023).


	Strong Finances – The company has strong finances made an overall revenue of $279,000 million dollars in financial year 2022 (MarketLine, 2023).

	Strong Finances – The company earned a net income of $21,000 million dollars (MarketLine, 2023).






	Weaknesses

	United Kingdom
	Japan

	Poor marketing of hybrid cars – Toyota’s plan of producing electric and hybrid vehicles could become a failure because of poor marketing (Parker, 2023).

	Dependence on suppliers – Toyotas dependence on suppliers could become its major weakness during shortages (Parker, 2023).


	Not home country – Unlike Japan, UK is not the home country of Toyota. Therefore, making it impossible for people in UK to feel proud about the brand (Toyota UK, 2023).

	Manufacturing defects – manufacturing defects is a major weakness to Toyota, because this could affect the company’s finances (Parker, 2023).




	Opportunities

	United Kingdom
	Japan

	Investment in innovative technologies – Toyota’s investment in innovative technology will attract customers (MarketLine, 2023).
	Development of new products – Toyota has opportunities to enter other automotive industries (MarketLine, 2023).

	Strategic alliances – Toyota could form a strategic alliance to develop advanced electric vehicles (MarketLine, 2023).
	Joint ventures – Toyota could partner with electric car giant Tesla like to start a new joint venture to take control of electric car market (MarketLine, 2023).






	Threats

	United Kingdom
	Japan

	International economic inflation – A fall in the value of Pound sterling could threaten the company’s finances by potentially decreasing the car sales (BBC News, 2022).
	Domestic economic inflation – A fall in Japanese Yen will majorly impact Toyota’s finances (Parker, 2023).

	Increased competition – Increase in competition will decrease the company sales (MarketLine, 2023).
	Lack of innovation – The company could lose its position as the number 1 car manufacturing brand because of less innovation (MarketLine, 2023).

	Increased pressure of petrol and diesel vehicles ban – UK’s plan on banning petrol and diesel vehicles by 2030 poses a threat to Toyota position industry leader in UK (BBC News, 2020).
	Increased pressure of petrol and diesel cars ban in Japan by 2030 – The pressure of this situation could force the company to underperform (Best Practice, 2020).

	Political instability – Political instability in United Kingdom could affect Toyota.
	




SIMILARITIES AND DIFFERENCES IN SWOT ANALYSIS OF TOYOTA IN UNITED KINGDOM AND JAPAN MARKETS

The Strengths, weaknesses, opportunities of Toyota in both the countries are similar. In both the countries, Toyota is the market leader with highest market share and generated a large amount of revenue. However, the market share of Toyota in Japan at 46.4% (MarketLine, 2023) is higher than Toyota’s United Kingdom market share which is only 15.2%, showing Toyota’s superiority in Japan car industry. Toyota is one of the oldest companies in both Japan and UK markets (MarketLine, 2023). However, political instability in UK could financially effect Toyota. The company is facing similar threat with the ban of petrol and diesel vehicles. One of the major differences is that Japan is the home country of Toyota, and this is the company’s biggest strength, while United Kingdom is not the home country of Toyota (Toyota UK, 2023).


ADVANTAGES AND DISADVANTAGES OF SWOT ANALYSIS
SWOT analysis has its strengths and weaknesses like any other framework or model. However, understanding the benefits and drawbacks of SWOT analysis will help us understand the right situation to use this model.
Advantages:
SWOT analysis can be applied various problem domains like a team, individual, organization or organisation unit, making this analysis highly versatile. SWOT analysis gives an objective view that supports strategic planning by dividing the object of analysis into 4 simple categories called Strength, Weakness, Opportunities and Threats. Thus, making easy for everyone to use (Nordmeyer, 2019). SWOT requires qualitative and quantitative information from numerous sources, making the integrated data valuable and informative. Unlike other analysis, SWOT analysis does not require trained professional. Therefore, making it inexpensive and simple to apply (Nordmeyer, 2019).

Disadvantages:
The SWOT analysis does show the significance of one factor over another factor, making it difficult to determine the true impact a factor on one objective. SWOT analysis only creates one dimensional model, allocating on factor to one section of SWOT (Nordmeyer, 2019). However, a factor might be both strength and weakness of the organization. The result of SWOT can be subjective and could reflect the opinion of the individual, rather than showing the actual result (Nordmeyer, 2019).

STP (Segmentation, Targeting and Positioning) Strategies of Toyota

The STP strategy is a process uses three main categories known as segmentation, targeting and positioning. These strategies are used to identify a company’s potential customers, to choose which customers to pursue and create value for those targeted customers (Talerico, 2023).
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(Figure 5 source: https://mpk732t22016clusterb.wordpress.com/2016/08/08/volkswagenpeoples-car-the-perfect-example-for-stp/)

SEGMENTATION
Demographic – Toyota uses demographic segmentation for their brand. The main target customers of Toyota are the office workers and small and medium business owners. The car prices range from £16,000 to £50,000 in United Kingdom (Toyota UK, 2023). Meanwhile, in Japan the prices range from ¥1,997,000 to ¥8,000,000 (Toyota Japan, 2023). The price range of these vehicles make is suitable from young people in their 20’s to middle aged people. Therefore, successfully targeting a wide range of people belonging to different demographic (Talerico, 2023).
Geographic – Toyota uses geographic segmentation and sell their vehicles globally throughout the world. The company is competing in numerous markets around the world. Toyota is currently selling its vehicles in over 170 countries and owns 71 manufacturing companies worldwide. Therefore, making Toyota a global brand. Toyota has over 180 retailers in United Kingdom. whereas in Japan, Toyota has over 500 dealers (Toyota Europe, 2023).

TARGETING 
Undifferentiated - Toyota targeting strategy is undifferentiated. The company sales its vehicles for the same price around the world. In Japan, people belonging to different social groups own this brand, because the company has a high brand equity in the Japan market since it’s the company’s home country (Brand Finance, 2019). However, in United Kingdom the brand is popular with working class people than the individuals who belong to higher class (Toyota UK, 2020).

POSITIONING
History and Heritage – Toyota is a brand with 75 years of history and heritage in Japan. The company has a long history of producing high quality vehicles become the company’s selling point. The history and heritage of Toyota made the company stand out amongst its rivals. In Japan, Toyota is a household name for the locals due to their long connection with the brand. To most individuals in Japan, Toyota is a prestigious brand that has been around since before their birth. Therefore, creating a positive psychological impact on their Japanese customers (Toyota UK, 2023).
The Toyota has entered the United Kingdom market in the year 1965 and has been competing in the market since then. Toyota has entered the UK market almost 3 decades after being established and continued to remain in the market for almost 6 decades making it a one of the oldest car manufacturers in the UK market. Toyota has become a successful brand in UK and become quite popular among the British customers (Toyota UK, 2023).

Benefit Positioning – Toyota vehicles are known for their reliability, quality, and durability. They have the highest resale value amongst their rivals (Walser Toyota, 2023). Thus, making this brand a customer’s first choice. In the recent years, Toyota is best known for producing the best hybrid technology and eco-friendly vehicles. The continuous effort of the company to deliver the best for their customers at an affordable price is the company’s strategy for making the best use of the benefit positioning strategy (Walser Toyota, 2023).

[image: Perceptual maps – Marketing Audit of Renault & Volkswagen]
(Figure 6 source: https://rockstarsbm.wordpress.com/2014/11/23/perceptual-maps/)

The perceptual map of shows the position of Toyota in the car industry. According to the perceptual map, Toyota is a brand that produces higher quality vehicles for a lower price making the brands positioning strategy very clear. The direct competition of Toyota in that segment are Ford and Honda who appear to be using a similar positioning strategy.

SIMILARITIES AND DIFFERENCES OF TOYOTA’S “STP” STRATEGIES TOYOTA IN UNITED KINGDOM AND JAPAN

The company’s STP strategies in United Kingdom and Japan are similar. Toyota had entered the UK market in 1965 (Toyota UK, 2023). However, the company was established in the year 1937 in Japan (Toyota UK, 2023), making the brands history and heritage more relevant to Japan. Being a Japanese brand, Toyota is more popular in Japan compared to UK. In Japan, People belonging to different social groups use this brand, whereas in UK, working class individuals prefer this brand due to its reliability at a lesser price. Despite the minor differences, the company is performing well in both countries, despite the edge the company has in Japan.

MARKETING MIX

The marketing mix strategy is used to identify a company’s tactics and set of actions they are using to promote their product or brand in the market. There are 7p’s (traditionally 4p’s) in the marketing mix strategy. The 7p’s stand for product, price, place, promotion, people, process, and physical evidence (The Economic Times, 2023).  

[image: How to use the 7Ps Marketing Mix strategy model?]
(Figure 7 source: https://www.smartinsights.com/marketing-planning/marketing-models/how-to-use-the-7ps-marketing-mix/)

BRANDING STRATEGIES COMPARISION
PRODUCT
Toyota is an automotive company, and their main activity is motor vehicle production and sales (Toyota Global, 2023).
Line stretching 
United Kingdom: Toyota uses line stretching strategy to sell vehicles in United Kingdom. Toyota offers different models for different price ranges, as the price increases, the features and quality of the vehicle also increases and vice versa (Toyota UK, 2023). The least expensive model Toyota sells in United Kingdom that offers the least features and quality is Toyota Yaris, while the most expensive model that offers the most benefits and best quality is Toyota GR Supra (Toyota UK, 2023).
Japan:
Toyota uses line stretching strategy in Japan and sells vehicles of different quality at suitable price. The least expensive model Toyota sells in Japan that offers the least features and quality is Toyota Aqua, while the most expensive model that offers the most benefits and best quality is Toyota Land Cruiser GR Sport (Toyota Japan, 2023). 

Line filling
Toyota uses the line filling strategy for their company in both United Kingdom (Toyota UK, 2023) and Japan (Toyota Japan, 2023) to sell cars of the same model in different colours and offer variants with slight changes in features. 

Labelling 
United Kingdom: In United Kingdom, Toyota labels the interiors and exteriors of their car including the vehicle’s guideline book in English (Toyota UK, 2023).
Japan: In Japan, Toyota labels the vehicles interior, exterior and guideline book in Japanese (Toyota Japan, 2023).

PRICE
In United Kingdom, Toyota sells their vehicles and receives money in the form of pound sterling (£). The company sells vehicles ranging from £16,000 pounds to £50,000 pounds in UK (Toyota UK, 2023). While in Japan, the company sells their vehicles and receives money in the form of Yen (¥), which the company’s home currency. In Japan, the price of Toyota Vehicles ranges from ¥1,997,000 to ¥8,000,000 (Toyota Japan, 2023).
Price Skimming – Toyota uses price skimming strategy in both United Kingdom and Japan, Toyota releases a new vehicle at a higher price. However, as time goes on the price of the vehicle decreases. This is because, in automotive industry the technology used to create vehicle starts to become outdates as newer versions gets released. Therefore, Toyota tries to sell their remaining stock at lower price before the release of a new version (CFI Team, 2022). 

Psychological Pricing – 
United Kingdom:
In United Kingdom, Toyota uses psychological pricing strategy. The company is using this pricing to assign price tags such as their £15,990, £24,855, and £29,935 in the official United Kingdom website to create psychological effect on their customers (Toyota UK, 2023).
Japan:
Toyota also uses psychological pricing strategy in Japan. Toyota is using this pricing to sell their vehicles and to create a psychological effect on their customers by using prices like ¥1,997,000, ¥2,792,000, and ¥4,312,000 in the official Japan website (Toyota Japan, 2023). 

What factors will change the price in different countries?
There are many factors that could change the price of a product in different countries. Factors like perceived value of the product or service, transportation costs, transaction costs, legal restrictions, market structure, taxes and import duties adversely affect the price of a product (Medium, 2021).

PLACE
Direct channel – 
United Kingdom: Toyota sell their vehicles from their online store in United Kingdom. A customer can navigate through the website to look at various Toyota car models and colour and decide what to purchase instead of going to a dealership (Toyota UK, 2023).
Japan: Similarly, the company also operates a website in Japan. The customer has a choice of purchasing a vehicle or book for a test drive for Toyotas official Japanese website (Toyota Japan, 2023).
Indirect channel – 
United Kingdom: Toyota has exclusive contracts with multiple dealers in UK. One can visit a Toyota dealership to purchase the vehicle of preference directly in United Kingdom (Toyota UK, 2023). 
Japan: In Japan, a customer can visit a Toyota dealership to purchase the vehicle directly from the dealer. Toyota has exclusive contracts with numerous dealers to sell their new models (Toyota Global, 2023).

MARKET ENTRY METHODS OF TOYOTA 
JOINT VENTURE
As a leading automotive company, Toyota has partnered with many companies to start joint ventures. Toyota Motor Corporate partnered with Isuzu Motors Ltd and Toyota’s subsidiary Hino motors Ltd, to form a joint venture named Commercial Japan Partnership Technologies Corporate to clear emissions regulations and meet customer demand. Toyota holds 80% stake in the new joint venture, while Isuzu and Hino each hold 10% stake in the new joint venture (The Japan Times, 2021).

STRATEGIC ALLIANCE
Toyota has signed numerous strategic alliances to expand their business and to enter new markets. Toyota Motor has entered a strategic alliance with Oncor electric delivery to work on a vehicle-to-grid (V2G) pilot project in December 2022. The success of this project will help Toyota to develop a public utility battery for Toyota’s electric vehicles (MarketLine, 2023). In October of 2022, Toyota signed a 3-year partnership with National Parks UK and BMW UK to encourage biodiversity conservation and wellbeing projects. This strategic alliance will help the company to build recharging facilities in 15 National parks, to encourage people to use electric cars and to help the of electric car market grow (MarketLine, 2023).

Advantages of disadvantages of joint venture
Joint venture will make the access to new markets and distribution relatively and increases the capacity of organisation’s aide and staff. Joint venture decreases the liabilities, risk, and cost since everything I shared with a partner. Access to knowledge and expertise is a specific field will help both partners cover each other’s weaknesses. There is a benefit of access greater technological and financial resources (NI Business Info, 2022).
Meanwhile, lack of communication and miscommunication between partners causes could affect the partnership. the true objective of the venture might remain unclear. The level of expertise and investment into the venture is not equally matched and different work cultures and management styles pose barriers to co-operation (NI Business Info, 2022).

Advantages of disadvantages of strategic alliance
The advantage of a strategic alliance it that the alliance will help a company earn new clients and provide opportunities to expand their business. To some companies, a strategic alliance will become a new source of income, while the alliance helps the company to limit the risk of failure. Forming a strategic alliance with top company will increase the public opinion of that company, and the company gains access to greater resources (Indeed Editorial Team, 2022).
A major disadvantage of a strategic alliance is the miscommunication between alliance partners and the unequal benefits for one partner. When a large company forms strategic alliance with a company with bad reputation, there is a risk of soiling its name as well. Both partners face hurdles due to their cultural differences and management style and sometimes the miscommunication could lead to conflicts (Indeed Editorial Team, 2022).

WHAT ARE THE FACTORS INFLUENCING THE MARKET ENTRY METHODS
There are numerous factors influencing the market entry methods of a company into new market. It is important to understand these factors to choose the right market entry method that is suitable for the company (Czinkota, M.R. et al., 2011).
Size – Size is the indicates the capability to make resources available, a SME may wish to have control over international operations and desire the acquire resource commitments in foreign markets. However, they cannot do so because they lack resources to achieve it and they might find exporting easier to enter foreign markets (Czinkota, M.R. et al., 2011).
Trade barriers – Trade barriers like tariffs and the limit on importing foreign components and goods in favour the local establishments. The product and trade regulations and the preference of local suppliers over foreign suppliers have an impact on operational decisions and become critical factors deciding the market entry methods (Czinkota, M.R. et al., 2011).
Intensity of competition – In a market where the intensity of competition in high, firms will try to avoid internationalization. These markets are usually not profitable and so not justify a heavy resource commitment. The greater the competition in the host county, the more firms will favour exporting since it involves low resource commitments (Czinkota, M.R. et al., 2011).
Flexibility – Flexibility associated with a given entry mode weigh a lot on the decision to choose a market entry mode. The hierarchical mode of is the least flexible and highly difficult to change in short term and is expensive, while intermediate mode limits a firm’s ability to change strategy to adapt with the rapidly changing conditions in the market (Czinkota, M.R. et al., 2011).
There are multiple other factors like products/services, country risk/ demand uncertainty, market size and growth that influence market entry methods.

PROMOTIONS
Digital marketing – 
United Kingdom:
Toyota in United Kingdom created official Twitter and Instagram accounts to promote their brand in United Kingdom digitally. The company prefers digital marketing because social media has capability to reach millions of potential customers and create a lasting impact on them (Toyota Global, 2023).
Japan:
Toyota has an official Japanese Twitter and Instagram accounts to promote the company specifically to their Japanese customers and potential customers (Toyota Global, 2023).

Sponsorship – 
United Kingdom:
Toyota has sponsored Team GB to support the team representing United Kingdom in Tokyo Olympics 2020. The goal of this sponsoring Team GB is to encourage the residents of United Kingdom to encourage people to watch Tokyo Olympics in 2020 (Toyota UK, 2021).
Japan:
Toyota has become one of the largest sponsors in the world by sponsoring Tokyo Olympics in 2020. This helped the company to increase its recognition and brand equity around the world (The Japan Times, 2021).
 
THE EXTENDED MARKETING MIX
PEOPLE
Toyota has over 370,000 employees around the world and the company is offering numerous employee benefits to their employees.
In United Kingdom, the company offers a My Benefits portal to their employees, where the employees can gain various benefits like support to employee families, 360 wellness support and many more (Toyota UK, 2023). 
In Japan, Toyota offers various benefits like access to sports and cultural clubs, HUREAI activities, hobby and alumni group activities and many other benefits to their Japanese employees (Toyota Global, 2023). Toyota has a good reputation of taking a care of their employees all around the world.

PROCESS
Customer complaint process
United Kingdom:
Toyota UK has an official website to contact the customer care for sales, services, finances, warranties & insurance, roadside assistance, complaints & feedback and for many other services. The customers can use the website to request help or contact Toyota’s customer care via their official helpline number and email (Toyota UK, 2023).
Japan: 
In Japan, customers can contact Toyota’s customer care using the helpline number provided in the company's official website or contact them by email (Toyota Japan, 2023).

PHYSICAL EVIDANCE
Language – 
In United Kingdom, English language is used for all services offered by Toyota. The company’s official website, sales and customer care services are offered in English language only (Toyota UK, 2023). 
In Japan, Toyota uses Japanese language to communicate with the customers. The official Japanese website, sales and customer care support is offered in Japanese language only (Toyota Japan, 2023).

Currency – 
In United Kingdom, Pound sterling (£) is used for every transaction made with Toyota. Being the legal currency of United Kingdom, Toyota only accepts pound sterling (Toyota UK, 2023). Likewise in Japan, Toyota only accepts Japanese Yen (¥) for every transaction in the country (Toyota Japan, 2023).

Buildings –
In United Kingdom, Toyota opened its headquarters in Burgh Heath, Surrey in the year 2001. The building was built on 14 acers of land (Toyota UK, 2021). Toyota also operates a vehicle manufacturing plant in Burnaston, Derbyshire and an engine manufacturing plant in Deeside, North Wales (Toyota UK, 2023).
In Japan, Toyota owns 47 buildings and 12 plants. These buildings include research and training laboratories, logistics centres, service centres, Training centres and various other facilities of Toyota. Toyota’s Japan head office is located in Toyota city, Aichi prefecture of Japan (Toyota Global, 2023).

SIMILARITIES AND DIFFERENCES IN MARKETING MIX STRATEGIES IN UNITED KINGDOM AND JAPAN
Similarities:
Toyota uses similar strategies under product like line stretching and line filling and uses pricing strategies like price skimming and psychological pricing in both United Kingdom and Japan. For place, Toyota uses direct channel and indirect channel in Japan and UK and promotes their products through digital marketing through social media platforms like Twitter and Instagram (Toyota Global, 2023).
Differences: 
Toyota uses different languages in both countries for their services. In United Kingdom, Toyota use English as the main language, while in Japan Toyota uses Japanese language to communicate and promote their brand to people. Toyota only accepts Yen (¥) for all transactions in Japan (Toyota Japan, 2023), meanwhile in United Kingdom Toyota only accepts Pound sterling (£) for all transaction (Toyota UK, 2023).

DIRECTIONAL DEVELOPMENT STRATEGY

ANSOFF MATRIX
The Ansoff matrix is a framework used to plan and evaluate growth initiatives by management teams and the analyst community. This framework is made of 4 categories, they are market penetration, market development, product development and diversification. This helps stakeholders to understand the level of risk associated with different strategies (Peterdy, 2023).
[image: Breakdown of Ansoff Matrix, including Products on the X-axis and Markets on the Y-axis]
Figure 8 source: (Peterdy, 2023)

Ansoff Matrix strategies used by Toyota
Market penetration
Toyota uses market penetration strategy to release newer versions of their vehicles in the same market with minor upgrades to keep their cars from becoming outdated. The company also used this strategy to develop their hybrid cars and electric car line-up (MarketLine, 2023).
Market development
Toyota used market development strategy to enter new markets with their existing vehicle models to grow their company. Toyota has been very successful using market development strategy to invade newer markets. Toyota operates in over 170 countries today (Toyota Europe, 2023).

RECOMMENDATIONS

TOWS ANALYSIS 
TOWS analysis is a tool used by a company to strategically measure the company’s strength of internal factors and identify potential threats within the organisation to help the company in planning and decision-making processes. TOWS matrix has 4 strategies, they are mini-mini strategy, mini- maxi strategy, maxi-mini strategy, and maxi-maxi strategy (Master Class, 2022).
Maxi-Maxi strategy – Also known as Strengths to Opportunities strategy. This strategy will use a company’s brand strength to create opportunities.
Maxi-Mini strategy – Also known as Strengths to Threats strategy. This strategy will use the company’s strength to reduce threats. 
Mini-Maxi strategy – Also known as Weaknesses to Opportunities strategy. This strategy will help a company to overcome its weaknesses by taking advantage of opportunities.
Mini-Mini strategy – Also known as Weaknesses to Threats strategy. This strategy involves a company developing strategies to reduce weaknesses and strengths of the company.

[image: TOWS Matrix internal external]
(Figure 9 source: https://tradebrains.in/tows-matrix/)
Toyota should use Maxi-Maxi Strategy and use the company’s strong brand name and brand equity to develop bikes. Being a market leader in car industry, Toyota has the required financial resources to enter the motor bike industry to produce. Expanding into a new industry will become a great opportunity for Toyota to grow further.
Toyota could use Mini-Maxi strategy to start a joint venture with a company like Tesla to develop electric vehicles. Electric vehicles are considered the future of the automotive industry. However, Toyota’s electric vehicles are not ready to compete with electric vehicle brands like Tesla. Therefore, starting a joint venture with electric vehicle giant will help Toyota to grow further.

CONCLUSION
Toyota Motor Corporation is one of the worlds’ largest automotive companies that is operating in over 170 countries. Over the years, Toyota has performed exceptionally well in its industry, making it the leading automotive company in many countries. Toyota is the leader of both United Kingdom and Japan car markets and the company is loved by the citizens of both countries alike. Based on this report, Toyota is expected to keep up its extraordinary perform in the automotive industry.
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